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Birthstone Display... 


rolls up year ‘round profits 
with a personalized 


sales appeal... 05 i: 





BIRTHSTONE RINGS 








Suggested retail selling price: $5.00 


Brilliant simulated Birthstones in modern 10K 
mountings with a complete assortment of 


sTiataleroh aaelioley 


Your wholesaler has this display. Call 
him today or send us his name with 


your order. 








January to December, inclusive, is your 
heavy selling season with this eye-catching display 


of authentic Birthstone Rings, (9” high by 7” wide). 





On the back of the 
display you'll find a 


Every day is somebody’s Birthday. This selection 


covers everybody’s Birthday. A sure way to cash in tull-at-e-glenes gene! 


on the individual appeal found only in Birthstones. showing each of the 


twelve stones in full 


Re-order as you sell (ring #23X891)... keep your 


color...indicating the 
correct stone for each 








display complete and attractive. 


OSTBY & BARTON 
COMPANY 


Providence 2, Rhode Island 
MAKERS OF QUALITY RINGS FOR MORE THAN HALF A CENTURY 


month.A real sales aid 
for your salespeople. 


Display No. 421 
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No. 1402/7 


7 stones, large high center 










No. 1255/7 


9 stone cluster 












RS ORS 


No. 1075 
9 stones, large high center 











_ ~ In these exquisite rings we have pr 

true spirit of the Early American jewelers’ art. 

Early American Reproductions are made in exactly the same 

manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 
be set with absolute safety and assurance against loss. 












Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the aS 
customer’s taste and price range. Earrings available to match. KONITE BUILDING ~ 


_ Brochures showing 17 designs will be sent upon request. Cincinnat1 2; Ohio 
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Merchandising and Promotion 
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STARS SET PACE IN JEWELRY FASHIONS 
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THESE BILLBOARDS ARE BOTH SEEN AND REMEMBERED 
BRAND-NAMES PROMOTION BOOSTS JEWELRY ITEMS 
BETTER SELLING FOR BETTER PROFITS . 
MOVIES EDUCATE CUSTOMERS ON SILVERWARE STORY 
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STORE TRADITION GEARED TO NEW CUSTOMERS 


Store Management “; 
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GARRARD'S OF LONDON KEEP ROYAL JEWELS FIT 
THE PLATINUM INDUSTRY IN 1946 . 
NEW JEWELS FROM OLD .. . 
LIGHTNESS TREND CONTINUED IN NEW. PARIS DESIGNS 
WISCONSIN DOES IT AGAIN 
JC-K FIRST ANNUAL INDEX 
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by Marcé 


Swirls of splendor os ingeniously fash- 


ioned into a breathtakingly beautiful 





bracelet watch by Marcé—and flawlessly 
executed by WBO Craftsmen...to cate. 
the flowing lines of the "new look”. 























WILLIAM B. OGUSH, INC 


CREATORS OF FINE JEWELRY AND WATCHES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23. N. Y. 














WETS SEO TS. 


L, looking ahead, we can’t help looking back . . . back to 1873, the 
year this company first felt the touch of Quality Gold Filled Jewelry. Yes, 1873 to 1948 
all adds up to just one thing . . . our seventy-fifth anniversary . . . our diamond jubilee. 
In keeping with the occasion, we will offer to all our friends, a line of Simmons Quality 
Gold Filled Jewelry that will outdo anything we have yet done in all the years we have 


been in business. 


R. F. SIMMONS COMPANY, ATTLEBORO, MASSACHUSETTS 


SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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AL WALDEN WILLIAM McGREEVY 
{New York City) - | (Chicago & Mid-West) 





MILTON FRIEDMAN 
{South, Southeast & Texas) 




















HARRY FERESTER 
(New England & New Jersey) 
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These Men 


WILL SPARK BRETTON’S 
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A business is-very much like a watch — it functions effi- 





ciently and well only when its mainspring is intact. And 
so far as we are concerned, the men pictured opposite 
constitute the mainspring of this business. We are par- 
donably proud of their service to and cooperation with 
America’s leading wholesalers. This year they are 
already on their way to tell the biggest BRETTON story 
ever —a story of BRETTON innovations in watch band 
styles and designs that you will have to see to fully 
appreciate — and a story of pre-selling support through 
national advertising that eclipses anything we or any 
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CONSULT YOUR WHOLESALER 





a . 


Nationally Advertised 


Bretton 
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BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20 
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THE URGE TO BUY STARTS WITH THE EYE 


LOOK FOR THIS 
STAMP OF QUALITY 
THE MARK OF DISTINCTIVE 


BEAUTY AND LASTING 
PROTECTION 


—designed to custom-fit fine watch movements 


THE JEWELERS’ CIRCULAR-KEYSTONE 














' 
gon?® 
«* 
e* 


EMER ERE Boe, 






SEAMLESS RING COMPANY 














CHICAGO 
SAN FRANCISCO 





* 





71 NASSAU STREET 
NEW YORK 7,N. Y. 
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GEM-MESH 


] /20th-12 Kt. Gold Filled. 
Inside connectors are of 
corrosion-resistant metal: 
yellow, pink or white. 


No. 11507 
FOR MEN ................ 


No. 11038 
FOR LADIES............ 


FEDERAL TAX INCLUDED 


THROUGH YOUR WHOLESALE 
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no sense pushing the clock 


It takes sixty seconds to make a minute; sixty minutes to make 
an hour — always has and always will. You can push the hands 
ahead or back; no one’s fooled but you. It’s the same with watch- 
band making. You can’t squeeze two weeks’ precision work into 
two days. You'd get watch bands faster, but they wouldn’t 
be Gemex watch bands. It’s the precision to a hair’s-breadth 


we treasure at Gemex. It makes even the least costly Gemex 


band a thing of great value. 


GEME X WATCH BAND §S 


DISTRIBUTOR GEMEX COMPANY, UNION, NEW JERSEY 
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ENGINEERS AND DRAFTSMEN at a Kreisler factory draw up specifications not only for the new Kreisler items, but for tools and dies, insuring precision 
manufacture. This “engineering know-how” has paved the way for production of the new 1948 Kreisler lines. 


1500 CO-WORKER 
J HELP JACQUES KREISLER 
GREATE THE NEW LOOK” = 


IN WATCH BANDS AND ACCESSORY JEWELRY 


= 

These remarkable pictures give you an idea what it 
takes to design, create, and produce Kreisler’s new 
1948 styles. The people you see here are just a few of 
more than 1500 in four big Kreisler plants, working 
to help Kreisler make NEws in the jewelry world. 

You can see the tremendous facilities necessary to 
supply the demand for Kreisler products; the modern 
techniques and machinery needed to produce high 
quality and uniformity; the constant testing that in- 
sures ENDURING KREISLER QUALITY. 

What you can’t see is Kreisler’s dominant national 
advertising, the promotional help that Kreisler gives 


>? 
its dealers, the personal contacts maintained between 


. —— Reece. ss 
RESEARCH IS IMPORTANT in the Kreisler story. This research laboratory is Kreisler’s 40 ak fanaeenagehteen and their CURLOMNETS. It 
constantly developing new methods to maintain and improve the all adds up to: LOOK TO KREISLER FOR VALUE BEYOND 


standards of service that spell “ENDURING KREISLER QUALITY.” PRICE ...in 1948, as always. 
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JACQUES KREISLER’S STYLE LEADERSHIP is maintained by top-rank designers, ONE CORNER OF A KREISLER MACHINE SHOP, where the all-important “tooling- 
who give beauty, originality and sales-appeal to every new Kreisler up” work has been done. Master machinists create the precision tools 
item. Dealers will soon see this design craftsmanship in the 1948 styles. that are turning out the new 1948 styles. 


THIS LINE OF POWER PRESSES is typical of Kreisler’s modern machines. They ONE SECTION of one big plant where people are working on sake new 1948 
produce some of the tiniest parts found in Kreisler watch bands, ac- line... KREISLER QUALITY watch bracelets and bands that will bring a 
curate and uniform to 2/1000th of an inch. “new look” to millions of America’s smartest wrist watches. 


the powen. of the Piguet nal i 
advertising. 

the prestige of enduring Kee Kreisler r 
quality. 

f ree repair service on Mtciskae Qual’ 

ity products. : . 
the personalized promotion help that 
only Kreisler gives. 

personal contact with Kreider rep-_ 


resentatives . . . now on their wats 
with 1948 styles. 


JACQUES KREISLER MANUFACTURING CORP. 


9015 Bergenline Avenue, North Bergen, N. J. 
New York Showroom at 630 Fifth Avenue 
AS ALWAYS, EVERY KREISLER ITEM in the 1948 production is subjected to continuous test- _ | 

ing and inspection to insure uniformity and quality. Kreisler is constantly alert 
to strengthen its position as World’s Largest Maker of Jewelry Watch Bands. 
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Now watch me Warm up cold customers l" 


“Ever notice how customers warm up to Manning-Bowman “The best way I know to sell quality heating pads is to dem- 
appliances? Now Manning-Bowman brings out another onstrate specific quality features. Take this new Manning- 
profit-making item for you—an M-B quality heating pad. Bowman Three-Heat Warming Pad, for instance...” 


Start with looks. Choice of soft, Safety is important too. Pad is Point out choice of three even 
colorful chenille covers, or luxuri- waterproof —completely vulcanized heats at a thumb touch. Handy 
ous quilted satin, at various prices. ¢ —may be used with wet compresses ® switch is easy to set, even in the 
Covers are removable for cleaning. with cover removed. U L approved. dark! Pad stays at heat selected. 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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VER 25 MILLION PEOPLE > 


arresting advertisements in 


SRS 


magazines. Yes, Lovebright’s 


Your customers will admire 





superb craftsmanship of Love 





profits for you. 


A. EDWARD FISHER & CO. 


580 FIFTH AVE. 

















JB Sells America’s Jewelers Again 
and Again in the Heaviest Spring 
Campaign in JB History - 


One of a series of JB 
Jewelers’ Best” 














ads to appear in 
National Magazines 
Yh 
res Tbe 
alls de REF 
at eF 
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1B steps out to ep up your atch , band | 
sales... makes you, the jeweler, Number One 
Man in the picture! Yes, we're plugging a 
revolutionary new theme in watch band 
advertising—selling JB as Jewelers’ Best... 
the secommendeed watch cg of Aatinrick! ‘ 






BN Watch B: nds a 







cae Inc., oy 
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IN THE NATION'S LEADING MAGAZINES .. 
60 million invitations addressed to your 
customers on your behalf! 


SELL-ebrate a Top Profit Spring 


= the Most or JB Line Ever 


ig ig $ to excite the watch es | 
huality in | the famed Bb. 
















19 














. «- its fabulous col- 
lection of diamond 
adorned jewelry, 
styled with the 
beauty of true crafts- 
manship. 




















~~» round, square 
and emerald cut dia- 
monds that are 
priced fo meet the 
demands of compe- 
tition. 
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Any watch marked Nova or Novamatic 
must be automatic, or waterproof, or 


oth. * 


Nova is the only line that concentrates 
on automatic and waterproof watches 
.-Excluding all else. 

* 
All Nova models are distinguished in 


styling with cases designed exclusively 
for Nova. Inquiries are invited. .... 


DWARD L. STERN & SON CO. 


istributors of Heritage and Defender Watches 


610 Fifth Avenue, New York 20, N. Y. 

















THE ROUND DIAMOND 


Perfection of cut and the consummate artistry applied 
to their production endow Stone diamonds of all shapes 


with a rare quality that is truly magnificent. And Stone 


values, traditionally, are incomparable. 


Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement 


Fast Turnover Guaranteed 


All our lines are produced by expert craftsmen in 14 and 18 kt. 


yellow and white gold as well as 10% iridium-platinum. 
Samples on request to established jewelers. 


State price range and styles. 
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Introducing... 


ADJUSTIT 
by Jorvslaer 





















THE LIGHTWEIGHT WATCH BAND FOR HEAVY DUTY WEAR 


Stainless Steel Adjustit will “take it” for years. 
Merely slide... snap... and you adjust tt to con- 
form to the wrist. Conveniently linked for com- 
fortable wearing. New patented lock-tight snap*. 


Retails $3.00 


Patent No 2401297 Order from Authorized Forstner Distributors 


FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY, U.S.A. 
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im GOLD ,. 


New designs of brilliant beauty add 


* x s, + — lustre to the &iana line of distinctive 
ths 4 
Gold-Filled Jewelry for this new year 
. . Stars in customer-appeal, 
‘y 


foretelling your good fortune. 





NEW EASEL DISPLAYS 


FOR THE NEW YEAR 


Rich and colorful with 
black center pane! and aqua 


wings on ivory base. 





ASK YOUR WHOLESALER 





THE ISKIN MANUFACTURING COMPANY, INC. « EST. 1§ 
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Shining lights in the 1948 White Stone firmament x ¥ | 
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.. Lucina’s latest and loveliest. Exquisite . . - We ‘ 
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each sparkling stone hand-set. Always. . 
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the fine Iskin workmanship famous for 35 years. is & 7 
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h AND CHERRY STREETS, PHILADELPHIA * NEW YORK * CHICAGO * LOS ANGELES 





























Smartly Styled 
Precisely made 
Long-wearing qualities 


Positive movement protection 


TRADE MARKS Executive Offices and Factory: LUDINGTO N, MICHIGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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BASKIN BROTHERS, Ine. 
38 West 48th Street + New York 19, N. Y. 


Makers of Fine Rings Since 1896 
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@ Today, the emphasis is on the 
mounting, because even the 
most beautiful precious stone 
is ‘lost’ as an article of per- 
olakod MRcKoKoD@alsal-Salam Anaskohehame, 
mounting that complements 
and displays it with equal taste 
elalemm olailitelala=s 


% mountings 


Kushner & eS, Sane. 


Ab6th STREET 
rR K 19, Y. 
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Plan now for February promotions on alarm clocks... . 
February—with its long, long nights—is the ideal month 
for peak alarm clock sales . . . And these elegant alarms 
should ring the bell for record retail volume! Each has these 
outstanding features: 30 hour spring-wind alarm; single key 
winds both clock and alarm; exclusive compensating hair 
spring assures enduring, accurate timekeeping. All have 
luminous hands and numerals. 


(A) ‘Portia’. . . transparent lucite case covers gold-finished quilting. Base 
and trim are gold finish . . . To retail at $7.50 plus tax. 
YOUR COST $5.00 


“Warwick’’.. . Elegantly designed in genuine hide-covered case. Choice 


of simulated alligator, pebble grain, light reptile, etc. 
To retail at $8.95 plus tax. YOUR COST $5.45 


“Ideal”. . . Smart, streamlined model attractive gold finish. 
To retail at $7.50 plus tax. YOUR COST $5.00 


“Halo”. . . Elegant new ridged design; beautiful ivory finish. 
To retail at $7.95 plus tax. YOUR COST $4.77 








ORDER YOUR 
REQUIREMENTS 
NOW! 














ICHARD POLUMBAUM COMPANY, Inc. 


630 Fifth Avenue - New York 20. N. Y. 





























“You bet-your life”... 
lyin ffmeutan PROMOTES 


VALENTINE BUSINESS FOR YOU! 











/ 
Ada 


This striking window and store- 
wide display piece holds one ’ ' ane 
Elgin American compact. Use it = eck 
to direct traffic to your compact 2 
counters. And use our Valentine 
mats, four-color display cards, 
special gift cards. All material 
is yours for the asking! 





In 1947 Elgin American started the ball rolling compacts and a Junior Miss group designed 


with a big Valentine promotion. This year we by the famous Betty Betz. 

follow through with greater consumer adver- Make the most of our powerful national 
tising and point of sale material than ever. advertising and Groucho Marx radio show. 
And to highlight your 1948 Valentine gifts, Tie in ‘with Elgin American for your biggest 
Elgin American has created romantic new February yet in Elgin American compacts. 


Tune in the Groucho Marx Show “You Bet Your Life’’ - Wednesday nights, ABC network 


Gy ? A Z 
ELGIN, ILLINOIS 


NEW YORK e CHICAGO ee LOS ANGELES © TORONTO 





COMPACTS ° CIGARETTE GASES ° DRESSER SETS 


30 


T. M. REG. U. 8. PAT. OFF. 
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This distinctive initial set is typical ef 
the many smart items by SWANK that boost your turnover 
and give added profits the year round. Nationally 


advertised, they will help build the demand for 





men’s jewelry—help bring customers into your store.- 
Moreover, SWANK jewelry is sold direct from the 


factory to you—which means prompt and 





convenient service at all times. 








WANK —@ Swank, Inc., Attleboro, Mass. 
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It had to happen! 


Since 1944 The Adventures of Ozzie and Har- 
riet, starring Ozzie Nelson and Harriet Hilliard, 
has grown into one of America’s top-favorite 
radio shows. 

Even at the old Sunday evening time, over 
one-third of radios tuned in were tuned to 
Ozzie and Harriet. So popular are these bright, 
lively young stars that they’ve outgrown their 
audience. They deserve a top listening time—and 
starting January 2, they’ve got it! 


New Time is one of CBS’ plums — 
delivers over 2 million more listening homes! 


Here’s something for Ozzie and Harriet to go 
to work on! 


INTERNATIONAL SILVER'S 
MOVES TO A NEW, MORE 


Comedy teatn rates top spot— 
Friday evening, 9:30-10:00, E.5.T. CBS 





A grand potential of 27 million listening 
homes, CBS estimates. And at a wonderful, 
ripe-for-comedy time like 9:30 Friday evening, 
The Adventures of Ozzie and Harriet should be 
the dialed-in choice on a higher percentage of 
radio sets than ever! 


Stepped-up audience means 
stepped-up demand for International Sterling 
and 1847 Rogers Bros. ! 


Right in your own town, more ears than you 
have earrings in stock will perk up at the men- 
tion of International Sterling, or 1847 Rogers 
Brothers on the Ozzie and Harriet show! 


Pick the town nearest the size of yours, and 
just see the possibilities for doing more business! 





City 


Population 


% Sets in use 


old time 
Los Angeles 1,825,000 23.1 
Baltimore 945,000 26.1 
Denver 335,400 15.1 
Richmond, Va. 224,000 21.1 
Wichita 158,500 28.9 
Little Rock, Ark. 99,800 24.1 
Lincoln, Neb. 87,000 30.2 


j 
% Sets in use 
nena: increase % increase 
34.6 11.5 49% more 
38.1 12.0 45% more 
26.8 11.7 77% more 
33.1 12.0 56% more 
39.5 10.6 36% more 
35.4 11.3 46% more 
44.7 14.5 48% more 
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FAMOUS OZZIE AND HARRIET SHOW 
IMPORTANT EVENING TIME! 









BE SURE TO LISTEN 
EVERY FRIDAY EVENING 


9:30 P.M.E.S.T....CBS 
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Big promotional program 
to make sure news gets around! 


CBS and International Silver, working 
together, will put important promotional 
effort behind this news-making time 
change. 


Look for ads in local metropolitan papers 
and news stories in radio columns. 
You'll receive a tie-in Ozzie-and-Harriet 
display card for your window. Put it there! 


She International Silver Compan Ly 


MERIDEN, CONN. 


FOR JANUARY, 1948 
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SOLD EXCLUSIVELY THROUGH YOUR WHOLESALER 


ACCO MFG. GO, inc. 


Executive Offices 


CENTRAL FALLS - RHODE 


ISLAND 
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The quality mark everyone hknows---and respects 


F or centuries this quality mark has held universal respect. Its mean- 
ing is so generally accepted as a standard that it is borrowed in many 
ways to describe perfection or genuineness — for instance, a man’s 


sterling character. 


But the term “STERLING” belongs to the silversmith — its prestige 
is a valued heritage — one that must be jealously guarded. 


Handy & Harman through the years have supplied Sterling Silver 
to practically all American silversmiths. Strict technical laboratory 
controls enable us to “guarantee” the sterling stamp on all the 
products of these silverware customers. This is an important reason 
why the quality of sterling is never questioned. 
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OUR NEW CATALOG 
NOW READY! 


featuring a choice selection of ring mountings, watch cases, watch attachments 
and emblematic jewelry. It also contains a handy chart showing specimens of 
popular diamond curs. 


[ 
Send for your copy toda 
/ y Py y 
i 





A page from our catalog showing a selection of ring mountings. 





Metro Jewelry [ouporetiinns 


MANUFACTURING JEWELERS 
21 WEST 46TH STREET NEW YORK 19, N. Y. f 
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CAPE COD CRADLE 
PACKAGE ESPECIALLY 
DESIGNED TO PLEA 

THE YOUNGSTERS 


Especially designed to attract admiring comment from everyone this cradle package is also useful as a toy. 


The beauty and quality that has distinguished the original Carmen bracelet for grown-ups is 
built into these exquisite models in sizes for babies, tots and teen-agers. The Briggs 

Baby Carmen comes in a variety of designs . . hearts, rounds, plain and in colors. Also engine 
turned designs in enamel. All available in 12 kt 1/20 G. F. back and front. 

Get in touch with our nearest sales office or your wholesaler now and ask for Briggs 


MADE BY THE CREATORS OF original Baby Carmen in the new Cradle Package. 


ORIGINAL EXPANSION BRACELET 
SINCE THE 90'S 
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AT BETTER JEWELERS 
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SIMULATED PEARLS 








of quality $ 
and re-sales 


Invariably, jewelers who are mindful of 

the complete satisfaction of their 
quality-minded customers, are 

Deltah jewelers. They've 

learned, through long years of 
experience, that no other name in simulated 

pearls has the sales-winning power of 

Deltab—and that no other name is so 


productive of repeat business. The important 


thing is: Deltah sells easily and stays sold! 


CONSULT YOUR WHOLESALER 


L. HELLER & SON, INC., FIFTH AVENUE, NEW YORK 


Nationally Advertised for —and sold by Jewelers exclusively 























Udloy off The 


{he time-tested superiority of watches bearing the Jordan | 








name—the pride of the wearer in their exclusive design— 
enhance the reputation of the jeweler who sells them. 
This is eloquently true of the dealer who features 


Seidman & Company attachments. ¢« Orders or 





“approval” arrangements will be promptly met. | 


Let us know your requirements. 


SEIDMAN & COMPANY 
31 WEST 47 STREET 


NEW YORK 19, N.Y. 
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The engagement and wedding creations of Seiaman & 














ompany are not only symbols rich in quality — their 
style and character will be enduring reminders of how 
highly you regard the taste and interest of those you 





serve. © We are able to make prompt delivery of 








any of the creations shown on these pages. Your 








correspondence is invited. 


EIDMAN & COMPANY 
31 WEST 47 STREET 


NEW YORK 19, N.Y. 
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LIFETIME GUARANTEE* 
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NY NATION-WIDE 
PROMOTIONAINSUPPORT 
FOSTERS PRESTIGE AND SEBRING POWER! 








Prism-Life’s fully co-ordinated 
promotional program is 
expressly designed to 
enhance your standing in 
the community as well as to 
increase your profitable 
diamond volume. Conducted , 
on a national scale, this SY = See 
compaign will strongly : a 
impress your customers with 
the fact that Prism-Lite 100% 
Fully Polished Diamonds offer 
greater value-quality at no 
greater cost than ordinary 
stones. 


PRs 


Prism-Lite means — greater 
radiance — greater chipping 
resistance — increased 
visual appearance. 


we compan ... SEEING IS BELIEVING... ASK YOUR DISTRIBUTOR.. » < . 


ee Qos 


2 WEST 46TH STREET, NEW YORK 19, N. Y. 
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To the many distributor friends whose efforts 


have created a “Miracle’’ of demand for 


MIRACLE Diamond Rings—we extend our hand, 


both in greeting and in thanks. 


Be assured of our continued efforts to provide you with 


the most sought-after diamond rings in the coming year. 


Above and beyond business, we wish you 
happiness—and the fulfillment of your own desires— 


whatever they are ... wherever you may be. 


*Reg. U. S. Pat. Off. 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET - NEW YORK 18, N. Y. 
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inks of incomparable smartness fashioned into an expansion band of regal richness! 
Distinctly masculine yet patterned to blend in motif with our +200 Band for Ladies. 
Features Tru-Rivet Construction*. Corrosion-resistant. Guaranteed one year. 

1/20 12K. G. F., all colors. Packaged on velvet and plastic display units. 


Sold direct to reputable retail jewelers. 





THE STANDARD 


“DELUXE’’ FOR MEN 
Stainless Steel retails $6.50; 1/20 !2! 


1/20 12K. G.F. all colors; retails $11.50 T. 1. ; Ss 
pee ety G.F. yellow, pink; retoils.$8.95 T.'! 
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PN graceful, slim, thin expansion bracelet for mi-lady. Deftly crafted to complement 
the finest watch, daintiest wrist. Harmonizes in design with +100 Band for Men. 
Features Tru-Rivet Construction*. Corrosion-resistant. Guaranteed one year. 

1/20 12K. G. F., all colors. Packaged on velvet and plastic display units. 


Sold direct to reputable retail jewelers. 


SPLENDOR FOR LADIES 
12K. G.F. all colors; retails $8.50 T.1. 





1/20 
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A aoe 
SNAKE/EXPANSION CREATION LADIES FLEX-WEAVE 
1/20 12K. G.F. all colors; retails $9.00 T. 1. 1/20 12K. G.F. 
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retails $9.00 T. I. 














TIMELY 
SELLING 


APPEAL, 











Guildcraft* silverplate speaks eloquently for fine 
craftsmanship. And today, the Guildcraft franchise speaks for 
the quality standards of your store. For more (and highly 


profitable) silverplate sales in 1948, plan now to feature this 





distinguished, nationally advertised line. Write for 


details on selected Guildcraft franchises. 


GUILDCRAFT 


MASTERPIECES OF SILVER PLATE 


Niatinal Slver “Compe any 


BUSINESS FOUNDED 1890 NEW YORK 


CHICAGO 
DETROIT 
CONCERTO? DALLAS 
MIAMI 
ATLANTA 
LOS ANGELES 
SAN FRANCISCO 
PORTLAND (Ore.)- 
@REG.U S, PAT. OFF. SEATTLE 
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New York 20 


WALTER LAMPL 
608 Fifth Ave., 


FOR JANUARY, 1948 


Finesse Bands of Beauty 
sell themselves! 


Display them on your counter and watch them sell themselves. Finesse 


I) 
so tig 
= Te > sib 


oqo 


Bands of Beauty—recognized by jewelers everywhere as the standard of 


wat 


style and construction executed in the modern mode. Superbly de- 


signed in 1/20 12K gold-filled. Available in yellow, pink, or white 
(rhodium finish). Orders filled through 


your wholesaler only. 
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Opens easily. Slide top fully 
out... then lift up. 


uit 





wi 
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No more broken finger nails. 
‘ | No knobs or pushers to break. 
The NEW thick cord and << 
oversize buckle. Available — 
assembled and carded ' 
with end pieces adapt- To close, simply fold sections, 


able to any type or size slide top out and press 
watch case. together. 














Finesse Double-Safety Catch 





Not one lock, but TWO insures perfect safety. | 


Simple to open. Closes securely in one motion. 


Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th StreeteNew Yorke3°N. Y. 


Eastern Representative: Harold Sabin 
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Front view of —900 
showing perfect 
design detail 
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Back view of —900 
showing perfect 
construction detail 
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e HERE’S A 
a =6COMPLETE EMBLEM DEPARTMENT 


IN LESS THAN A SQUARE FOOT OF COUNTER SPACE / 
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IT’S ALL WOOD, WITH A GLASS 
TOP 


IT’S PERFECT FOR YOUR COUNTER 
OR WINDOW 


IT DISPLAYS AND STOCKS ALL 
YOUR EMBLEMS 


IT ACTUALLY COSTS YOU NOTHING*! 


Yes, this is the greatest selling aid ever devised for emblems! It’s a complete 
emblem department in one compact unit (stock drawer in back), that 
brings your emblems right up on top of the counter where customers can 
see them, and keeps your stock in one convenient place where your clerks 


can sell them. 


*YOUR WHOLESALER WILL GIVE YOU COMPLETE DETAILS 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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FOR A PROFITABLE WATCH BUSINESS IN 1948 
FEATURE NATIONALLY ADVERTISED 


mee MN S FE 


WATCHES 


“Exquisite as America’s Beauties’ » Engineereed for Accuracy 


Paul V. Eisner & Co. es, 580 Fifth Ave.N.Y.19 
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Sessions 








~CATNAPPER™ 


Seldom if ever has an alarm clock caught the imagi- 
nation of dealer as well as consumer — and received the 
genuine acclaim — as has Sessions’ new “Catnapper”. 

For here is a clock that is not only a joy to own, but 
an inspiration to merchandise, too! It has Sessions’ 
famous quiet (“Not Even a Pur-r-r!”) operation that 
sleeps folks like a dream. It has a new and patented 
“Pleasant Bell”, that makes everybody sit up and take 
notice. And it makes one of the grandest counter, or 
window displays ever, mounted on the new, free, 
sleeping-kitty pedestal! 

Unfortunately, even 
popularity of this new electric alarm clock, so there 
is a temporary shortage. But even as you read this, the 
new “Catnapper” is in volume production, ready to 
help you boost your clock sales, very soon. So hold 
everything! It will pay you to wait a few days longer, 
and ring the bell with Sessions “Catnapper”! 


Sessions underestimated the 





FREE! POPULAR DISPLAY. 
For counter or window display 
to tie in with current advertis- 
ing. Attractive wooden base for 
mounting clocks, backed by : 
photo cutout of sleeping kitty. Sessions legend: “Not 


oie 


Company, giving your jobber’s name and address. 


out the Bells... 


for an alarm clock 
that waked up an industry! 














OTHER ATTRACTIVE SESSIONS CLOCKS 
SQUARE ws PILOT 
KITCHEN WHEEL 
(386W) —Decor- ° (456W) — Very 
ative wall clock ® effective for man- 





with square dial, e 
white plastic mold- 
ed case. Retails 


tel or desk in 
mahogany with 
brass grim. Retails 





approximately 7 approximately 
$4.70*. "i $10.20*, 
e 
* 
eeoeoerevoeereoeveeee ee eee eee eee 8 & 8 ee 








TAMBOUR 
(467W) — Graceful, sweeping 
lines, with metal dial and brass 
feet. Mahogany finish, retails 
opproximately 


>, ; $ 10.50*, 


@®eeseeeeeee#se?ee#e#@# eeee#eee#ee#eee#eee#ee#ee#eerzte« 
GOTHIC SQUARE 
(464W)—Stotely, MODERN 


new period mantel 
clock, in good taste 
anywhere. Ma- 
hogany finish, re- 
tails approximate- 
ly 

$18.40*. 





(453W) — Trim 
desk model in 
mahogany colored 
case, bird's-eye 
maple veneer 
front. Retails ap- 
proximately 


$7.75*. 


*Prices subject to 20% excise tox. 











i 
Even a Pur-r-r!” Merchandising men are crazy about CSSIOHUS 
them! Ask with order, or write to The Sessions Clock 





(locks 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
The Merchandise Mart, Chicago * The Western Merchandise Mart, San Francisco 
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As an illustration, ring No. 2x2 with 
Oval Ruby, Ruby tri-stones, and Dia- 
mond. Tri-stones set flush with shank 
lend a smooth effect that will surely 
please your clientele. 

Also available in combinations of 
Onyx or Blue Spinel (with or without 
Diamond), Blue Star, Ruby Carbuncle, 
Blue Spinel Carbuncle. 

One of many Star Rings of Style 
and Quality! 





Bsc STIRRING. 


Ladies’ and Meni 10K and 14K Qualily Rings 
887-889 MAIN ST. | BUFFALO 3, NEW YORK 


: * 
a * ~* 
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his is not a’ Big Deal” 


HANDSOME easel display tray in Pink, Blue and Gold, containing 
1 dozen individually boxed pieces of LeStage Quality Baby Jewelry. 


By making it just a 1-dozen unit we leave you free to make your purchases 
small, medium or large. We are not trying to over-sell you. You simply buy 


what your own good merchandising-sense dictates. 
Your wholesaler will gladly work out with you suitable assortments. 


The Quality Range is from 1/20 12KGF to 10K Gold. 


The retail selling prices can range from $3.00 to $9.00 per item. 


LeSTAGE MFG. CO. North Attleboro, Mass. 


New York—9 Maiden Lane Chicago—29 E. Madison St. Monrovia, Calif—110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 
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Qihowat, muy din of 
Bracelet A 


Score another important ‘‘style-first’’ for |.D... 
another outstanding example of original 








' 















thinking and inspired designing! “ 

The new |.D. Bracelet slides o 

over the hand as easily as me 

an expansion bracelet, “a 

yet presents a smooth 

unbroken surface to the eye. : A 

No. 2002 2° 3 , 
- No. 2002 104’ 
wi A Set with Rhinestones 

The finish is endowed with a gleaming radiance = 
oy the HYLAP process. The NANCA crystals SS y 
are unsurpassed for clarity. Truly, * | 
these new Bracelet Watch Cases 
are in the best |.D. tradition | "S 
of precision craftsmanship. f“ ‘ai aN 









WATCH |. D. FOR 
BRACELET WATCH CASE 
DEAS IN 1948. 


No. 2000 90 


f Set weth RAinestor 





Sold to Watch Importers Only 


|. D. WATCH CASE COMPANY, INC. 


137-11 90th AVENUE, JAMAICA, N. Y. 


Cennatare af Watch Caces of Sunerlative Stvle. Reauty and Ouality 





MARVEL JEWELRY MFG. COMPANY, 46 


Please ship the following: 
dz. MARVEL “44” Watch Bracelets @ $54.00 dz. 
[] Hemilten C] Pink [] White 
dz. MARVEL “33” Watch Bracelets @ $54.00 dz. 
[] Hamilton [] Pink [] White 
Include Newspaper Ad Mats 


ee “og 
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CHESTNUT STREET, 


STORE NAME 
STREET 


PROVIDENCE 3, 


OUR WHOLESALER iS: 


(We will ship the erde 


r, your wholesaler will bill it) 










Expansion links . . . basketweave design! 
The two most popular, most saleable, watch 
bracelet ideas are now combined in the new 
MARVEL 44” ... by all odds the greatest 
watch bracelet ever! Don’t delay getting your 
stock. Order from your wholesaler, or use 
the coupon. — 


Resa: 
aes 


The new MARVEL ‘44” 
is packaged in a brand 
new plastic box that is 
a natural for sales. 


Me New [iiX]"33~ Too: 


Companion to the 44” is the NEW “33” ... slim, 
sleek design, but truly masculine in appearance. 
Both the “44” and the “33” are 1/20 12K Gold 
Filled top, with Stainless Steel backs. 


EXPANSION LINKS 


BASKETWEAVE 
DESIGN* 


p- 








eee 


‘Designs Patent Pending 


A definite step forward in 
ratchet construction ... the 
product of years of research 
and development... a ratchet 
that has greater tensile strength 


for longer service and satisfac- 





tion, permits complete adjust- 


ment and can be glided or 





snapped shut for absolute 
safety. Combine this wonder 
ratchet with the exquisite 
styling, perfect craftsmanship 
and streamline beauty of Glen 


bracelet designing and you 
have the sales winners of this 


SEs oes 


and every season. 


Feature Glen-”Glider”* bands 


on the attractive “6-on” display. 


Catalog on request 


+ OPEN WITH THE 
Pend. : , SOLD THROUGH WHOLESALERS ONLY 


*Pot. “GLIDES 


MANUFACTURERS OF WATCH BRACELETS 
¢ : : : Ti | WITH THE GLEN-"GLIDER’’* RATCHET 
182 BROADWAY, NEW YORK 1, N. Y. 


JEWELRY COMPANY. (cor. John St.) 
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Ilagree Schicksnafis eis 


: delicately crafted of 10 and 14 karat gold...in creatively 
; Ol Titel alto Ml olola(-1;) Mn OME (-JaleMolsMMoli mmol Me lol iilsle mm ol—celli ay 
4 Tale MN ol-Vaceldulelsla- Mio oj-tolate 
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; ... Sterling silver filagree 
; . sterling silver with rhinestones 
Mx lTolsvelalo mel (el tol MlaMele)(cMelalom olichilaleis 


We announce with pleasure that increased productidn 
permits us to open new accounts. All inquiries will be 
CHM llual-YeltolicMehit-lalilolar 


MRR. M. BLAKE MR. HUBERT A. WOOD MR. J. C. BELSHAW 


Harry C ‘ 


MR. T. J. TRACY 


ate Inc. 








105 CHESTNUT S$ST., 


NEWARK 


MR. THOMAS G. BOWKER 


— ~ .- 


5, 


N. 


.ferfeti 


J. 
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e The Finest Children’s Jewelry Made 

oe A “Sweetheart” of a Package 

e The Record-Breaking “Kiddie Krafter” 
Display Unit 

e Consistent National Advertising to 


Over 65,000,000 Customers. 














EXPECT BIG THINGS 


FROM NEET IN 1948! 








(You won't be disappointed! ) 


NEET master craftsmen are doing amazing things with 
fine leathers — things that add up to the biggest watch 
strap surprises in many years. When you see them, you'll 
just begin to appreciate what the surprises mean to you— 
ARISTOCRAT OF sales- and profit-wise. Before making any watch strap 


WATCH STRAPS 


commitments, wait and see what NEET has in store for you. 


CONSULT YOUR WHOLESALER 
LASKO STRAP COMPANY e- 200 HUDSON STREET, NEW YORK 13, N. Y. 


FOR JANUARY, 1948 





| NATIONALLY 


Ys | 











AE, SANTEE 


/ 


“IN RHYME WITH TIME’ 


KthE STON % 


é tBeg. 


Each of these strikingly 
beautiful watches for ladies 
contains a fine KINGSTON 
movement fully guaranteed 
to give long-lasting, depend- 

able service. : 


« BOING ST ONG 


Send for our 4-color catalog illustrating 140 more beautiful watches. 


7600M. Natural 10K 
r.g.p. Steel back. Link 
bracelet. 7 jewels. $27.50 


7608B. Natural 10K r.g.p. 
Steel back. 1/20 12K snake 
bracelet. Domed crystal. 
7 jewels. $29.75 


7608R. Natural 10K r.g.p. 
Steel back. Domed crystal. 
17 jewels. $33.50 


7609. Natural 10K r.g.p. 
Steel back. Domed crystal. 
17 jewels. $33.50 
9305. 14K gold case.* 
1/20 12K snake bracelet. 
Domed crystal. 17 jewels. 

$49.50 
9374.14K gold.* * Domed 
crystal. 17 jewels. $49.50 


9382. 14K gold.** 2 dia- 
monds. Domed crystal. 17 
jewels. $65.00 
9384. 14K gold.** 4 dia- 
monds. Domed crystal. 17 
jewels. $100.00 
9392. Natural 14K gold. 
Domed crystal. 17 jewels. 


$52.50 


*available in natural or pink gold. 
* *available in natural, pink or white gold. 


9667A. 14K gold.** 
Domed crystal. 17 jewels. 


$55.00 


9684. 14K gold case.** 
1/20 12K snake bracelet. 
Domed crystal. 17 jewels. 


$65.00 


9843. 14K gold.** 4 dia- 
monds. Domed crystal. 17 


jewels. $150.00 


SMES? SNSEGSPON ES VRS, ON OR IC, 


Above quotations are suggested retail prices. Write in for our confidential price list. 


LOS ANGELES 
315 W. Sch ST. 


a's a’ am 40) 6 8 
48 W. 48th ST. 
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Send fx 


F7807. Natural 10K gold 

filled. Gold filled expan- 

sion bracelet. 17 jewels. 
$47.50 


7810. Natural 10K rolled 
gold plate. Leather. strap. 
17 jewels. $39.75 


7817. Natural 10K r.g.p. 

Steel back. Domed crystal. 

Leather strap. 17 jewels. 
$34.75 
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WITH TIME” 





Handsome is as KINGSTON 


does. These 


KINGSTON 


Watches for men are univer- 
sally esteemed for their fine 
design and dependable per- 


» formance... 


every timepiece %® 
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78174. Natural 10K r.g.p. 
Steel back. Rock crystal. 
Leather strap. 17 jewels. 
$34.75 
7817B. Natural 10K r.g.p. 
Steel back. Rock crystal. 
Leather strap. 17 jewels. 
$34.75 
F7823. Natural 10K gold 
filled. Rhinestone dial. 
Gold filled expansion 
bracelet. 17 jewels. $57.50 


79.11. Natural 10K r.g.p. 
Steel back. Leather strap. 
7 jewels. $24.75 


7914. Natural 10K r.g.p. 
Steel back. Leather strap. 
17 jewels. $29.75 


9160. Natural 14K gold. 
Domed crystal. Tufted 
leather strap. 17 jewels. 


$65.00 


acy Kineston a 





9163. Natural 14K gold. 
18K gold markers on dial. 
Domed crystal. Alligator 
strap. 17 jewels. $100.00 


91505. Natural 14K gold. 
4 diamond and 8 18K gold 
markers on dial. Alligator 
strap. 17 jewels. $210.00 


91574, Natural 14K gold. 
Domed crystal. Leather 
strap. 17 jewels. $65.00 


Above quotations are suggested retail prices. Write in for our confidential price list. 


LOS ANGELES 
315 W. seth ST. 


NEW YORK 
48 W. 48th ST. 
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and 9 ligne sweep or regu- 
Heavy flat top crystal. 
Iso available as cord or 
sasket weave bracelet model. 
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COMBINATION BROOCH 
AND NECKLACE 


Can be used as individual 
brooch or neckpiece. 
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GENUME 
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1ENTAL COLO 
JADE ts = 
TIGEREYE | eae 
AMETHYST | .... 
CORNELIAN 
ROSEQUARTZ .. 
RUSSIAN LAPIS 
CALCEDONG 
TURINE Manufacturers of better gold and gold filled jewelry. 
AND OTHERS - 







lilustrated 35 M/M 





eg Rs eae 
Se nn 


1/20 12 karat gold-filled bracelets, chokers, 
pendants, watch bracelets, chatelaines and 


SIZES: : ; 
earrings, complete sets or single pieces. 


25 M/M 30 M/M 
35 M/M 40 M/M Distributed through the better jobbers. 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 


Lou Weitzman Charles J. Mundhenk L. Meerson 
21 Maiden Lane 29 E. Madison St. 1047 Flood Bldg. 
N.Y. C. Chicago, Illinois San Francisco, Cal. 
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Sueftreme among 


bib necklaces is the new “Her 
Majesty” line of 5-6-7-8 strands 


of lustrous simulated pearls, 


perfectly matched and graduated. 

The breath-taking beauty of each 
nécklace is dramatized by the 

flashing brilliance of a rhinestone 

clasp ...its gleaming radiance enhanced 
by exquisite packaging in 


a luxurious velvet box. 


Retailers: 


Ask about the fast-selling NATIONALLY ADVERTISED Ask Your Wholesaler for our 


“Nympha” line. Single, double and “Lady Alice” is on the air, over 468 New Display Bust 
triple strands. Sterling clasps. radio stations from coast to coast. 
FREE OF CHARGE 


De Luxe jewel case packaging. spel le 
Lady Alice Bib Necklaces 


Write to Your Wholesaler for Price Lists 
Mice Foals 
Reg. U.S. Pat. Off. 
55 West 47th St., New York 19, N. Y. 


CHICAGO ¢ LOS ANGELES * TORONTO *© HAVANA 
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And like all gracious ladies, she’s 

Cyiemeoy an oler-Welataed M-(erel-\-10) 9 (<n 

quick to exclaim over gifts with the jeweler's 
touch! That’s why Superb heart compacts 


are so well suited for May 9th Mother’s Day 





promotions .. . combining perfection 


_ ot design with charming sentiment. 






CIGARS! TE CASES 
COMPACTS 











THE NO. 1 GOLD FILLED JEWELRY 


WILL AGAIN BE AD 
WITH BIG HALF PAG 





WILL, IN 1948, MORE THAN 
““AMERICA’S FINEST GOLD FILLED 


cor FREE LUCITE 
\ 1 
ww fF 


VAN DELL CORPORATION © thru wholesalers © PROVIDENCE 3 © RHODE ISLAND 
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: Many of the world’s finest 


watches are encased in styles 
by Lemieux...A name 
synonymous with incomparable 


design and craftsmanship. 





a v3 


cslens from coast to 
coast have found prelimi- 
nary tests true ... that the 
Lord H&rwood has only to 


be seen to be sold! 


In the few short months 
since this nationally adver- 
tised, completely new and 
ingenious watchband was 
_ introduced, it has sained une 
precedented acceptance. 
Prove this to your own satis- 


faction — and profit! Write! 


HARWOOD MFG. CO. 
Division: W & H Jewelry Co. 


Providence, R. L. 





\ 


PEER OF FINE WATCHBANDS 


A new concept in watchbands, 

the Lord Harwood is truly ingenious in design .... 
faultless in action. It is completely comfortable 

to wear, aristocratic in appearance, 

an expansion band that is a real “jeweler’s 

piece’. Yellow, White or Pink, 


to match your watch. 


22% 
Fates ne 


LADY HARWOOD 
., & slim, beautiful 
expansion watch 


bracelet, in matching 


design. 


IT EXPANDS ... smoothly, gently, 


to give perfect fit... 


retains its 


good looks even at fullest expansion 


Pissart P erudimg 


RWOCD MFG. CO., Division: W. & H. Jewelry Co., Providence, R. I. 





















on behalf of our! 
Wholesale Distributors 4 
we thank you 























We thank you for 
your confidence in 
stocking and offering 
Normandie Watches to 
your valued customers. 


Your “Normandie” Wholesale 
Distributor appreciates your co- 
operation and looks forward to be 
of even greater service to you in 1948. 


As producers of Normandie Watches, we 
assure you that the high standards of quality 
will be strictly maintained. 


Jewelers who haven't as yet seen the Normandie 
Watch line, may write for our illustrated booklet and 
the name of nearest distributor. 





) DISTRIBUTED THRU SELECTED WHOLESALE JEWELERS 


) NORMANDIE WATCH COMPANY 
71 Nassau Street, New York 7, N. Y. 
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ers to return Campus jewelry direct,to factory for repair, with 
small ve for handling and postage.. 
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“LONVILLE EXTRA” CALIPER 
ANS EXTRA IDENTIFICATION NUMBER, 
SECIFICATIONS Ya FOR ORDERING PARTS LANGENDORF WATCH Co. 








See 


Rn ns 
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W hat s the difference ? coe _ OnvVt Le 
WATCHES 


Through Your Wholesaler 





Here are two enlarged photographs of 5-ligne movements. Basically 


there does not seem to be a great deal of difference between them. 


Both have 17 jewels. 
But one is a Lonville! 


The other is an assembly of unidentifiable parts made in various 
factories (contracts farmed out to parts makers) and whatever name 


it bears is that of the assembler or importer. 


What a contrast with the Lonville! Here the entire mechanism is 
made under one roof in a factory started in 1873. (Repair parts are 
always available.) From the original metal, every step of every process 
is guarded zealously for the rigid Lonville quality. Responsibility 
watches over each part to the finished watch. Therefore, when Lonville 
talks about “reliability and consistency” they are more than empty 
words. Flowery exaggerations have no part in Lonville advertising or 


selling. The truth is enough! 
And this is the fact: We know of no better watches in their price class. 


Do not buy watches by dimensions only. Trust the maker who has 


proved the value of his products in every civilized country of the world 





—and for generations. 


Sa Rasa ms A R R y RC) |) M A N INC. 222s y 


580 FIFTH AVE. Sole U.S. Agent NEW YORK 19,N. Y. 
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... WORTHY OF THEIR HIGH PURPOSE 
IN THE RELIGIOUS LIFE OF 
AMERICA’S 26,000,000 CATHOLICS ..., 


DI ROMA ROSARIES, beautifully rendered in correct rubrical 
form, are fashioned by master craftsmen from the finest materials 
available. 


IMPORTED CZECHOSLOVAKIAN CRYSTALS* . .. Fine 
Simulated Pearls ... Polished, Fluted, and Filigree Metal Beads 
in a variety of shapes are artistically combined with Precious and 
other metals to produce masterpieces of perfection. 


DI ROMA ROSARIES give you complete coverage of an ex- 
tremely receptive, predetermined market from the standpoint of 
quality, price, and customer preference. In addition to the variety 
of designs offered, the range of qualities include 10 and 14 Karat 
Solid Gold, Sterling Silver, 1/20-12 Karat Gold Filled, 1/20th 
Palladium Filled, and Base Metal. 


WRITE FOR THE DI ROMA CATALOG ... It is beautifully 
illustrated ... carries Keystone prices so that you may readily 
present it to customers for their selection of unstocked items... 
gives you a convenient handbook from which to order and main- 
tain a well-rounded stock. 


LENT AND EASTER ARE COMING .. . BE READY! 


*SIMULATED 
NEW YORK SALES OFFICE 


152 MADISON AVE., NEW YORK 16, N. Y. 





ROSARIES * PRAYER BOOKS + RELIGIOUS MEDALS 


YE 2 | 

Eh I 

DORRANCE STREET 
vemesmuilae 3, RHODE ISLAND 
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A, THE START of our 
80th year we greet 
you once more with 
our very best wishes 
for the coming year 
and our sincere thanks 
for your patronage. 


AS ADVERTISED IN... 


1 
RADIO TIME SIGNALS Tr 


OUT GS 


Product of 


llendortf Watch Go INC., 20 W 47th STREET, 


TIME 


OF FINE 


OAL: 


Fine Watches 


FOR 


iN 






LIFETIME 


WATCHMAKING 


HIGH AS 


Since 1868 











NEW YORK, N_-Y. 


















every 
watchmaker 
and 


jeweler 


110 WMR 
WITH RATCHET 


NEEDS (Cz aemele 


a ) , 110 WMRL 
this s.. WITH RATCHET AND LOCKNUT 
 ™ $12.00 


STAND ILLUSTRATED 


fine ~ > £4.00 


FINE LEATHER CASE FOR THIS 
MICROMETER AVAILABLE *2].25 


micrometer! 





1907 - 1947 
FOR NEARLY A 
HALF CENTURY 


IN FINE 


MICROMETERS 








a Micrometer espe- 
cially designed for the 
Watchmaking and Jewelry 
Trade @ This fine measuring in- 
strument has anvil and spindle with a diameter of 
3/32" for a length of 3/8” and is further cut away 
from the faces to 1/16’ diameter @ This design 
allows close and accurate measurement of small, 
delicate parts @ Graduations are in Metric @ The 
anvil and spindle are made of the finest grade of SEVEN Val FEATURES 
tool steel with faces lapped square @ Available for _ CERTIFIED ACCURATE MEASUREMENT 
immediate delivery with a specially designed stand . SUPER-SENSITIVE VELVET TOUCH 
which holds the tool rigidly and permits the use of - EXTRA STURDY CONSTRUCTION AND MAXIMUM 
both hands while measuring small pieces @ This tool _ FINEST FORGED STEEL FRAMES OF BALANCED 
is guaranteed to give the same _ super-sensitive DESIGN 
accuracy provided by all Central Certified Ac- on vines — 
curacy Micrometers. . EASY READING GRADUATIONS 


Seem) THE CENTRAL TOOL COMPANY 


LRANSTON 10. RHODE ISLAND 
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Phinney Walber 


qgmerican-made clock cigarette box 








TO RETAIL AT 


$G% 


PLUS 
TAX 


on the West Coast . 
$10.25 plustax ff | 





Compartments sized to hold two decks of playing 


cards or both ‘“‘king"’ size and standard length cigarettes 


a Brown and Maroon Simulated Leather with 


gold finish metal trim. 


by 
® — Gilt Dial and Hands. Phinney Walker 0, 


ie] 


® Size: 6" x 4%" x 1%" Clock Makers Since 1915 
30 IRVING PLACE, N. Y. 3, N. Y. 


~ neta taten tapas 


2 Precision Lux Movement— assembled, 


Tt eat-Ye MW alalaMeltieldslsii.t-temal a aallslalah adel ce TAURI OL, Mel my 1 (@ WG cele Guat mm INC. 


WAICH CASES 


A quarter century devoted to the principle: 


“Chere is no substitute for Craftsmanship” 


ACME WATCH CASE COMPANY 
2/0 Lafayette Street, New York 12, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE 





Proud Craftsmanship 


‘‘Kestenmade”’ on any watch band is your 
assurance of superior beauty, durability 


and unexcelled craftsmanship 


KESTENMAN Bros. ) ~——“-150 CHESTNUT ST., PROVIDENCE 3, R. I. 
Vc Oe — KESTENMADE PEERLESS SENTINEL 
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superbly fashioned ladies’ 
ONYX RINGS with | 
 sparkli ng 3-diamond crescents 


Once again Remembrance ingenuity in the creation 
< : of fine quality rings, arms you with a plus 
; - that makes selling easy. This time, the plus i is 

- an artfully designed crescent that aparnres , 
: 7 with three diamonds ona background of 
! . fi ine, highly polished, American-cut onvx, 

: Already i in great demand, these smart 

‘rings bid fair to make Christmas , 


: cash aes a prof tably! 











oe, Qoytoml7UWNtle RING COMPANY, Inc. 


1 WEST 47TH STREET, NEW YORK 19, N. Y. 


“Reg. U.S. Pat. Off. © | 
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FIEILGIER | 
RINGS | 


SINCE 1880 
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lLiadies’ Fine 14K Rings, set with | 


Precious and Semi-Precious Stones, 
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ornamented with Diamonds, Star 
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Sapphires, Star Rubies, Catseyes, 
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Oriental Sapphires, Rubies, Emer- 
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Topaz-Quartz, Amethyst. Garnet. 
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IFFFD 


Reg. Trade Mark 


IF. & IF. IFIEILGIEIR, INC. 


Manufacturing Jewelers 
480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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While all of us... mage : 
retail jeweler alike ...@ 
best sales efforts on the ’ 


we think it is a mistake ‘or 


i er, distributor and 
my concentrate our 
fanable wristwatch, 


f us to underesti- 












mate the market for fine, e . pocket watches. 





Statistics show that day in and@ ut, companies 





h in prefer- 
’ gifts to 
On 


an anniversary marking long service. For some 


- pocket 
: , 


ence to all other types of watere 


large and small choose as 





honor a fellow employee ail 


outstanding contribution to his firm’s success. 


And it is not surprising that these important men 
choose, often insist on, an Omega Watch. Since 
the beginning of its career almost 100 years ago, 
the makers of Omega have specialized in beauti- 
ful precision pocket watches. If you want your 
share of this profitable prestige business, you 
want your share of Omega Pocket Watches. 


OMEGA 


NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, N. Y. 
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Diamond jewelry of 
distinction in watches 


bracelets and attachments 


of exquisite design and perfection... rings of 


originality and persuasive loveliness. 


| SS Clapiantd EAST 52nd St., N.Y. 22 
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RY decades of Reliability and Integrity 











1. 
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BY decades of Master Craftsmanship 





This assures: 
Uniformly Excellent Quality 


Confidence on the Part of Both Jeweler and Consumer 
Prompt and Efficient Service for Your Individual Needs 
Standard Pricing 


Increased Prestige for you 





2 Pei-.. 
4at=iy 





Complete manufacturing 
from start to finish, all 
done in one huge modern 
plant! 
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DIAMOND 
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has a 


BASIC STOCK (Active Inventory) PLAN 


for every size jeweler. 
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Backed with a Merchandising Program of: 


e Extensive National Advertising ¢ Technicolor Movie Playlets 

e Complete Selection of Eye-Catching e Unique Bridal Service 
Window and Counter Displays e Complete Mat Service 

e Radio Transcriptions ¢ Local and National Contests 

e 4-Color Car Cards Write for Details 


| ne 


MMi’ Tings... Forever 


A Division of Axel Bros., Ine. - A 49th Avenue, Long Island City, N. Y. 
91 
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YOU’RE LOOKING AT THE ORIGINAL 


HODI- GEM 
RINGS 


Imitation is the sincerest form of flattery 
—but only the original Rhodi-Gem 

rings offer you uniformly superior crafts- 
manship and styling. For your 

own protection insist on the original 
Rhodi-Gem Rings. 





PLS 





Bd 






f : “THOSE RINGS w 
OF FLASHING ee d r 
BEAUTY THAT he 

geves DULLS... 
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ro GOODMAN &®& COMPANY 
’ MAKERS OF FINE JEWELRY SINCE 1903 
42 WASHINGTON ST., INDIANAPOLIS 4, IND. 
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Chank You! 
We Did Nicely Jn 1947! 


We did not sell every Jeweler in America 
but we did have a right smart increase of 

accounts among those PARTICULAR 

Jewelers who want a GOOD WATCH that is 

NOT available everywhere. 

Not that we would not like to sell every 
Jeweler, but the folks in Switzerland do not go 
in for volume production in a “big way.” They _ 

seem to show an indifference to “putting-in a 
LITTLE time on a lot of watches.” They are 
inclined toward “putting-in a little MORE 
time on fewer watches.” 
Shipments to us therefore are not unlimited! 
In consequence, we must confine DOXA to 
those Jewelers who want a GOOD WATCH 
that is not available everywhere that 
watches are offered for sale. 











We invite inquiries from discriminating Jewelers. 


Dova Watch Agency, 580 Fifth Avenue, 
’ New York 19, New York 
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FIFTIETH ANNIVERSARY 





Months of Planning, Analyzing and Effort GIVE HOMIS 
FRANCHISED DEALERS Stunning New Models, Striking New Styling 
With New Post-War Workmanship and Exquisite Precision Detailing. 


And -THIS AMAZING INNOVATION 


——— \\ “THE HOMIS 
‘ gut PY / 8 SELLING TOOL” 
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mY _ "™ Developed to be ready for our: Fiftieth 
- Anniversary selling event. And now 
acclaimed by dealers as the fastest sell- 
ing and most efficient merchandising 


, } ‘\ idea in 23 years! Tested for different 

a A \Y ' : type stores and locations—it speeded 

, up sales 49%! It increased the aver- 
age unit sale 37%! 


— 


Ree 


Vw 


It stops them! It sells them! It creates the emotional buying 
impulse! It answers logical detailed questions about what 
makes a fine watch fine—and desirable. It helps—amaz- 
ingly —to make more money for you and your sales people! 


We will gladly send you without cost or obligation full Deke chads hes © ahunin eb Gee 208 cates 
information regarding this new tested compelling possibilities of ‘‘The Homis Selling 

: Tool." It takes your customer inside a fine watch. 

sales method. Please write: It is as easily understood—and as fast—as a 

, ‘ —— . motion picture! Put ‘The Homis Selling Tool"’ ¢ 
Homis Dealer Service Division * Homis Watch Company i iomiee~—~Wiam. oT 





315 WEST FIFTH STREET * LOS ANGELES 13 
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Your AYP.) |) UII PE Line FoR i948 


let your wholesale distributor 





be your guide... 


to the stand-out line of colored stone 

rings that will be your stand-by 

for sales and profits in 1948. 

Ask him to show you the new ACME originals. 





ACME RING MFG. CO., INC. 


OF NEWARK, N. J. 


Manufacturers of 10 and 14 Karat Gold Rings 
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SPECIALTY 


When the Eye 


Sees Beauty, 


the Heart Knows 


Desire 


> 
*en,, " 
’ el e 


sees 
"6Sti se; 


says “Custom Quality” in an Elegant, Eloquent Way 


Creation of the aura of fineness is aided by custom packaging. For a 

product's deep-seated inner quality is often reflected by that which is visible. 

... Many years’ production of Waltham’s watchmaking genius 

has found its way to the show windows of America’s fine jewelers, and 

into the hearts and lives of people everywhere “Packaged by 

Farrington”... Other fine products, too, such as jewels, surgical instruments. 

precision gauges, pens and pencils are carried, displayed and protected 

by Farrington Packaging that’s conceived, designed, engineered and constructed 

to do special jobs . . . This is a type of distinctive showmanship that can 

help boost desire for your product... Let us confer soon on your current 

and anticipated packaging problems. 

FARRINGTON MANUFACTURING COMPANY 

General Offices: 76-J) Atherton St., Boston 30, Mass., Canadian Plant: Farrington Mfg. Co., Ltd., 1191 Bathurst St., Toronto 4 


BOXES DISPLAY TRAYS METAL SPECIALTIES CHARGA-PLATE SERVICE 
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RADIO 
PRESENTATIONS 


Velva featured in 67 
monthly broadcasts on 
over 329 Myetitoite 











Jewel Case made f : 
amous by 

Connume! demand. Smashiall 

different promotional packa 


COUNTER 
DISPLAYS 


Free dealer dispiays 
Rich satin to Glor fy 
Velva Pearls. 





uasludehes 


for a happy, prosperous 





@ In 1948, as always, Louis will 


offer moderately priced watches, with strong “f 
customer appeal. A large national advertising 


campaign and dealer displays and mats will 


make your selling easier. 


980 FIFTH AVENUE + NEW YORK 19, N.Y. 
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The Theatre Guild 
Musical yi, 
“Carousel 
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JMS JEWELRY MFG. CO. 


: 256 Liberty Street 
Bloomfield, N. J. 
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START RIGHT 


WITH 


MAKEPEACE QUALITY 


GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 
FROM WHICH WE MAKE 
FANCY WIRE AND TUBING BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 


GOLD AND SILVER SOLDERS - 


a 
Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 
MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 


NEW YORK OFFICE, 30 CHURCH STREET fo 
CHICAGO OFFICE, 55 EAST WASHINGTON STREET 4% 
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K39 


Available in platinum and _ palladium, 
either mounted with’ diamonds or un- 
mounted, drilled ready for setting. Also 
can be had in yellow gold, plain. 


EASTERN STAR EMBLEM 


K 55P_ Available only in yellow gol 
enamelled emblem. 


359P. Available only in yellow gold, 
mounted with synthetic rubies, blue or 


KNIGHTS OF COLUMBUS 


K 58 Yellow gold, diamond set, un- oe 
mounted, or plain. Enamelled emblem. OF PYT HI A S 4 


LU) ODD FELLOW K 56 Yellow gold, diamond set, un- 
K 57 Yellow gold. Enamelled emblem. mounted, or plain. Enamelled emblem. 


















No matter what your fraternal order, no Established Over A Quarter Century 


matter what your style inclination, there is 

an LB emblem that will meet with all price HERS 
requirements. And the fact that it is an LB- BRO 

made article is your assurance of high ‘ 


quality at lowest possible prices. OF quai\t* 
MANUFACTURERS AND QRIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
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as worn by 


BRENDA JOYCE 


actehitlastommia 
“SHAGGY” 
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JUUSTERN presents 
Spring Creations inspired 
by Paramount Pictures’ 


Technicolor production, 





Z ) 
iC // 
me GY, fever Mh 
starring Bing Crosby 
and Joan Fontaine 
* 

































ouis ern company 


Through your wholesaler 


PROVIDENCE * NEW YORKe PHILADELPHIA * CHICAGO 
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pie each of 5 other powerful sromoten one 
gece up axided a devurooce of profits, investigate 
ranchises still available. 
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PATENTED DIAL FOR RHINESTONES 
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The reproductions above are under U. S. Letters Patent No. 2,427,961, issued Sep- 
tember 23, 1947. Our rhinestone dials are manufactured under those U. S. Letters 
Patent. Noone else may make, sell or use rhinestone dials with the flanged edge for 


precision fitting with the case and movement, without infringing that patent. The use 





of dials, obtained from anyone other than our company, in the assembly of watches, 
and the sale of those watches with such dials, may subject you to suit for injunction 


and liability for damages arising from the infringement. 


SWISS WATCH DIAL COMPANY, Inc. 


94 Fulton Street | New York 7, N. Y. 
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HARRY & BEN FRACKMAN 


I N C O R P O R A T CE OD 
20 WEST 47TH STREET 
NEW YORK 19, N.Y. 


DALLAS MIAMI BEACH 
Emil F. Burger Julian E. Newbauer 
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Your ‘Steady Date’ for ’48! 


THE FAMOUS LINE OF 


Laaby Snooks’ JEWELRY 


O05 000000. COOH A OO OAR 
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HERE’S your profit pic- 
ture for 1948 — the big 
Baby Snooks line, ready to 





pga 
ys? 
girls on birthdays, Valentine’s Day, 


Easter, graduation, and other gift 


please millions of little 








occasions. ee 
e 


Quality and craftsmanship 


throughout! Hand engraving on all 





engraved designs — many lovely 2 


and 3-tone effects — handsome finish 
in 1/20 14K Gold Filled. A wide range 


of styles to sell singly or in sets. 





Birthstone’ Jewelry, too —a dif- 
ferent high-quality synthetic stone 
for each month. It’s the line with per- 


sonalized sales appeal all year round! 








Popularly Priced 7 il 

















ORDER NOW THROUGH YOUR JOBBER! 





LEVY-ANDERSON COMPANY 


45 Baker Street Providence, Rhode Island 
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L. LU RIA & SON, inc, 
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CLOCKS AND WATCHES 






As Ingraham Distributors for fifty years, we 
are happy to feature their fine new nation- 
ally advertised Sentinel Line of handwound 
and electric clocks and wrist and pocket 
watches. We ask our customers to remember 
that the demand still far exceeds the supply, 
so our deliveries are dependent upon the 
factory’s deliveries to us. 






AUTOCRAT: PW-12. Chromium 
plated Sentinel Pocket Watch 
with outside black enamel nu- 
meral dial. Retail $2.50. 


DEALER COST (1 to 23) .. .$1.63 
(Case Lots of 24) .. .$1.56 


WAYFARER: PW-191. Chromium 


plated watch in genuine leather 
travel case. Retail $4.95. 


DEALER COST (1 to 23) . . .$3.22 
(Case Lots of 24) .. .$3.09 








LYRIC: SA-14. Graceful Sentinel miniature self- 
starting Electric Alarm with 1-2-3 alarm. Metal 
case, silver plated with Butler finish, 41/4” 


SULTAN: 30H-MO-11. Sentinel l-day Alarm. 
Single wind for both alarm and time, watch- 
type escapement, pleasant bell alarm. Metal 


ARLINGTON: SD-136. The advanced design Senti- 
nel wood-case electric self-starting Desk or 
Table Clock. Beautifully grained walnut, 6” 





high. Retail $12.50. 


DEALER COST (1 to 5).. .$7.81 
(Case Lots of 6) .. . $7.50 


high. Retail $4.95. 


DEALER COST (1 to 5). . .$3.22 
(Case Lots of 6) .. .$3.09 


case, durable baked enamel finish, nickel 
trim. Retail $3.25. 
DEALER COST (1 to 23)...$2.11 
(Case Lots of 24)... .$2.03 


MURAL: SK-135. Modern design 
self-starting electric Kitchen 
Clock. Metal case, durable baked 
enamel finish, 52” white dial, 
convex glass, convenient bottom 

set. White only. Retail $4.95. 
DEALER COST (1 to 5) .. .$3.22 
(Case Lots of 6). . .$3.09 
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CAMEO: WW-123. A truly beautiful Sen- 
tine] Wrist Watch. Case 10 kt. rolled 
gold, stainless steel back. Raised gilt 
numeral dial. Pigskin strap. Clear view 
crystal. Retail $7.95. 
DEALER COST (1 to 23). . .$4.97 
(Case Lots of 24) .. .$4.77 





ARTCRAFT: $D-138. Self-starting Occa- 
sional Electric Clock. Wood case, fine 
grained walnut finish, gold plated 
feet. Silver plated metal dial and gold 
plated hands, 5!/” high. Retail $9.95. 
DEALER COST (1 to 5). . .$6.22 

(Case Lots of 6). . .$5.97 





Prices Exclusive of Taxes, and Subject to Change. 


FOR riy Yours 


rh GORAHRAM WHOLESALERS 





L. LURIA & SON, Inc. 


THE SILVER HOUSE 


219 Volunteer Building 
Atlanta 3, Ga. 


400 S. W. Second Avenue 


160 Fifth Avenue 
Miami 36, Florida 


New York 10, N.Y. 
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THEVZY VAIGLON FOR MEN 


Here’s the newly-styled watch bracelet that justifies your 
confidence in L’Aiglon dependability. Leading its field in 
style, quality of materials and efficient design this new 
L’Aiglon bracelet is just what your customers want and 
expect. 


tn 1/20 - 12 K Gold Filled in yellow or pink gold with stain- 
less steel back . . . also stainless steel front and back. The 
links are newly styled, fittings scientifically designed, and 
the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE ISLAND 





REPRESENTATIVES IN NEW YORK * CHICAGO * LOS ANGELES 


108 THE JEWELERS’ CIRCULAR-KEYSTONE 











(IAOISON Z lies CNHIERASO ZB ILLINOIS 








Just off the presses, the new 24-page Bliss , 
Ring catalogue is a book you’ll want to keep of wonder f ul new wedding 


at your fingertips for constant reference. Con- ° 
taining full information on prices and styles, #Mg9S-- Send for your copy TODAY. 


the catalogue is designed to help you build 





more sales. Keep it on your counter where cus- 

tomers may leaf through it. The pictures, the R FE p he E S E N TAT i V E S 
descriptions of wedding and engagement rings 

for the traditionally old-fashioned or fashion- WA N T E D 

ably modern bride or bride-to-be will act as A few choice territories now open for 
your silent salesmen. Moreover, the Bliss Hing representatives on a side line basis. 


register will prove invaluable in selecting your 
stock and for rebuilding your inventories. Write complete information and ter- 
ritory covered in first letter. 

BLISS RING COMPANY, INC. 


29 East Madison Street + Chicago 2, Illinois 
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Ring-Around America! 


From Providence, R. I. to Portland, Oregon — from 
Canada to the Gulf — and beyond — buyers know the 
U-arrow trade-mark. They instantly recognize it as the 
symbol of quality of ““America’s Largest Ring House”’. 


For over 34 years, Uncas has proved that large output 
and unfailing craftsmanship can go hand in hand... 
that a wide variety of items can be produced up to a 
single standard of satisfaction. Whenever you buy rings, 
costume jewelry, novelties, and plastics, look for the 


U-arrow. It’s your assurance of quality in quantity! 


1/20—12K. Gold Filled 
Sterling Silver 


THROUGH YOUR WHOLESALER ONLY 


UNCAS 


MANUFACTURING CO. 
/ 623-631 Atwells Avenue, Providence, R. I. 


Established 1913 
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SEE YOUR JOBBE 
OR WHOLESALE 


Nanasi Ca. 
incorporated 
6219 MADISON STREET 
| _ West New York, 


_ New Jersey 
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DISTINCTIVE 


in appearance 


ca 


Dainty in style and 
design. 7 ruby 
jewe yortoy oar | 


chrome steel-bac 
case, unbreakable 


yeiet. Sone in per fi ormance 


in pr’ 
Amon om 


oe These are the famous ORIS Timepieces sold 
andsome, serv- 


iceable and de- and serviced in practically every country in 
pendable. 7 ruby + e @ 
the world. High-styled, precision made and 


iewel movement 


sing aH priced to sell on sight. Every way you figure 


dott ME lal sla tel fel o] 1 
wie it, ORIS spells PROFITS! 
$12.95* 


DIRECT CONSUMER GUARANTEE 
WITH EVERY ORIS TIMEPIECE 


ORIS 7-point Craftsmanship 


@ 7 ruby jewels for all principal bearings. 

@ All parts interchangeable. 

@ Separate mainspring balance and lever bridges. 
@ Pin pallet lever precision movement. 

@ Mainspring power for 40 hours running. 

@ Automatic mainspring over tension guard. 

@® Unbreakable non-discoloring crystals. 


Exceptionally thin. 
7 ruby jewels, 
chrome steel-back, 
Walelate) 4elel| Maaae 
tal. Suggested re- 
tail price $13.95 


Also available in rolled gold. 


Traveling Alarm Clock in fine genuine leather 
case. Assorted colors. 7 jewel movement in 


role] be-\on am del) mele) -i:14-3 dust-protected chromium case. Radium figures 
and hands, unbreckable crystal. Automatic 


Ask for free colorful illustrated literature. Pilea: Mm etthitel ie 


L. HARRIS COMPANY, INC. + U.S. DISTRIBUTORS - 665 FIFTH AVE. - NEW YORK 22, N.Y. 
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She Ohiginal 
DINHOFER 
BROS. INC. 


tnuites you to insfect tis 
MODERNIZED PLANT 


prepared to care for our 
increasing volume in 
the manufacture of 


WATCHES 
RINGS - BRACELETS 


HARRY DINHOFER 


President 


ietetergnnnetelaidiehennase-aumeamaenioen 


DINHOFER BROS. i. Fu cor'<- 


150 LAFAYETTE ST., NEW YORK e si 
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THE CLARA 


Crisp, tailored lines. 
Yellow. 17-jewel 
Robot movement. 


It will be ‘‘love at first sight’’ TO RETAIL AT 967 50 
: FEDERAL TAX INCLUDED 
between your customers and Robot's 


“Embrace Me’... fastest selling 

at-hvamlet-te Mls elol{-s wm oldela-1(-1 me celiaal tS 
ifomisl-tiat tiie lammeolisilsaih a= 

Sadllatemelslem-y cel it thi -magehittiutelarialls 

ss amolefel-teMisl-m old-taltie)amilil-o ¢-1-7 el lare 
of the famous Robot | 7-jewel 

movement. Priced for volume sales at 


a generous profit for you. 


FULLY GUARANTEED FOR ONE YEAR 5 THE CLEOPATRA 


Rhodium finish. 
Order Today for Immediate Delivery. y. . Sestced os Ril 
| : set imported Rhine- 
stones. 17-jewel 
Robot movement. 


TO RETAIL AT 967 50 
FEDERAL TAX INCLUDED 


_ (Robot WATCH CO. INC. 


importers and Manufacturers of Wafches and Chronographs 


580 FIFTH AVENUE * NEW YORK 19, N.Y. 


“TRADE MARK 
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All hand-set, genuine French Marcasites. 


Sterling silver mountings 


rhodium finished. 


oa 

mn y hire at 

x, “teu, * 
a 


We carry a Complete Line 


of Marcasite Jewelry: 


Bracelets, Broaches, Rings, 


Monogram Tie Holders. 


Write for Price List 


LE 


WHOLESALE JEWELERS * 80 NASSAU ST. © NEW YORK 7, N. Y. 
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the new stitchless 


WATCH STRAP 
1 T won't split - I ETS 
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*WELDO Straps by Cowen are just 
Wd afol Min fal-Mate ofol fo) Mie) deol-1a-to ME fel mm iliil-s 


\ a 


like these. They'll outsell all comers 


a¢ 
= 
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because theyre built for comfort 
Tate Ma KedatoMVZ-\olml CLOMTitCoullile mcomael t= 
open on WELDO). Smartly styled in 
Pigskin and Gallun Calfskin. Popu- 
Told am elala-voR 


FEATURE THIS DISPLAY 


BROTHERS 
116 FULTON STREET NEW YORK 
Chicago: 29 E. Madison St. * San Francisco: 704 Market St. 


Make inquiries direct to your jobber. He will be pleased to serve you. 
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Latest Creations in 


PLATINUM WATCH CASES 





For 5 and 51/2 ligne movements ie ; pe & A ® L tye, A od : j By C : Number of diamonds optional 


Established 1903 83 CANAL STREET, NEW YORK 2, N. Y. WaAlker 5-0627 
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BEST WISHES FOR THE 


NEW YEAR 
TO OUR DISTRIBUTORS 
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A COMPLETE LINE 


OF BABY JEWELRY 





TOK ond 14K gold 
ively packaged 


em 
Attract 
our distinc 
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Tassel Box. 


tive 


DISTRIBUTED THROUGH WHOLESALERS 


PHILIPS 





0 ot Coun OF 6 


32 Graham Ave., Brooklyn 6 


Re 


CROSSES AND CRUCIFIXES 


MAKERS OF GOLD JEWELRY 


in 1OK and 14K Gold 


~ 


; 


SIDNEY GELLER, 29 E. Madison St 
MOE DIAMOND, 220 W. Sth St 


Gi tiaer 


S$ a> S e 


~ 
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Smartly Styled 
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AMERICAN INCABLOC CO., 366 FIFTH AVE., NEW YORK 
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ost IMPORTANT MACHINE 
N OUR STORE 9” 


AYS MALLOVE’S, NEW LONDON, ONN. 


“We bought our first New Hermes +n .1944 and a 
second one in 1945 and we do not know how we 
could get along without them. They enable a girl 
at $25 a week to turn out excellent engraving with 
great speed and save the time and cost of a more 
expensive employee. The New Hermes is the most 
important machine in our store!” 


o/ 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 
e Makes everybody an engraving 


expert. 


Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 


NE 
woRrto's c\NEST ENGRAVING WACHI 


v 
YORK 3 n.Y. 


FOR JANUARY, 1948 








NEW _+« ATTRACTIVE + LEGIBLE 


i SAA AAS 
SS SAATER LUNE ESSERE EN SESE NLS LS MERE ESE SEED 
<> S) 


~) 


kS 
SIAL TS 






































H VR N MB SID BIS wR 
f A 7 JA er, 
Z A YELE MLE DOLL EF FL ’ 
. i Ris Se | we Ps sen g 
| —HERE’S A if , 
v an UP IALOEE 2 
é S A 
g — THAT MEANS & 
e) 
S| \ os y 
| ‘\\’ BIG PROFITS 7 
rf fy tae /ak a 
Al j al (ip 1B ? 
Z * . QD 
, ae) )7>—_ y 
, aes FORYOU 2 
x a eae LS 
nN <n CSRS Bas Sse SSE SSS EEE <<” 





IF YOU DO NOT CARRY 


“THE WES TERNER” 
WRITE US FOR SAMPLE 


At present we manufacture 
numerous Ladies & Gents Ring 
styles to take this initial starting 
from a 16 x 12 cushion stone 


and up. 


This initial is screw-type, inter- 
changeable and is of 10 K solid 
construction — not hollow. 





Can be purchased as a unit 
or as individual rings and 
initials. 

If your Jobber does not carry 

J ‘‘The Westerner’’ fill in and return coupon. 


Dep?. KC 
CROWN RING MFG. CORP. 
25 E. Huron Street Ef 


















Initials are 
Patented in Canada 



















U.S.A. Pat. Pend. Buffalo 3, N. Y. 
Gentlemen: 8% 
& Please send on memo samples of your line of Ladies’ and 
Gent's rings with gold rope initials. 
Name ace cateaccces auuaeicrpia ean aalddleaaaacaaes ‘ § 














Manufactured by Crown Ring Mfg. Corp. & 





Address | a ee eT 
My Jobber Is ETRE eT eee PERT TenT Te NT 2 












HURON STREET 
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LEADING JEWELERS 
and DEPARTMENT STORES 
in the OHIO RIVER VALLEY 


are promoting 


LAL 


horn 


ACTUALLY PREVENTS TARNISH! 





In state after state, city after city, Pacific Silver Cloth is going over with a 










resounding bang! Thirty-one of the 33 stores we interviewed in Cincinnati, 
Louisville, Indianapolis and Columbus, carry Pacific Silver Cloth. Here are 


the reasons they give, in order of importance: 


Ay It is the only cloth which actually prevents 
7 \ {> tarnish with lifetime effectiveness. 
Ww fi It saves customers hours of silver polishing. 

It gives the dealer an extra sales feature and 
talking point. 

It makes silver easier to sell by removing 
objection to polishing. 

It adds a profitable line to the store. 

It creates customer good will. 

It creates store traffic. 

It preserves the factory-bright, quality ap- 
pearance and sales appeal of silverware. 
| e j It saves customers the embarrassment of 
Se proms , a placing tarnished silver before guests. 


a ee 


Pacific Silver Cloth is vigorously advertised in a number of leading women’s and 
home magazines. It’s widely known and much in demand. It will pay you to 
promote Pacific Silver Cloth in your own selling. Ask your distributor about 
chests, bags, rolls, wraps and packets made with Pacific Silver Cloth or send 


us the coupon below. 


*This is #7 of a series covering major cities. 


a Previous surveys showed similar results in Eastern and Middle West cities. 
<y? rveyS SESE IEEE 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleam- A _ £ B 
ing new spoons in a tarnish test* ee 
conducted by the United States Test- 
ing Co., Inc. Only Spoon A, protected 
by Pacific Silver Cloth, retained its 
original sparkle! The other four 
spoons, though wrapped in various 
“anti-tarnish’’ and ‘‘tarnish-proof’’ 
cloths, did tarnish as shown. 


*Test #70448, Mar.6, "46 (photes absolutely unretouched) ee eines 



















* PACIFIC MILLS, Department JC 1. - 
SAUNT OR A REFUND o> s 214 Church Street, New York 13, N.-Y. + 
OG ¥* b >> * Gentlemen: I am interested in wraps, (chests, (7 hollow ware bags, 7} place-setting rolls, [I pack- ; 
G — ig : ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive I‘terature. . 

00 ouseKeepin 
S Wop oy D MUNIN «ane cusenniaeceusiss euseknenschanenhsndi peau mma : 
AS apverrised HE . ‘ 
errr errrrrrrrrrrrrr rer errr BONG. ke ccncadetsndaecdaeusecveseuss . 
Pacific Silver Cloth is guar- Spe.  cccikncckeddeneedandeetneedadonssnseenssens enews ‘ 
anteedby Good Housekeeping ‘ - 
as advertised therein, and it - STREET ADDRESS eecevoeveveaeveeveev ee eee 82020808 80 ee eeeeeveeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeee ee ' 
is recommended by leading & Gi ccccccacsccececcosescvcecesess ZONE. cccccccccccces STATE. cccccccccccccces ccccece sooo 
silversmiths and jewelers Pe RO RS RBSSSSSSSSSSSSSSSSSSSSSSSSSF SS SFF FSS SBF SFSFF BSS esses eeeeeees 
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The oldest cameo house in the country combines time- 
honored craftsmanship with the most modern equipment. 





Jewelers know the JACCO line and regard it highly .. . 
the line of least resistance that yields steady, worthwhile profits every day of 
every year. **xx* Illustrated: Lockets in 10K and 14K gold. *«** Cameo 
Brooches in 10K and 14K gold. « * * Seamless Wedding Rings in 14K gold. * * x Also 

Ladies’ and Men’s Rings, Pendants, Bracelets, Tie Holders, Diamond Mountings, 


< 


Earrings and Baby Goods. 


Morry Goldstein 
8639 W. Olympic Blvd. 
Los Angeles, Calif. 


Neil D. Sofman Chas. Weithas Wiiliam G. Frizzell 
New York, New York New England Chicago, Illinois 
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How Young Are YOUR Ideas? 
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For the Kiddies 


You can realize much added 13-inch Marvella Pearls in single or double- 
. . twisted strands. Sterling bow-knot clasps. 

business with the newest Rose crystallon paper box with tassel. Sug- 
gested retail prices $4. to $6. 

Marvella necklaces created 

For “Jeen-agers 

16-inch, sweetheart pearl necklace and coil 

bracelet set. Also single or triple-twisted 

3 nd the Teen-agers. strands. Sterling bow-knot clasps. Rose leath- 
erette box. Suggested retail prices $6. to 
$11.25 


especially for the Kiddies 
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MARVELLA PEARLS, INC., 136 WEST 52nd STREET, NEW YORK 19, N. Y. 
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in setting: 


4 — SHANK si 
especially for Palladi 
4— OBLONG BASE . - - wider shanks con be used on.small sizes- 
5 —WIDE RANGE OF DIAMOND SIZES: - 15 .20 25 .30 35 4 
Note the 5 point spread DS ely used sizes- 
trid-Platinum. 


g 18K White Gold, Palladium on 
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one thing you can bank on in’48 
Meenas will ring bells 








at the point of sale 





Braun-Crystal Mfg. Co., Inc. 


69-01 Metropolitan Avenue 
Middle Village, New York 
DAvenport 6-2951 
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LOOK AT THE HIGH STYLE... 
LOOK AT THE HIGH QUALITY... 


NOW LOOK AT THE LOW PRICES! 


Ring Style #1069 W — Elegant clas- 
sic design of assured popularity. 32 
genuine diamonds, channel set all 
around. Set in gleaming iridium plat- 
inum mounting. Retailer's net cost. 


Ring Style #1070 W—A superb 
creation with universal appeal. 32 
brilliant diamonds set in a high prong 
precious 10% iridium platinum 
mounting. Exquisitely made. Re- 
tailer’s net cost. 


Watch Bracelet Style #6518 — The 
ultimate in breathlessly beautiful 
watch bracelets . . . lit by the colorful 
brilliance of 32 square set diamonds. 
Fabulous, glamorous example of in- 
spired craftsmanship. Retailer's net 
cost. 





All prices subject to change without notice. 


fe ( TOW, 
Wiltery jewelry Cop. 31 WEST 47th STREET 


NEW YORK 19, NEW YORK 
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Largest Selling Item In MARCASITE JEWELRY 
TIE HOLDERS 











$12.60 KEYSTONE 











7Q7 $13.50 KEYSTONE $14.40 KEYSTONE 


An ideal personalized gift for men—most appropriate for Father's 
Day, Graduations, Birthdays, Anniversaries, the Best Man and 
Ushers at Weddings. 


Hand set, genuine Marcasites, in Sterling Silver Mountings — Rhodium 
Plated. 


We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 


All goods will be shipped the same day that the order is received at our 
factory in Newark. 


FRIGERIO DIAMOND TOOL CO. 
Hlanufacturers PY a Ti lavcesile Aewelry 


93 LAPATEare STREET ee ee ) 
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WINDOW PLATFORMS - BOXES 


DISPLAYS « SHOWCASE TRAYS 


oT Ifo lal-Yo Mello MMukolaltiiclaitla-Y: Meo} 


sant — aa . 


MAUTNER 


JEWELRY BOXES 


Founded 1888 





THE MAUTNER COMPANY, INC. 


20 WEST 47™* ST., NEW YORK 19, N. Y. 
FACTORIES: BUFFALO, N. Y. 


? 


we 


Walter R. Thomas, one of the South's 
leading jewelry chains, magnifies the 
sales pull of the beautiful new Atlanta, 
Ga. store with dramatic Mautner plat- 
forms, showcase trays, displays, and 


boxes. More than a half-century's ex- 
perience has proved to jewelers, large 
and small, that Mautner display equip- 
ment is the finest .. . yet costs no more 
than run-of-the-mill materials. 














THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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The definite quality touch which marks 
Hayward jewelry for men and women is 
something that particular people always 
appreciate. And thousands of those par- 
ticular people are good customers of 


Hayward dealers from coast to coast. 


Wire Cuff Bracelets 


NM Lge 











. . . Assorted Patterns 


.. 


WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING... 


oe a ee ee 2 Oe 


New York Office: 580 Fifth Avenue 
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She has Rolls Royce tastes, and a bus pocketbook. 
She adores real rubies and pearls. 
But she settles for the next best thing ... 


ng pervcly by Gln 


ENTIRE COLLECTION ON VIEW .. . .. 389 Fifth Avenue, New York 
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Patent Applied for 
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Cuerylhing for the baby 


SOLD THROUGH WHOLESALERS ONLY 





JEWELRY MANUFACTURING CO. 


SILVERSMITHS 
PHILADELPHIA 7, PENNA. 
NEW YORK 
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For the Man of Distinction 
our Diamond Dial watches : 
are a prized possession. | 


Individualism is the essence of 


style... and Platinum Watch | q 





Cases and Attachments 
created by Frank Levine 3 
are distinguished for their : 


superb style-flair. and 


exquisite craftsmanship. | 


Grnank Levine & Co. Juc. 


Manufacturing Jewelers | 


48 West 48th Street | 
BRyant 9-3911 New York 19, N. Y. 


PANES Pa 
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Plan ahead for a 


Successful Zircon 
Promotion this 
Easter... A memo 
packet of Francine 
Zircon Rings will be 
sent to wholesalers 


on request. 

















f ? j | Q 
gOS Round DV ofssias 


‘ TREND fo Zircons grows with each passing month. 
Spring of 1948 should find them af the peak of fashion. — 
... Retailers everywhere are reporting an ever-increasing 
demand for Zircon Rings by Francine. Available in 10 Ki. 
or 14 Kt. Gold, these rings are designed in a wide range of 
modern and classic mountings ... Francine Rings are 
achieving worthy profits and volume for jewelers because 
they offer unsurpassed quality and value at their attrac- 


tive prices. We invite your inspection of the Francine Line. 


OF ZIRCON RINGS 


MANUFACTURING JEWELERS 
Toe 23 a 3 a a ee 


Ladies’ and Gents’ Stone Rings + Fraternal Rings - Platinum Mountings 





THE 


















IN BANGLE 
BRACELET WATCHES 


““Fashion-Firsts”’ in the Orloff 
tradition. They're slim, trim and 
elegant... certain to delight style- 
minded women everywhere. The 
new look in these winsome watches 
means plenty of customer appeal 
and plenty of profitable sales. 


All watches shown are 17 Jewel, 
5 Ligne, guaranteed Swiss 
movements. Prices are Keystone, and — 
include beautiful velvet and 
plastic box. 


® A 1/20-12K Yellow Gold Filled, 
Gold Figure Dial. $59.50 

® B White Gold Finish, Rhodium 
Plated, Hand-set With Genuine 
Imported Rhinestones. 

Rhinestone Dial. $65.00 

Also Available in Yellow 

Gold Filled, Plain Case. $59.50 
®@ C White Gold Finish, Rhodium 
Plated, Hand-set With Genuine 
Imported Rhinestones. anew 
Rhinestone Dial. $67.00 ae 
®@ D White Gold Finish, Rhodium Plated, 
Hand-set With Genuine Imported 
Rhinestones. Rhinestone Dial. Safety 
Lock and Identification Tag. $63.00 


immediate Delivery. No 
Memorandum Shipments. Terms, Net 
30 Days To Rated Accounts. 


THE (7 RLOFF COMPANY 
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Wholesale Jewelers 
Diamond Merchants 


706 Sansom St., Phila. 6, Pa. 
Phones: WAlInut 2-4320, 2-3441 


Designers and Distributors 
of Fine Watches 








ONE 


if 
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The Evangeline Rosary is merchandise 
you can be proud to sell... it 


is all quality. Hand mounted on 


heavy silver wire and chain, 


and available in all silver in 

various sizes and prices. 
Others are mounted with semi 
precious stones in all colors 
and have the brilliancy of 


diamonds. 


OUISIANA 
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The Iral man gives you 


POWERFUL 
SILVER 
}HOLLOWARE 


















| IMMEDIATE 
/ DELIVERY 


>, Call... Write... Wire 



















illustrated above 
5 PC. ASSORTMENT 


§ ROGERS § SILVER 
HOLLOWARE 
Retail Price $23.00 


Your cost $13.80 


Sandwich tray, diameter 11 inches 
Bread tray, length 121% inches . . . Three aes 
compartment Relish dish, length 11% a 
inches . . . Four compartment Relish dish, Med sone & 
diameter 13 inches ... Bowl, diameter 11 
inches. 


Illustrated at right 
6 PC. ASSORTMENT 
1847 ROGERS BROS. 


SILVER HOLLOWARE 
Retail Price $67.75 


Your cost $40.65 a 4 


we Meat dish, length 16 inches... 
oe Meat dish with well, length 18 
* dg inches . . . 2 Vegetable dishes, 
length 121% inches . . . Gravy 









V2 boat and plate, 8 ounce capac- hee Shes 
y ity ... Celery dish, length 9% Si rovin, 
é inches. ae 





eee” 


So 


S 
. 33 COURT ST., iia Week ee. Mek 2 
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Look to Colby in '48 for the 
newest... the latest in lighter 
perfection. This remarkable auto- 
matic pocket lighter that has cre- 
ated such a sensation in its field 
is destined for even greater tri- 
umphs in 1948. There are new 
style features ... new mechanical 
advancements .. . new promo- 
tional pluses in store for Colby 
dealers. Keep posted . . . profit- 
ably on the prestige lighter line 
... Inquire about Colby, the most 
compact automatic lighter. 








Sterling Silver Model... 
engine-turned in hand- 
some presentation case... 

To Retail at $21.00 











Monel Metal... cor- 
rosion-resistant, highly 
lustrous .. . satin finish, 
in attractive gift carton. 

To Retail at $7.50 





on 


SRT. ARE es | 





Monel Metal .. . smart 
fluted design in gift car- 
ton...To Retail at $7.50 








( iustrations slightly enlarged.) 
Distributed through Wholesalers. 





Write for Dealer Helps and Display Materials. 


*PATEPNTED 


COLBY LIGHTER CORPORATION 11 Hartford Avenue, Mount Vernon, N. Y. 
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tginiess 


e adjustments 


Tad 
buc Pending 
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beauty: 
d Gold Filled Pat 


STONEWALL PRODUCTS CO, Inc. 


79 Seventh Avenue at 15th Street, New York 11, N.Y. 


S. GELLER 
29 E. Madison St., Chicago 


WAtkins 9-4874 
M. DIAMOND 


220 W. Sth St., Los Angeles 














TENEN BROS. announces the opening 
of its new and larger showrooms and 
manufacturing plant at 36 W. 47th 
St. in New York City. 

si at-Molefoliitolalel Mmcoleliiit-s mall m-lalel ol (= 
the Company to meet the ever increas- 
Hate Mel-uilolatomcelm@mirm-alerolel-lul-lalmalilel > 
nikehcoaliare mm aA-rolellile MEalale | Mmolile Mm olatele[- 
rings. 

At the same time maintaining its 
high standards of style, quality and 
service. 

TENEN BROS. mountings are made 
in 10% iridium, platinum and 14K 
white and yellow gold. 

They are available for memoran- 
dum both semi-mounted and un- 
mounted. 


IND GOLD JEWELRY. 


Tenen ‘Brothers 


360 Weer es" STREET ® NEW YORK I9, N. Y. 
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AN OPEN LETTER TO QUALITY JEWELERS 


ON THE SUBJECT OF HI Js 
Si 


Crepit remains today the great hush 
word of quality jewelers. A don’t-touch word. 


A never-mention word. 


We believe this is because the subject of 
credit has been abused in advertising, particu- 
larly in some jewelry advertising. Perhaps this 
holds true in your community. 


Yet credit is a great and dignified stimulus 
in the sales promotion of homes, automobiles, 
insurance and many other commodities pur- 
chased by your customers. 


Credit is itself a commodity, deserving a 
place of importance in every fine jeweler’s op- 
eration—and it is worthy of advertising as fine 
and clean as the character and prestige of your 
establishment. 


A complete campaign of such advertising, 
which we have been privileged to produce for 
our client, Davidson & Licht, has now been 
adapted to the needs of other fine jewelers in 
other communities. 


The campaign is based upon 13 news- 
paper advertisements, size 3-cols. x 10” (420 
lines) to be run at four-week intervals 
throughout a year. Complete mats of these 
ads are offered for $100, payable $50 in ad- 
vance and $50 at the end of one year. 


Optional supplementary materials also avatl- 
able to subscribers are: 


1. Credit application forms that look like 
jewelry (to create and maintain the qual- 
ity impression ). 

2. DeLuxe credit cards for distribution to 
charge account customers, together with 


FOR JANUARY, 1948 


appropriately dignified transmittal mail- 
ing pieces. 
3. Pass books (check book size) to record 


customer payments, and serve as a con- 
stant reminder of your store. 


4. Window display cards—small, neat, dig- 
nified, guality cards encouraging credit 
purchases. 


5. Other supplementary aids for the culti- 
vation of your charge account clientele, 
including mailing pieces to be sent to 
INACTIVE accounts. 


Although economies of quantity production 
permit these materials to be offered for con- 
siderably less than you could produce them 
yourself, we emphasize guality, not cost. 


If you are looking for a “cheap” way to pro- 
mote credit, this campaign is not for you. It is 
not two-fisted, knock-down-and-drag-out cred- 
it advertising. It is, rather, prestige advertising 
of the finest kind, reflecting refinement, the 
good taste and studied judgment of an organ- 
ization long skilled and experienced in fine 
jewelry sales promotion. 


Inquiries cordially invited. 





UMLAND & COMPANY 


ADVERTISING MERCHANDISING 


PUBLIC RELATIONS 


ENTIRE SIXTH FLOOR + ALLIED TRADES BLDG. 
7O9 MISSION - SAN FRANCISCO 


TELEPHONE GARFIELD 1-0411 


ASSOCIATE MEMBER: JEWELERS’ BOARD OF TRADE 
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The imprint DK on platinu i gold rings 
and mountings gives to e@@y David Karr 
creation a final stamp of @®hievement . , 
i>me approval of the lov, 
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proudly presents ex 
in Distinctive Diame 
nd Attachments, Diamo 
tings, Dic d Wedding 


dding Ring © 
and Mounting Sets. 


See these David Karp cre 
..-. and feature them | 
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ESTABLISHED 1876 





Manufacturers of 
PRESENTATION BOXES 
JEWELRY FINDINGS AND SOLDERS 
TROPHIES » MEDALS + BALL CHARMS 


F. H. NOBLE & COMPANY 559 West 59th Street, Chicago 21, Illinois 
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"@ 
Sf, light you on your enchanted way 


together eee upward along the pathway to 
the stars... RHAPSODY Diamond Engagement 
and Wedding Ring creations... Inspired Ses 
breath-taking ss « 2 of this world! - d - 
1amon rings 
From $25 to $25,000 pore one nt 


SS eet 


Seen ie 
eee 


Featured by America’s foremost movie stars 


p R a 7 > . . 
tein emmtmmanaie Presented on America’s favorite radio programs 


wholesale ) jewelers 906 CHESTNUT ST. + PHILA. 7, PA. nationally advertised 
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24 hour 
service on 





ollmey ol-tallel 
elael=ta: 


The Bridal Ring Co., Inc. presents exquisite 
Hand Carved, matched wedding ring sets 
of unmatched beauty. In Fred Barel’s 
original designs that include o great 
variety of shapes, curves, and ornamental 
effects—the largest exclusive assortment 
of Hand Carved wedding ring sets 

in the country. Sold directly from the 
manufacturer to you. Greater Profits for 
you. Greater Value for your customers. 
Greater Prestige for your store. 


Newspaper Mats and Counter Cards 
available. 


exclusively 
designed by 


7 y 
Sie VY JAef 


f 


vidal) i": Roma iiis 


87 Nassav Street, New York 7, N.Y. 
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SET ne eer ee ! 
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1 
SOLVIL watches, highest achievements in timekeeping 
: 
science, are proudly produced by the skilled technicians 
of the famous Paul Ditisheim factory at Geneva, Switzerland. 
Winners of many Grand Prizes, their precisely accurate i 
17-jewel movements feature ELINVAR hairsprings for 
complete compensation in various positions and 
a eal itleLicommetatelalel-t Samelile MMe Vag) @elibibviilelelil-silei atl ise) gele) i 
balances. Precious metals are superbly wrought 
into cases exclusively styled for SOLVIL. You 
owe it to yourself to see these outstanding 
timepieces just as quickly as possible. - 
i 
CONSULT YOUR WHOLESALER 
4 e ‘ 
\ 


“Emit LeicuoTeErR Watch Company, Inc. 


551 FIFTH AVENUE, NEW YORK be. 
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AUTOMATIC PERFUME DISPENSERS 
Leak - Proof 





if : “Te DISPENSER 








| & 


Model WWodel Model 
100 AUT 300 


24 Kt Gold Plated Rose Gold Plated 24 Kt. Gold Plated 
and Rhodium Plated and Rhodium Plated and Rhodium Plated 


HOLDS ONE DRAM 
MECHANICALLY GUARANTEED 








VTA NO 
Price $ G9 TAX 
IMMEDIATE DELIVERY 


@ GRAND PRODUCTS COMPANY 57 WEST GRAND AVENUE © CHICAGO 10, ILLINOIS 
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READY NOW! 


THE MOST BEAUTIFUL LINE OF 


thiginiiel Ktiige 


WE HAVE EVER CREATED 





So unusual, so different, so impressive that copies 
are bound to appear. Insist on Ringmaster 
ORIGINALS. Created in the same plant for over 
30 years, Bardach-made Ringmaster rings will be 


more than ever the standard of comparison. 


BARDACH BROS. ie 


Operating QBARDACH & CO. and ©) CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. « Factory 448 N. Capitol Ave. « Indianapolis 4, Indiana 


AMERICA’S FOREMOST MANUFACTURERS OF LAPEL EMBLEMS 
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FULL EXPANSION 











Now, another Bugbee & Niles creation is a sensation in the women’s watch band field. A stylish 
narrow snake-type band that is full expansion. Only one spring. Few parts. Automatic stops 
prevent damage— insures minimum of repairs. Take a ‘‘new look"’ at the watch band market and 
you'll see new business and greater profits with ‘‘Simone”’ at $5.00 Keystone —1/20-12 K. Gold 
Filled quality. Bugbee & Niles products are sold through wholesale channels exclusively. 
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Birthstones Charts 



























. ~ 1 
Ringmaster* = | 
Rings Retail Address | 
from °25.00 Ordered by : 
$9250.00 
to ° 250.0 Peition 4 
IE 2019 "TRADE MARK REGATERED 2 C[— 8 =«C? 





BARDACH BROS. wc 


Operating Q BARDACH & CO. and @ CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. + Factory 448 N. Capitol Ave. + Indianapolis 4, Indiana 


AMERICA’S FOREMOST MANUFACTURERS OF LAPEL EMBLEMS 





FOR JANUARY, 1948 





155 





a 


| 
| 
| 
| 





eouling 


E-9457 


ee: 
gaaenene™* 


A 
5 6 
5 6 


aie 


a NS i oh ae a a 
. - meter 


eee =27 
vont, TEE 


PATENTS PENDING 


CARL-ART, inc. 
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—tunouncing 


— GRUEN 
AUTOWIND 


your answer to customer demand 


means “Precision” in 
making, is Gruen. 


announced in national 


Research reveals a sensation- 
al new market... thousands of 
people ready to buy self- 
winding watches... provided 
they have confidence in the 
maker! And the name that 
comes first—the name that 


watch- 


The Gruen Autowind will be 


zine and radio advertising be- 
ginning March. Send for proofs 


of attractive newspaper mats 





for your local tie-in advertising. 


GRUE 


THE Yhecision WATCH 
3 


N 


The Gruen Watch Company 
Time Hill ¢ Cincinnati 6, U.S.A. 


in Canada: Toronto 


Reproduction of 
a forthcoming 


Gruen advertisement 


#T. M. REGISTERED 
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'm doing 71% 


Beloved by brides for almost 
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business with Art-Carved rings..." 


says Charles D. Anderson, President, Anderson’s, Salt Lake City, Utah 


"Yes, 71% more business on 28% less inventory--that's our 





record. Our average loose diamond inventory used to be more 
than $200,000. But now the story is much different. We coupled 
a rigid inventory control with frequent small orders of dia- 


mond rings which sell--Art-Carved rings. You said it could 





be done, and we're doing it!" 


The success story of Anderson’s in Utah proves again that selling Art-Carved 
rings can be more profitable than selling loose diamonds mounted “at home.” 

Mr. Anderson testifies that Art-Carved diamond rings sell! That’s because the 
greatest advertising campaign in Art-Carved history is reaching millions of peo- 
ple every month through eight national magazines. These people know the name 
Art-Carved ... trust the guarantee . . . will be more willing to buy a diamond 
ring if it bears the name Art-Carved. 

Why not take advantage of the tremendous selling force behind Art-Carved, 
and increase your profit far beyond what it has been with loose diamonds? You 
can save the time now given to buying, grading and mounting loose diamonds— 
and spend time promoting your store as diamond ring headquarters. You can 
reduce your inventory, too, because you can reorder quickly any ring, with any 
size diamond, at any time. 

Ask your Art-Carved representative about the new Merchandising Plan. It 


can bring you bigger profits, too! 








ht: : 


RINGS BY WOOD 





a hundred years 
J. R. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 


Wists tase ee. Cooperate with the Jewelry Industry Council 
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Maavwrss crnyy 


most lustrous zireons 
become GARLANDS 


From far-off, mystic Bangkok, 

Siam, come the finest blue and 

ti ee white zircons—rare gems, be- 

_—a ee yond compare. Yet, only the 

pot , most lustrous of them earn the 
name GARLAND. 

Bangkok—and other world 


* 


ee ee — — 


markets, such as Amsterdam, 
Rio de Janiero, Shanghai and 
Geneva—are contacted by The 
Ball Company buying staff. 
This searching policy brings 
world jewelry and watch cen- 
ters one long step closer to you. 


* 





pos At-the-source, selective buying by Ball Company experts 
brings to retail jewelers flawless GARLAND jewels and 
quality GARLAND watches —at prices bound to be right. 


the BALL company 


Originators of GARLAND* Diamonds and Watches 


WHOLESALE JEWELERS ¢ DIAMOND IMPORTERS 
THE GARLAND BUILDING 
58 EAST WASHINGTON STREET * CHICAGO 2 


™% “GARLAND” is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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SPEAKING OF 


Q) TO BE a jeweler in Fremont, 
Nebraska! 

There, if we can rely on the local 
Guide-Tribune, gals are flatly refus- 
ing small-sized diamond engagement 
rings and insisting, adamantly, upon 
king-size solitaires. And if they don’t 








get the larger sparklers, apparently, 
the whole deal’s off. 

One Fremont jeweler states that 
although in former years he might 
receive three or four rings back be- 
cause they were too small for the 
fiancee’s fancy, at present at least 50 
per cent are returned for that reason. 
“But the suitor’s second try, with a 
larger stone, is usually successful” he 


adds happily. 
> © 


E’RE not recommending the ear- 

ring style reported by a writer 
in the Charleston, S. C., News 
Courier, but then we cannot resist the 
temptation to pass the intelligence 
along, either. 

According to the writer, the women 
of certain African tribes have the 
lobes of their ears pierced as do the 
fashionable creatures of civilized 
climes. Unlike the latter, however, 
they are not satisfied with having the 
earring supported by a mere piece of 
wire through the lobe. No, indeed! 
Instead, they keep inserting progres- 
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sively larger and larger objects until, 
ultimately, a tin can may be accom- 
modated. (Try as we will we cannot 
visualize this—but the man says it’s 
so!) The cans, one in each ear, are 
then used to carry treasures dear to 
the unenlightened African native 
woman’s heart. 

The writer goes on to speculate up- 
on the possibility of American women 
taking over the fashion and, via the 
tin cans, relieving their already over- 
crowded pocketbooks. 

This, we think, is a useless trend of 
thought. 

We do not deny that American 
women might, conceivably, be won 
over to the tin-can-in-the-ear fashion 
—Heaven only knows they’ve adopted 
some far-fetched ideas. But trans- 
ferring the contents of their pocket- 
books? Never! Deciding which tin 
can should hold which items involves 
a considerable amount of determina- 
tion and, in addition, a sense of 
eficiency. And from the appearance 
of the lady’s pocketbooks we've seen, 
this would never do. 

Earrings will, we think, remain 
fairly conservative. Or, if they do 
sink to the tin can level, they'll un- 
questionably remain empty. 


> © 
(HERE seemed something awfully 


familiar about the story of locat- 
ing a missing ring in the stomach of 
a robbery suspect by means of an 
X-Ray machine but, search as we 
could, we found no reference to it in 
the pages of this department for the 
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past three years. So—it must be new 
at that. 

Anyway, it seems that Steller’s 
Jewelry, Milwaukee, Wis., noted that 
a $175 diamond ring was missing one 
day. And, since a keen-minded clerk 
recalled the names and addresses of 
everyone who had been in the store 
at the time the ring was last seen, the 
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police rounded up a list of suspects 
and had them all X-Rayed. There, 
in the tummy of one of the X-Ray-ees 
(a lady, in fact), nestled the ring. 
Since this is a family magazine we 
draw a curtain over the tale at this 
point, resolutely avoiding discussion 
of just how the ring was recovered. 


> © 
HE WORDS “Trade In Watch 


Sale” usually affect our editors 
much in the same fashion as a red 
flag is supposed to affect a bull. 
Frothings and snortings almost in- 
variably result, accompanied by wails 
that the jewelry business is rapidly 
soing to the bow-wows. 

One recent “Trade In Your Old 
Watch” ad, however, evoked no such 
editorial anguish. On the contrary, 
it brought smiles of approval to more 
than one face in the JC-K offices. 
Run by Granat Bros., San Francisco, 
the ad stated “We will put your old 













161 




















Al oh 
PREFER 
PARKER. 



























































“THAT MAN SAW THE PEN PREFERENCE SURVEY 
AND HE WANTS TO BUY 42.6 PARKER ‘5I'S'” 





Concentrate On Your 


3 BIGGEST SELLERS 
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watch to work training veterans in 
the watchmaking trade.” ; 
Supporting copy read: “Choose a 
watch from our tremendous collec- 
tion and we'll give you a liberal al- 
lowance on your old watch, to be ap- 
plied on the purchase of a new one! 
And... you've helped a veteran, too. 
We'll turn your old watch over to a 
school training veterans in the watch- 


making trade... .” 
> © 


VERY now and then some poor 

stranger walks casually past the 
J. A. Gerber Jewelry Co. in Minne- 
apolis, Minn., looks at their clock, 
and then dashes away—presumably 
either to sign the pledge or visit his 
psychiatrist. 

It seems that the clock in front of 
the Gerber store is, to put it mildly, 
unusual. For one thing the numerals 
run backward, counterclockwise. So 
do the hands. In short, the timepiece 
presents the appearance of a normal 
clock seen in a mirror and, all in all, 
is very confusing. 

No one at Gerber’s can explain the 
thing, exactly. Some time ago they 
ordered a normal clock but when it 
was delivered the timepiece turned 
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out to be an Alice-in- Wonderland 
monstrosity. However, since it kept 
excellent time and seemed to be a 
novelty, the firm decided to keep it. 


© © 
EK DOFF OUR HAT, this month, 


to the sportsmanlike attitude 
displayed by a jeweler in Ann Arbor, 
Michigan. 

Somehow (the newspaper account 
we've read doesn’t specify, exactly), 
this jeweler became involved in an 
argument with a-customer. The 
argument became so violent, as a 
matter of fact, that jeweler and cus- 
tomer were soon slugging it out in 
a regular fist fight. 

Midway in the battle (before the 
police arrived) the jeweler stopped 
fighting and drew a pistol from a 
desk drawer. Aiming it at the cus- 
tomer, he suggested that the fighting 
stop. 

“No!” shouted — the 
shadow-boxing the while. 

“Okay,” said the jeweler, return- 
ing the pistol to the drawer. “Let’s 
go!” 

And with that the fight resumed, 
continuing until the cops broke it up. 

The bout was called a draw. 


customer, 
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“Tl have to borrow on your ring so | can pay the 
next installment." 
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(UR occasionally- offered award 
for Meritorious Service to Man- 
kind is presented, this month, to no 
less exalted an organization than the 
Emily Post Institute. (We’re not cer- 
tain, of course, but we presume that 
this Institute functions much the same 
way Good Housekeeping Institute 
does—testing, instead of saucepans, 
manners. ) 

Anyway, Emily’s Institute has come 
out in favor of the already well-estab- 
lished practice of swains going into 
cahoots with the jeweler on a price 
range for the ring before the young 
lady drops in to make a selection. 
The decision was reached, it is said, 
in order to save the young man em- 
barrassment in case the lady is of the 
type that likes to lay it on thick. 

Man’s emancipation has almost be- 
come complete! 


> © 


ROBABLY as a result of listening 

to “The Court of Human Rela- 
tions” or some similar radio advice- 
giving program a Tacoma, Wash., 
pawnbroker seems to have hit on a 
new technique in separating jewelry 
thieves from their loot. 

It seems a bold fellow stole a dia- 
mond ring from Rhodes Bros., jewel- 
ers, one day and, naturally, a de- 
scription of-the merchandise was im- 
mediately circulated. 

A few days later a_ shabbily- 
dressed man entered the pawn shop 
of Morris Plotkin and, exhibiting a 
ring which fitted the description of 
the stolen property, he muttered that 
it had been left to him by his grand- 
mother. 

Unimpressed, Plotkin assumed the 
dogmatic tone of “Mr. Anthony” and 
said: “My advice to you, young man, 
is to avoid being shot where you 
stand. Hand over that ring, walk 
out the door and—run like hell!” 

Dropping the ring on the counter, 
the man fled. 


© © 
URNABOUT is fair play: Al- 


though it’s generally conceded 
that Cupid keeps the jeweler busy 
(and happy), in San Francisco, at 
least, it’s the jeweler who keeps Cupid 
busy. The neon sign above the en- 
trance to Samuel’s, Market St. jewel- 
ers, consists of a busy little Cupid 
who shoots neon arrows into two 
neon hearts at the rate of 48 per 
minute. 
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Blossoms in the shape of popular flower and 
bird pins or clips, in either costume or pre- 
cious jewelry, bloom in this spring window. 


Two Windows For Mareh 


Themes: 





January may seem like a long way to look ahead to spring 


but long range planning is essential to selling displays. 


OOKING at the average jewelry store window, it 

would appear that all that is for sale in these shops 

are a certain number of diamond and colored stone rings, 

a selection of men’s and ladies’ watches, pins, bracelets 

and earrings and various patterns of silver flatware and 
hollowware .. . and so forth. 

The actual truth is that every jewlery store has much 
more than merchandise alone to offer. Jewelry more than 
any other type of merchandise is bought—not for itself 
alone—but to symbolize romance, sentiment, glamour, 
prestige and a thousand other ideas by which we live. 
In selling jewelry—and that is what window displays 
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are for—it must constantly be kept in mind that the real 
value of the piece of merchandise under consideration is 
not in the weight and brilliance of the stones or the sheen 
of the metal except as these symbolize such things as a 
happy marriage—a thoughtful gift—a well appointed 
home or something else of the kind. The reason that the 
best in quality is always demanded of the jeweler is that 
no one wishes inferior materials to represent relationships 
which are precious. 

But so seldom in jewelers’ windows is advantage taken 
of this intangible commodity which enters into almost 
every sale of jewelry merchandise. For effective selling 
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_jn the windows and in the store—appeal must be made 
to the sentiments which make jewelry merchandise de- 
sirable. 

The mere presentation of a mass of merchandise for 
inspection is not selling, in the window any more than 
‘nside the store. You do not simply spread out an array 
of rings before your customer at your jewelry counter 
and allow him or her to pick and choose among them 
without verbal suggestions and guidance from you. There 
is no more need to do that in the window than at the 
counter. 

No matter how small your shop or how limited your 
budget, some sort of imaginative display can be worked 
out. The most expensive and showy display from the 
standpoint of props and fixtures is not necessarily the 
most effective in selling. The idea which is dramatized 
by the props, the copy and the merchandise arrangement 
ig what does the trick. 

And just because you have had dramatic and exciting 
Christmas displays which were talked about all over town. 
is no reason for letting down after the holidays. Actually, 
the drama is more important the other eleven months 
of the year when there is less business to be had. The 
keener the competition, the more exacting you should be 
about your windows. 

It isn’t too early for a hint of spring in promoting the 
popular flower and bird brooches and clips in either cos- 
tume or precious jewelry. One of the accompanying 
sketches combines this theme with an appeal to feminine 
vanity .. . always a powerful buying motive which can 
be used again and again in selling jewelry. A tree, made 
from heavy flexible wire, blossoms with pins and ear- 
rings—a dressing table grouping with mirror, handbag 
and gloves, gets across the “self-adornment” idea and gift 
packages tagged with copy such as “Pin a bit of Spring 
on your suit lapel” complete the picture. 

You may have to hunt for just the right wire for mak- 


Service for the hostess is the theme of this 
display, giving the jewelr an opportunity to 
show silver hollowware for March entertaining. 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 


Tree Display 
Heavy flexible wire Display supply house or 
Hardware store 
Department store 


Ribbon for covering branches 
Display supply house 


Artificial leaves 


Flower pots Florist shop 
| large , 
8 small National Sawdust Co. 


Pearl chips (for filling flower pots) 65 North 6th St. 
Brooklyn 11, N. Y. 
Hospitality display 

Compo board or cardboard 
Fabric for covering frames 
Ribbon—2” for hanging frames 
Flowers and candles 
Handlettered cards 


Lumber yard 
Department store 
Department store 


Showcard writer 





ing the tree. It should be flexible enough to curve grace- 
fully and rigid enough to stay in position and support 
the jewelry. There is stake wire available from most dis- 
play houses which would be good, but might be bulky. 
There is also wired rayon cord which could be used “as 
is’ without the necessity of covering. Unless you use 
something like the cord, you will need to cover the 
branches by wrapping closely with ribbon or tape. The 
extra leaves can be attached by wrapping their stems with 
the wire as you cover it. The leaves should be of nice 
quality or you may be able to make your own from green 
felt or velvet. Additional pins are displayed on the win- 
dow floor in very tiny flowerpots painted in some gay 
color. The large flowerpot which holds the tree and the 
small ones can all be filled with colored pebbles. 

This season of the year is apt to be a busy one socially, 
and offers an opportunity for appealing to the hostess’ 
pride in a setting of accessories for winter entertaining. 
Dinner service, cocktail set and dessert service are “spot- 
lighted” with fabric covered frames suspended from the 
ceiling in front of the elevation on which the merchandise 

(Please turn to page 212) 
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You CAN SET-a new high score in silverware sales and 
profits with 1847 Rogers Bros.’ four outstanding flatware 
patterns. 

Each pattern is a leader in a distinctive style. The four 
together make a splendid, complete choice to offer every 
customer. And here is brand as well as pattern leadership 
for you. For more women ask for and buy 1847 Rogers Bros. 
than any other silverplate. 

This year, play these four aces for big winnings. Feature 


». | them regularly at your counter...in your windows... in 
your advertising. Play them with skill and they'll pay off in 
- 4 volume and profits! 
‘ Memo to “1847” dealers: Have you seen the new TUNE IN 
4% 1847 Rogers Bros. ads in LIFE and LADIES’ HOME FRIDAY NIGHT 
of JOURNAL? They're stoppers! Designed to do a 
‘ stronger-than-ever job in preselling your customers. C B S 
\ 
\ Have you heard that the popular “1847” radio show 9:30 P.M. EST 
\ has moved to a new evening time — now reaches over 8:30 P.M. CST 
1 — two million more families? Tune in “The Adventures 7:30 P.M. MST 
ae of Ozzie and Harriet,” 6:30 P.M. PST 


\) 1847 ROGERS BROS. 


=, CA mericas Pinust. Oflverplat 


—— 


The International Silver Company, Meriden, Connecticut) 
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New Anniversary Gift List 








Means More Business for Jewelers 


Worked out by the Jewelry Industry Couneil in collaboration with 


every braneh of the trade, revised list gives the jeweler a fairer 


share of this business and is more in keeping with modern times. 


T about the time that this issue of THE JEWELERS’ 
CIRCULAR-KEYSTONE reaches you, you will alse be 
receiving from the Jewelry Industry Council a little gold- 
covered booklet that deserves your most careful attention. 
It can be the means of creating a lot of additional busi- 
ness for your store. 

That booklet will be a sample copy of the new revised 
list of the “official” gifts for each wedding anniversary, 
which the Jewelry Industry Council has worked out in 
collaboration with every branch of the trade, and which 
has been endorsed and approved by every national 
jewelry association. It not only gives the jeweler a fairer 
share of the wedding anniversary gift business, but is far 
more in keeping with modern times than the present anti- 
quated list which reflects the customs of many years ago. 

For example, in the old list, the official gift for the tenth 
anniversary is a piece of tinware. Once upon a time metal 
utensils were scarce and highly valued, but imagine a pie 
tin or cookie cutter today to mark an event as important 
as the completion of a decade of marriage!! A tenth wed- 
ding anniversary is one of the major milestones in the 
life of every married woman and if any gift at all is to be 
given, it should be one that is befitting so important an 
occasion. That same principle applies throughout the 
entire list—every anniversary is important to the wife 
who is celebrating it, and in her view should be recog- 
nized as such. (If you don’t think so, try giving your wife 
an egg beater on your next anniversary, and watch the 
drop in temperature. ) 

The new list recognizes that basic fact by specifying 
for each anniversary a gift that is really worthy of an 
event of such significance. Thus, for the tenth anni- 
versary, the “official” gift will now be a diamond ring or 
other diamond jewelry instead of a piece of tinware. For 
the first, it will be a clock, instead of a package of paper 
napkins or doilies—silverware, instead of a wooden mix- 
ing bowl for the fifth—and so on down the list. The com- 
plete tabulation follows, with the old and the new in 
parallel columns. 
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lst Anniversary 


2nd 
3rd 
4th 


Sth 
6th 
7th 
8th 


Oth 
10th 
llth 


12th 
13th 
14th 
15th 
16th 
17th 
18th 
19th 
20th 
25th 
30th 
35th 
40th 
45th 
50th 
55th 
60th 


66 


Old List 
Paper 
Cotton 
Leather 
Books 


Wood 

Iron 

Copper & Brass 

Electrical 
Appliances 

Pottery 

Tin 

Steel 


Silk or Linen 
Lace 

Ivory 
Crystal 

None 


66 
66 


66 


China 
Silver 
Pearl 
Jade 
Ruby 
Sapphire 
Gold 
Emerald 


Diamond 


New List 

Clocks 

China 

Crystal & Glass 

Electrical 
Appliances 

Silverware 

Wood 

Metal Goods 


Linen & Laces 

Leather Goods 

Diamond Jewelry 

Pearls or Colored 
Gems 

Textiles & Furs 

Silver Jewelry 

Gold Jewelry 

Watches 

Hollowware 

Furniture 

Porcelain 

Bronzes, Figurines 

Platinum 

Silver 

Diamond 

Jade 

Ruby 

Sapphire 

Gold 

Emerald 

Diamond Jubilee 


Note the logical grouping of the gifts in the new list. 
For example, during the first ten years of marriage the 
new couple is presumably establishing and fixing up their 
home. Hence, during that period the gifts are all in the 
category of household equipment. 

Then comes the time when, after the house is equipped, 


(Please turn to page 212) 
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Evidence of the interest aroused by 
Carson's promotion was large crowd 
in front of store on day of opening. 


Pre-Opening ‘Teasers 
Accent Interest on New Store 





A. M. Lieberman, store manager, 
hands combinetion key chain and 
driver's license holder to pretty 
store visitor on opening day. 





ROBABLY one of the most difficult tasks facing the 
p founders of a new jewelry store in a sizeable com- 
munity is the problem of making the new enterprise felt. 
By and large, it is much more difficult for a new jeweler 
to stir up interest than, say, a hardware merchant or 4 
super-market. Both of these latter enterprises may count 
eC” on a segment of the population patronizing them im- 
— mediately for any one of a number of reasons: a search 
for new items of merchandise, impatience at being kept 
waiting in established stores, etc. Generally speaking, 
the new jeweler doesn’t have even this segment of the 
. community on opening day, for obvious reasons. 

ia This, then, was the problem of the founders of Car- 
. son’s Jewelry when they contemplated opening a brand- 
new store in Decatur, Ill. This city with a population of 
nearly 60,000 persons already had some twenty jewelry 
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“Where,” "what," and "who" ads, 
two-columns wide by five inches 
deep were run preceding opening. 


ames A. Hedrick, presents 
: p hee ring, first of six prizes 
which were given away to publicize 
store opening. Looking on are A. 
M. Lieberman, ‘store manager, and 
Harry L. England, one of partners. 
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by WILLIAM H. HERRING 


stores and, although there was plenty of room for an- 
other, the problem of attracting the attention of the pub- 
lic to the new enterprise remained a severe hurdle. 

The solution to this problem, as seen by Harry L. 
England, one of the co-owners of Carson’s, and A. M. 
Lieberman, manager of the new store, was to embark 
upon a program of advertising and promotion even be- 
fore the store opened, thereby impressing both the firm’s 
name and its merchandise upon the public from the very 
outset. 

For several weeks preceding the opening, for example, 
“teaser” advertisements were run in the local newspapers. 
Two columns wide by two inches high the ads asked: 
“Who is Carson?” “What is Carson?” “Where is Car- 
son?” and even (just to confuse everyone) “When is 
Carson?” While it must be admitted that such ads 
probably did not have the local population in a fine 
frenzy of excitement, they did tend to reiterate the Carson 

(Please turn to page 214) 


No one in Deeatur, Ill... had previously 
heard of Carson’s, but by the time they 
finished with their opening promotion. 


there were few in the city who hadn‘t. 
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Half and full page newspaper spreads 
announcing the date of store opening 
followed the run of the “teaser” ads. 
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View of some of the nine 
wall cases in which sil- 
verware is shown, these 
being devoted to hollow. | es 
ware every day of year. a) ie ae: - % os pe beste — aes jh. 


C.¥ 


A ~ : 
ce 2 sb 


a eS 





Accent on Silver 


HE spotlight is on silverware all year ‘round at 

Barry’s Jewelers in Glendale, Calif. “There is no 
off-season in silver for us. It plays a leading role be- 
cause we promote it every day in the year,” said Ralph 
A. Goodman, manager of the store. 

Barry’s, one of the West Coast’s most promotional- 
minded firms, also does a notable job in watches, dia- 
At night and over the weekends this side monds and fine gems, high quality costume jewelry, and 
of store is given over to silverware dis- ciftwares. 


play. Windows are illuminated all night. “ , 
But silverware has become our pet, even though it 


accounts for only about 30 per cent of our volume, and 
we want to be known as a silverware store,” Goodman 
related. Knowing that there was considerable pent-up 
demand in our community, we made up our minds sev- 
eral years ago that we would go all out for silverware. 
Consequently we ordered famous brands of both hollow- 
ware and flatware heavily in advance, and when that 
pent-up demand was realized, we were in the fortunate 
position of having handsome inventories and being able 
to make delivery on wanted lines.” 

Not only have they had the merchandise but Barry’s 
also has told the public about it in a hard-hitting adver- 





One of the traffic-stopping displays which 
flanks doorway in the daytime and is spot- 
lighted in front of all-glass door at night. 
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This window to the left of 
store entrance always fea- 
tures silverware display to 
tie in with a current theme. 
Deep red velvet drapes add 
luxurious note to display. 





















A large portion of Barry's 
advertising budget is used 
to promote silverware and 
store's stock of patterns. 


































Everything at Barry’s Jewelers—window and 
interior displays, newspaper, radio and direct’ .- 
mail—is keyed to the promotion of silverware. 


by JUANITA SAYER 


tising and promotional program. This appeal has not 
been restricted by any geographical limits. It has been 
directed to established patrons and to more than 1,000,- 
000 potential ones. This includes some 100,000 residents 
of Glendale and people who live within the trading area, 
which takes in communities for a radius of 50 miles— 
Los Angeles, which is about 10 miles distant, Hollywood, 
Pasadena, Burbank, San Marino, and a score of other 
communities in the San Fernando Valley. Out West, 
folks are used to traveling vast distances, and some of 
Barry’s patrons live in such far-away cities as Santa 


Monica (about 25 miles) and Long Beach (about 30 
miles). 
To broadcast the message of silverware, Barry’s has 
ear-‘marked a large portion of their advertising budget 
(Please turn to page 215) 


William Broud, buyer and manager of the 
silverware department, offers flatware 
on velvet pillow for bride's attention. 


















Large red satin heart out- 
lined with white lace was 
used against a light blue 
background by LeRoy’s, of 
Los Angeles, Calif. Gifts 
were shown on white satin 
hearts and the red velvet 
squares in the foreground. 


The Broadway, Los Angeles, | bos ™ _ cS | 
showed several suggested - .™ Pec 1 
gifts in gold jewelry on  . a Si | eee 
ted satin hearts bordered 
in white, one of which is 
enclosed in big red frame. 
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NY day with any sentimental significance whatsoever 
offers a natural tie-in for jewelers for their promo- 
There are not too many of these throughout the 
year, but of them, Valentine’s Day offers one of the best 


tion. 


opportunities for extra business volume. Coming as it 
does some six weeks after Christmas, this day gives jewel- 
ers their first big chance in the new year to do an out- 
standing promotional job, both in their windows and 
printed advertising. 

Gifts of sentiment prevail on Valentine’s Day and so 
gifts of personal adornment—jewelry—are high in favor. 
The jeweler who presents his message in a dramatic 
fashion to gain the interest of the passerby will turn that 
interest to a buying urge if he offers Valentine gifts in a 
wide selection and price range to suit all tastes and 
pocketbooks. 

Most jewelers take advantage of this promotion event 
but many do not play it up for its full worth, principally 
because of the want of an idea that means the difference 
between passing interest and sales-compelling attention. 
In order to help those jewelers who cannot devote the 
necessary time and effort they would like in working out 
an attention-getting display, we have gathered together 


here ideas used successfully last year by jewelers in dif- 
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ferent parts of the country with the thought that they 
may be adapted to their own use for a better promotion 
job in 1948. 

The Nash Jewelry Co., Long Beach, Calif., set forth a 
window with a white background, in the center of which 
was a white heart bordered with red, at which a cutout 
Cupid was shooting an arrow. To the heart was attached 
a gold compact. Red heart-shaped cards were lettered 
“Express your sentiments with a gift that is enduring” 
and “Compacts—the Perfect Valentine.” At the top of 
the window was a big strip card “Costume Jewelry at 
Nash’s. A variety of costume jewelry and compacts were 
shown. Just inside the door was a glass case lined with 
red satin, on which many of the costume pieces were laid, 
with a card reading “An enchanting gift for your 
Valentine.” 

LeRoys, Los Angeles, had a display backed with dusty 
blue and stepped up fixture of the same color. On the 
wall was a red satin heart bordered with white lace. In 
white letters were printed “LeRoys for Fine Jewelry.” 
Three white satin hearts, bordered with lace, held various 
items of costume jewelry, while many others were fea- 
tured on squares of red velvet. All of the windows were 

(Please turn to page 218) 
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Pink quilted satin with white lace edging 
was used by S. Jacobs & Co., Minneapolis, 
last year for the symbolic display units. 
Figurines from gift shop added variety. 
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Window Disp 


Gifts of sentiment are the jeweler’s 
stock in trade and February 14th is 


the event on whieh to foeus attention. 


Compacts were promoted by Nash's, Long 
Beach, Calif., last year for Valentine 
gifts. Small cupid shoots an arrow at 
heart with gold compact centered on it. 














Against white floor and 
background, red ribbons 
to which were attached 
several red hearts, form 
attractive setting for 
this window by Eldon's, 
of Long Beach, Calif. 





In Rank & Motteram's silver 
department Robert Rank, Jr. 
waits on a customer in the 
foreground while Mrs. Fran- 
ces Cole serves a customer 
in the rear of the store. 


by SYLVIA SCHUSTER 


Useful’ Mailing Pieces Pay OF 


In Added Customer Attention 


Silver flatware is often 
displayed in Rank & Mot- 
teram's windows. A large 
selection is shown, there- 
by confounding efforts of 3 ‘ : 
door-to-door canvassers. , mt = se 


ee 8 
Bake a 
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Rank & Motteram, Milwaukee, Wisc., have found that the most 


effective means of bringing in customers are those direet-mail 


efforts which recipients can use every day, namely: blotters. 


N alert, up-to-the-minute advertising policy plus a 
thorough knowledge of the first-rate quality mer- 
chandise handled by this firm are the two factors which 
have built the Rank and Motteram Jewelry Company into 
one of the top jewelry stores in Milwaukee. 
This corner store at 117 E. Wisconsin Avenue, has 
built its reputation by continued, straight-to-the-point 
promotions of many types. Among the media used is 





direct mail, newspaper space, radio time, and superb 
window displays. Since this store faces two busy down- 
town streets it has found a great asset in its long window 
lines. 

The window displays are changed as often as neces- 
sary to maintain the interest of passersby, and many 
times the whole length is devoted to one large promotion. 
For instance, recently all the major watch manufacturers 
were offered a window apiece in which to exhibit their 
product. The resultant display was given a great deal of 
newspaper space and consequently public interest was 
high, 

A large ad, two columns wide and half a page long, 
was inserted in Milwaukee’s leading newspaper calling 
attention to this 100 feet of window display. This 
brought many people to the store just out of curiosity. 

“Bringing them in was very important for us,” said 
Mr. Henry Rank, president of this corporation, “because, 
since our firm has such an old and respected name in this 
community, many people are under the mistaken impres- 
sion that we handle only high priced merchandise. Some- 
times the man or woman on a budget feels it is just no 
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use coming into a store like ours since they cannot afford 
our prices; but when we lured them down into seeing our 
windows and they then noticed the price tags which were 
well within their budget, they came inside. 

“That’s why we’re great believers in window display. 
You can’t sell what people can’t see. Show them what 
you have to offer and they will buy. All our advertising 
is laid out with that one thought in mind. 


The whole group of Rank & 
Motteram windows was de- 
voted, recently, to the 
products of all major 
watch manufacturers. Re- 
sulting newspaper public- 
ity was very favorable. 


“For instance, our direct mail. We have found that 
the most effective means of all in bringing in customers 
are those pieces of direct mail which the recipients— 
once they get them—can make daily use of. Thus the 
constant reminders of our firm is bound to get those 
people to think of us when they need jewelry or silver- 
ware. That’s why we use the blotter form of advertising. 
We know people keep those close at hand. 

“Every month we have a blotter printed showing the 
month ahead plus a small picture giving a historic fact 
connected with jewelry. On the lower half of the blotter 
is our firm’s name and address, plus the added reminder, 
‘We invite your charge account.’ That last point is very 
important, for it forms a good share of our business. 

“Most people nowadays don’t walk around with enough 
money in their pockets to walk into a jewelry store and 
buy, for instance, a watch or a ring. So you've got to 
let your clientele know that you can arrange terms to 
suit them. And the best way to tell them is by your 
direct mail. Then you know you will reach the right 
people! 

(Please turn to page 220) 
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Sideline departments attract 
- many family groups to Woods, 
one ef the best extra lines 
being the camera department. 
a Here, William Green, store 
“aa 8 manager, demonstrates model. 
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by GRIER LOWRY 


































Sideline Merchandising 
4 Traffic Leader to Jewelry Volume 





Aggressively promoting their ‘“‘extra”’ lines, Woods, Ine., Wichita, 


Kans., has built jewelry sales through inereased store traffie. 


——— AM L. RASKIN figures he has discovered the key to 
a success in merchandising jewelry; it is to sell almost | 
everything else. 

Not that Woods, Inc., in Wichita, Kansas, the store | 
Mr. Raskin serves as general manager, is a hodge-podge 
of gadgets, nor does carrying five or six sidelines mean 
that the primary function of the firm—selling jewelry— 
is overshadowed. At least half of the space is devoted to 
jewelry lines and nowhere in the store do jewelry dis- 
| plays have the appearance of being crowded or secondary. 

Cameras, typewriters, appliances, housewares, dishes, 

— 2 6 , | lig and lamps mingle with diamonds, silverware, and watches | 

a 6 as aw =6—”{f ie CS | at Wood’s. As a result of selling a variety of sidelines, 

wilt tHe s 4 the store is selling a lot of jewelry and has built up a 

: } | credit business second to no other retail jewelry firm in 
the Wichita trade area. 

Established in 1938, Wood’s is incorporated with H. A. ) 
Raskin, Oklahoma City, president, and Sam Raskin, 


t Lally 








Sam L. Raskin, general manager of Woods, 
favors a variegated style of merchandis- 
ing with the emphasis on drawing jewelry 
prospects to store by sideline promotion. 
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Wichita, vice-president and general manager. Experi- ON 

¢ the two men at the helm of the firm totals over a = 

_ per Sam Raskin has been a jewelry retailer for 

— cvonty-f0ut years. The store manager at Wood's is 

af n. | 

me! Pray geared to serve middle class citizenry and 

trafic has been developed through offering both sideline 

tems and jewelry at popular prices. = | ce Se _ mM 

Sam Raskin staunchly defends this variegated style of - , = 
merchandising. Sales of aluminum pans have frequently 
led into sales of watches and rings. The housewares de- 

artment, featuring aluminum ware, dishes, etc.. draws 
many family groups, and extends the wife with an aspira- 
tion to own a new watch an opportunity to get her hus- 
band within selling range of this merchandise. 

Jewelry displays are cleverly woven throughout the 
store so they cannot be overlooked and will attract the 
attention of the customers seeking a camera or a set of : 
dishes. Camera, typewriters, appliances, housewares, 

The more traffic you get in your store, the more jewelry and lamps mingle with jewelry items at Woods 
you sell, believes Mr. Raskin. He believes further that st or “aa ae yw ace 
every customer who enters his store is a potential buyer ; 
for a new watch, a ring, etc. By exposing more people 
to his jewelry lines, he feels he has opened the door a 
little wider to boosting sales. 

Jewelry salesmen at Wood’s are “alerted” to be on 
their collective toes for customers of sideline departments 
who show an interest in the store’s jewelry lines. When, 
for example, a husband strays away from a wife shopping 
for chinaware to look at watches, a watch salesman is 
ready to answer questions and bring a variety of watch 
styles out of the showcase for close perusal of the cus- 
tomer. 

“Families are big in Wichita, and most of them own 
their own homes, with the result that housewares generate ) : 
considerable traffic. Every sideline sale is tied in with - z= 7 
our effort to sell more jewelry,” said Mr. Raskin. — — 






























EIGHT PER CENT OF GROSS FOR PROMOTION — 


Diamonds, watches, silverware, and promotional items 
—dishes, lamps, aluminum ware, glassware, etc.—are 
featured most prominently in the firm’s advertising lay- 
outs. Sixty per cent of the eight per cent of gross sales 
allocated for promotional purposes is assigned to news- 


: <a “hy v » Ke Re . 


















paper display ads, twenty-five per cent is allocated for Carrying a large selection of sideline goods 

radio advertising, and the remaining fifteen per cent is has not overshadowed primary function of the 

Aaieitnil ne: petite alee store —selling jewelry. Displays are clev- 
” g. erly interwoven throughout interior of store. 
Newspaper advertising strategy involves devoting a 

healthy portion of the space to sidelines since there is no 

attempt to minimize this merchandise. A quarter-page doubled, new blonde maple show cases and wall cases 

advertisement may turn the spotlight on aluminumware were added. The store is located a couple of steps off 

while an ad featuring watches may also include copy Market Street, main street of the city, on Douglas Street. 

publicizing an iron, a toaster or a new shipment of Sales of sidelines and jewelry climbed twenty per cent 

cameras. . during the summer of 1947. Sixty-five per cent of the 

| However, to be sure that the store is “typed” as a business is done on a credit basis. 

jewelry store, primarily, there is a lot of general copy A complete watch, jewelry and crystal repair shop is 

advertising featuring jewelry brands and the services fur- operated. 

[os _ department. seieon aaiake “Our ability to fit all types of crystals, and our reputa- 

_ the 31-foot-wide by 60-foot-long building is laid out tion for giving on-the-spot crystal fittings, has helped 

in orderly departments. The curved plate glass windows build traffic,” said Mr. Raskin. 

in front have the effect of leading a customer into the Ring-cleaning, minor repair work, watch bands and 

store. Ina store modernization, begun in August, 1945, engraving are services performed free by the repair shop. 

and completed in August, 1946. the floor space was (Please turn to page 222) 
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Small Jeweler 


Must Advertise 





As a result of a high ad budget 
Thomas Colgin, San Mareos, Tex.. 
jeweler, has almost doubled the 


size of his store—and sales! 


AN the small jeweler afford to advertise? 

“He can't afford not to,” says Thomas Colgin, own- 
er of the Colgin Jewelry Store in San Marcos, Texas, and 
on his own experience, certainly seems to confirm his 
opinion. 

Starting in business in 1944 in a single small store 
unit, with one paid employee, Mr. Colgin has doubled his 
floor space, added three more people to his staff, and 
multiplied his annual sales to five times the amount of 
business he did in his first year. He attributes his suc- 
cess to his consistent and vigorous advertising. 

Although his business is small and located in a town of 
less than 10,000 inhabitants, Mr. Colgin spends propor- 
tionately much more for advertising than do most jewel- 
ers. In 1947, ten per cent of his gross sales volume was 
budgeted for this purpose. About half of this was used 
in the two weekly newspapers in San Marcos; about one 

(Please turn to page 222) 
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by STELLA WOODALL 


Colgin's occupied only 
half of this store when 
starting in 1944 now 
needs entire premises. 





Watch and clock repair department 
is, Colgin feels, an excellent ad- 
vertisement for his small store. 
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Relating window displays with ads 
results in greatly increased cus- 
tomer interest according to Colgin. 
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4 Independent Surveys show an 


OVERWHELMING 
PREFERENCE 


for 
ONSON 


@ Not ONE but FOUR recent independent 
surveys tell the story... No, they weren’t 











our surveys. They were made by “American 
Legion” magazine, “Sports” magazine, Crow- 
ell-Collier Publishing Co., and another equally 
great publishing house.* Each showed a tre- 
mendous preference for Ronson, by both men 





and women, over any other lighter. 


e 7 ; ou a 
Press, it’s lit! Safely out the These a. 2 le fi ndings may give you an 


Release, it’s out! inatamne rans idea, Mr. Dealer: 
A - _ your finger! 


¥& SEVEN OUT OF TEN PREFER RONSON 
LIGHTERS FOR THEMSELVES 


¥* SIX OUT OF TEN WOULD BUY RONSON 
AS A WOMAN’S GIFT 


¥% SIX OUT OF TEN WOULD BUY RONSON 
AS A MAN’S GIFT 











Here is product preference, both for self- 
ownership and gift-giving, that has no par- 
allel. And remember, the desire to buy a 
RONSON for self-use knows no off-season. 
Couple that with the tremendous popularity 
of RONSONS for daily gift occasions, birth- 
days, anniversaries, weddings and other re- 


66 : | 
WG) (25) ” curring events, and you have complete as- 
2 Usdin TUNE IN ON Ronson’s 


surance of continuing day-in-day-out heavy 





WORLD’S GREATEST LIGHTER 





“20 Questions”...every Saturday night...(Sunday nights, 











Pacific Coast), Mutual Network. For time and station, see demand for the RONSON line straight 
your local newspaper. through "48. 
RONSON ART METAL WORKS, INC., Newark 2, N. Je *Name withheld for publisher’s policy reasons 


FOR JANUARY, 1948 179 


















Hollywood Columnist Louella Pa 

left, sets off her square-necked din 
ner dress with a beautifully designed 
diamond necklace. Film star Ida Lu- 
pino wears her diamond pin on a black 
velvet ribbon about her neck to lend 
an air of piquancy to her ensemble. 


Sonja Henie, below, lends elegance 
to her evening ensemble of a satin 
off-the-shoulder gown and an ermine 
wrap with a floral design necklace 
of diamonds centered with sapphires. 








Stars Set Pace 
In Jewelry Fashions 


FF the screen, as the candid camera will bear out, 
Hollywood’s notables love to dress up for dates. 
According to Helen Ewing, who works closely with such 
top stars as Irene Dunne, Edgar Bergen, and Dorothy 








by HELEN EWING 

Fashion Director 
Margaret Ettinger Agency, 

Hollywood, Calif. 


Left: Joan Fontaine of the screen, im 
private life Mrs. William Dozier, shown 
here with her husband, adds life to her 
black satin and tulle gown with diamond 
necklace, bracelets, earrings, and ring. 


180 ' THE JEWELERS’ CIRCULAR-KEYSTONE: 


















Diamond advertising is directed 
to two important audiences 
















To young people planning marriage . . . advertising on the 
engagement ring tradition is appearing in Life, Look, The 
Saturday Evening Post and Collier’s. With engagement-time 
portraits of young society women, painted by leading artists, 
this advertising shows that the diamond engagement ring 
tradition is favored by people whose names and ways make 


news... the people whom others follow. Helpful informa- 











tion on the factors that influence diamond value is given, also. 





To women of fashion . . . advertising in Vogue and Harper’s 





Bazaar stresses the timeless beauty and fashion-leadership 


of diamonds. 


Both of these campaigns, using striking four-color pages, are 
part of the continuing effort to stimulate and encourage your 


diamond sales. 






promotes your business 









YOUR diamond promotion includes . . . 






ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 








PUBLICITY in newspapers, magazines, on the radio. 






MOVIES—‘‘The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 








° All are designed to help maintain your diamond 
. volume. 





idated Mines, Ltd. 






Lamour, “Film celebrities like to go formal. Even though 
they must spend so much time dressed up for the screen, 
when it comes to a white-tie-and-tails premiere, you'll find 
them turning out in droves.” 

A good example was the recent filmland premiere of 
J. Arthur Rank’s “Black Narcissus,” to which it seemed 
that all the stars in the Hollywood galaxy flocked—as well 
as 15,000 star-struck fans, scores of photographers, out- 
standing radio fashion commentators, and more than 
100 columnists and fan magazine writers. 

The fans “ohed” and “ahed” at the fabulous display 
of glittering gems, furs, and gowns worn by such well- 
dressed feminine luminaries as Mrs. J. Arthur Rank, 
Joan Fontaine, Ida Lupino, Esther Williams, Mary 
Livingstone, Janet Blair, Rosalind Russell, Norma Shearer, 
Louella Parsons, and Gracie Allen. 


Barbara Stanwyck, Mrs. Robert Taylor in 
private life, asks husband's opinion of 
her new solid perfume. She wears a lynx 
cape over her dinner gown with matching 
diamond and sapphire bracelet and ring. 


Well known film star Norma Shearer, left, 
highlights her white satin  off-the-shoul- 
der gown and ermine wrap with her diamond 
necklace of unusual design and earrings. 


Esther Williams, left, and Janet Blair 
both chose circle diamond earrings and 
diamond necklaces. Miss Williams’ is 
centered by small diamond fleur-de-lis. 


Motion picture stars know that their off-screen ward- 
robes have a great influence on styles, and because they 
realize that what they are wearing in private life helps 
their fans form an impression of them, they devote a lot 
of thought to their personal attire. 

The Ettinger Agency receives scores of requests daily 
from columnists for fashion news about the stars for 
whom Miss Ettinger serves as publicity counsel. Miss 
Ewing, whose forte is fashions and who has an outstand- 
ing knowledge of gems, particularly diamonds, has the 
enviable job of finding out what’s new in the way of 

(Please turn to page 224) 
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. Like a Diamond in the sky.” 


ra ee 


From the tiniest satellite to the most magnificent luminary... the 


oA Te at 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 
HARRY WINSTON. 


oi. oy See See 2 Be OY Saw 2 See fen OF Wa & © 


SEVEN EAST EIFTY-FIRST STREET*NEWYORK 
220 WEST FIFTH STREET- LOS ANGELES 
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Physical Properties Used in the 





Determination of Jewelry Stones 


4. Specific Gravity 


HE old brain-twister, “which is heavier, a pound of 
iron or a pound of feathers,” emphasizes a differ- 
ence which we implicitly understand but sometimes find 
difficult to explain. This is the property known as specific 
gravity or density. The specific gravity of a substance is 
merely an expression of its weight in relation to the 
weight of the same volume of water at 4° C. 

Since the development of the refractometer and polari- 
scope as gem testing instruments, their use has for the 
most part eliminated the specific gravity test in the deter- 
mination of gemstones. Inasmuch as both of these instru- 
ments give rapid determinations of diagnostic physical 
properties, it is hardly sensible to waste the time and 
mental effort on density tests with its more or less in- 
volved procedure. Furthermore, the density tests are only 
suitable for unset stones, and most of the methods give 
accurate results with only fairly large stones. However, 
in order to present the complete story of gemstone testing, 
the specific gravity method must be considered. 

A block of stone one foot on an edge will weigh be- 
tween two and a half and three times as much as water, 
if we can imagine such, in a chunk one foot on an edge. 
We say then, that the specific gravity of the stone is 
2.5 or 3 or 2.8, or whatever number of times more 
the stone weighs than the water weighs. This is abbrevi- 
ated to $.G. = 2.5, etc. The reason that the stone weighs 
more than the water is that the elements of which it is 
composed, silicon and iron and potassium and magnesium 
and aluminum and oxygen and sodium and calcium, are 
heavier elements than the hydrogen and oxygen, which 
make up the water. In the water the hydrogen and 
the oxygen are combined in a definite ratio of 2 to 1 
(chemically we designate water as H2O), hence any unit 
of water, if pure and at the same temperature, always 
weighs exactly the same. On the other hand, the make up 
of the stone was not specified, one block may have more 
iron and magnesium and the heavier, nearer S.G. = 3, 
while another may have less of these heavy elements and 
more silicon and aluminum and sodium and be lighter, 
with an S.G. nearer 2.5. 

If we look closely at our two stones we will see that 
they are made up of grains which are different in appear- 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


ance. Some grains may be white or pink and break in 
smooth surfaces, while others may be black and still 
others are gray. These are the mineral constituents of the 
stone, it is actually their differences which determine 
which stone is heavier, for the elements we have men- 
tioned are combined into more or less fixed ratio com- 
binations, just like the H,O, and consequently they do 
have distinctive specific gravities. It is their varying pro- 





Fig. 1. Determining specific gravity of stone with a balance. 


portions which is responsible for the variation in the 
S.G. of the rocks. When we deal with jewelry stones we 
are dealing with large pieces of single minerals and each 
mineral has its own distinctive S.G. range. Hence, by 
determining the S.G. of a stone, we are well on the 
path of identification. There was a time when this was 
considered an essential test, usually today we can make a 
certain identification without having recourse to this addi- 
tional physical property. 

The specific gravity of a mineral depends upon several 
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factors. Primarily, it is determined by the elements 
present, zirconium is a heavy element, hence zircons have 
high specific gravities; silicon is a light element, hence 
the quartz varieties have low specific gravities. There is 
another factor involved however, and this is the closeness 
with which the atoms are packed into the substance. An 
excellent example is the difference between graphite and 
diamond. Both are carbon, but diamond has a gravity 
of 3.52 and graphite but 2.15. Obviously, there must 
be a whole lot more carbon atoms squeezed into the 
same amount of three dimensional space in the diamond 
than there are in the graphite, Fig. 2. This is revealed 
in other ways, too; there is a rather indefinite, or at 
least a still uninvestigated, relationship between the close- 
ness of the atomic packing, the hardness, and the refrac- 
tive index. Sapphires and rubies (corundum mineralogic- 


Fig. 2. Density of a 
material or closeness 
with which atoms are 
packed together .is a 
determining factor in 
its specific gravity. 





ally) are made of the relatively light elements aluminum 
and oxygen. However, the hardness of 9 and a refractive 
index of 1.77, coupled with a S.G. of 4.00 all indicate 
that the atoms are closely packed and tightly bonded 
together. Less dense packing, but tight bonding between 
the atoms is found in the silicon oxide minerals the 
silicates, hence we find that, though light, many of them 
are relatively hard and include several of the jewelry 
stone minerals. On the other hand, high gravity and high 
refractive indices characterize lead and arsenic minerals, 
but in this case the weight of the metal element is 
responsible for the specific gravity, for all of the lead 
minerals are very soft. 

The classic method is that worked out by Archimedes, 
who suddenly realized that the volume of an object could 
be determined by the water it displaced. The weight of 
this water, which naturally is equal to the loss of weight 
of an object when it is immersed in water, need only be 
divided into the total weight, to determine the specific 
gravity. The problem then is reduced to the very simple 
one of weighing the object in air and in water. The dif- 
ference in weight is the weight of the volume of water 
it has thrust aside upon immersion. This difference. 
divided into the original weight, gives a multiple, say 3.1. 
and that is the specific gravity desired. 

The formula can be written thusly: 

Weight in air 





= Specific gravity 
Weight in air minus the weight in water 

Let us take an example: A stone is weighed and weighs 
15.35 carats. In water it is re-weighed and weighs 11.52 
carats. This is subtracted from 15.35 and equals 3.83. 

Now in our formula: 

15.35 — 3.83 = 4.007 

The stone then has a specific gravity of 4.00 and on our 
table we find it must be sapphire or ruby. 
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Table of Specific Gravity of the Better Known 


lodide 


Methylene 


The Bromoform range 


Clerici’s solution range 


Amber 
Bakelite 


Opal 
Obsidian 


Serpentine 


Feldspar 
Variscite 
Chalcedony 
Quartz 

Beryl] 

Pearl 
Turquoise 
Lapis Lazuli 


Phenakite 


Nephrite jade 


Tourmaline 
Euclase 
Kunzite 
Apatite 
Diopside 
Jadeite 


range 


Peridot 
Diamond 
Sphene 


Spinel 


Benitoite 
Grossularite 
Chrysobery] 


Corundum 
Zircon 


Spessartite 
Rutile 
Hematite 


Precious topaz 


Synthetic spinel 


garnet 


Pyrope garnet 
Andradite garnet 


Almandine garnet 


Stones 


1.07 (floats in saturated 


solution ) 
(sinks in Saturated 
solution ) 


salt 


1.30 
salt 


(might be conf 
, used wij 
ja de) ith 


( and higher because of 
pyrite inclusions) 


2.96 
2.96 
3.03 to 3.09 
3.10 
3.18 
3.20 
3.29 
3.33 


( this is the method of 
distinguishing it from 
jadeite) 


3.34 
3.92 
3.93 
3.54 
3.60 
3.62 
3.67 
3.70 
3.71 
3.75 
3.84 
4.00 
4,024.68 
4.05 
4.16 
4.2] 
9.05 


(very wide range, blues 
and white 4.68) 





When this test is used the jeweler usually adapts his 
balance with a makeshift bench which supports a water- 
filled glass beaker above one p2n, and suspends some sort 
of a basket into the berker from the hook at the top, 
Fig. 1. It is important that this be all made secure and 





Fig. 3. Use of the 
bottle in determining specific 
gravity of a stone is less com- 
plex than balance method and is 
possibly a_ little more accurate. 


pycnometer 


as it will be when the stone is placed in the basket in 
the water before the weight in air is found. Usually a 
standard set-up is made and a counterbalance for the 
basket placed in the weight pan, eliminating it from the 
weighing. The stone is then weighed on the opposite pan, 
for the weight in air. Then the stone is placed in the 





(Please turn to page 225) 
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or the approaching Spring ...R&§$ 
presents new selections of fine Gemstone 
rings ... featuring genuine stones of selecte 
quality in exclusively designed 14 Kt. Gold and 


Platinum mountings . . . These extensive collections 


include rings to retail from $25 to $5000. 
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by JACK BROOKS 


The jewel room at Garrard's. 
The firm is responsible for 
the condition and safety of 
the Royal Regalia at public 
functions and, when the Royal’ 
family leaves England, the 
firm sends a man along just 
to keep the jewels in shape. 


Garrard’s, of London. 


Keep Royal Jewels Fit 


HEN the British Crown Jewels, valued on a post- 

: war basis at approximately 80 million dollars, 
were recently driven through London streets in a plain van 
under Scotland Yard supervision from a West-end jewelry 
establishment back to their home in the Tower of London 
people, especially our friends in America, commented: “So 
that was the secret hideout! But why Garrards . . . who are 
Garrards, anyway?” 

Well, Garrards & Co., Ltd. (Crown jewelers and gold- 
smiths, you should know) were established in the Hay- 
market in 1721 and their background, rich in tradition and 
a close association with royalty, spans a period embracing 
six reigns and three centuries. 

Which is going some. 

For more than 200 years the Garrard portals have been 
honored by the big names in history. Being Crown 
jewelers the firm is responsible for the condition and 
safety of the royal regalia at public ceremonies, the 
maintenance and security of the settings and the mount- 
ing of all British national treasures. A partner of the firm 
has even accompanied royalty abroad in an official ca- 
pacity as jeweler to the Crown. What more natural then, 
that Garrards, during the uncertainties of modern war- 
fare and the threat of enemy invasion, should supervise 
the safety of the national jewels. 

Since the old Haymarket days when Mayfair was 
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mostly green fields threaded by small tributaries of the 
river Thames and hay was actually sold in a market in 
the thoroughfare, the firm has blossomed in its new home 
at Albemarle and Grafton streets. 

It was from here that the many-shaped boxes contain- 
ing the royal jewels were, after transit from the vaults to 
the street, conveyed to the Tower in an unpretentious van 
that, so far as the general public was concerned, might 
have been hauling just plain fresh herrings or Libby’s 
pure-leaf lard. 

The Crown Jewels were, of course, whisked away from 
their show place in the Tower alongside Old Father 
Thames for safekeeping during the war years. Their hide- 
out was a well-kept secret. When the socialist government 
put the nationalization of the Bank of England at the top 
of its socialization program it is reputed there were cynics 
unkind enough to remark: “Ho! So that’s where the 
jewels are!” 

The milestones in the march of royal ceremonial 
pageantry mark the progress of this jewelry house where 
many of the most outstanding contributions to the na- 
tional jewel treasury have been designed and created. 

One of the earliest notables to become a customer of 
the firm was the Duke of Wellington, and one of his first 
commissions in 1816 was for his coronet which cost him 
the equivalent (at 1947 exchange rates) of 110 dollars, 
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The Magic Circle diamond that your customer buys is guaranteed. This printed 


guarantee form, handsomely done in two colors is a handy sales clincher for every 
jeweler and is offered without charge as part of the vast merchandising and promotional 
program behind Magic Circle diamonds. This guarantee adds prestige to your store 
and engenders greater faith and confidence for you and your customers as well as 
helping to make more profitable diamond sales. And, Magic Circle diamond, with its 
specially cut and highly polished girdle that adds extra brilliance and even gives the 
impression of greater size is an outstanding value...today and ALWAYS! 


If you aren't familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 
diamonds in your city. In addition, Magic Circle diamonds may be purchased 


loose or mounted. — 


Magic Circle Diamonds are Created and Produced ty 
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This 200-year-old London jewelry 
firm has the responsibility of 
ereating and maintaining all of 


the gems used by the Royal Family. 


including its leather case! It was the “Iron Duke,” too, 
who was so intrigued with the ceremony of re-cutting the 
Koh-i-Noor in 1852 that he assisted Garrards by placing 
the stone in position for the operation on the first facet. 
The duke died the same year. In “The Story of Garrards, 
1721-1911,” published by Stanley Paul & Co. in 1912, 
there is an amusing account of the operation as published 
in the London Punch of that period under the heading: 
“The Koh-i-Noor cut and come again.” 

It seems that two skilled operators had been brought 
over from Holland, and a steam-engine was specially 
erected to assist in the operation. Mr. Punch says: 

The Dutchmen, with the characteristic audacity of 
their race, pronounced the operation possible; and, 
fortified by this opinion, the parties had, for the first 
time, the spirit and liberality to order the “requisite 
machinery,” consisting of a small “steam-engine” of 
from two to four horse-power—a force something be- 
tween a Blackwall ’bus and an ordinary coal wagon. ... 
After describing the operation at which the Duke of 

Wellington assisted, Mr. Punch goes on: 

We notice a short off-hand allusion to Mr. Garrard 
having fallen through an aperture and broken his leg, 
but we hear nothing more of this, and the account of 
the operation on the Koh-i-Noor is proceeded with. Mr. 
Garrard might, it seems, have been broken to pieces, 
and left to collect himself as he best could, without 
exciting one hundredth part of the sympathy that would 
have been claimed by the reporter for the Koh-i-Noor 
if it had sustained the smallest possible damage. As the 
operation on the Mountain of Light is to be a work of 
several months we shall, of course, be favored with a 
regular series of bulletins, but we hope we shall not be 
stigmatized as brutes wholly insensible to the beauties 
of the Koh-i-Noor, if we admit that we shall hear with 
more pleasure of the restoration of Mr. Garrard’s leg, 
than of the favorable progress of the diamond.” 

Three years later the jewelry house turned out the 
jeweled pendant presented by Queen Victoria to Florence 
Nightingale in recognition of her nursing services in the 
Crimean war, and followed this in 1862 with the suite 
of diamonds and pearls, the gift from the City of London 
to Queen Alexandra. In 1893, the occasion of the mar- 
riage of King George V and Queen Mary, there were 
numerous costly commissions, including the gift pearl 
and diamond tiara of the girls of Great Britain, the com- 
bined counties’ gift of three rows of superb pearls, and 
the pearl and diamond collar gift of the Corporation of 
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Garrard's was given the tricky assignment of in. 
corporating the huge "Star of Africa" (516i, 
carats) into the Royal Sceptre. At left, the Scep. 
tre before the diamond was added. At right, the 
Sceptre, containing the diamond, as it is today. 


London. Then, as now, the firm supervised the safe 
transit of these royal wedding presents, using a horse. 
drawn omnibus instead of the modern type of motor 
vehicle. 

An outstanding Garrard contribution to the mag. 
nificence of the royal regalia was the work entailed in the 
alterations to the St. Edwards and the Imperial State 
Crowns in 1902 for the coronation of Edward VII and 
Queen Alexandra, but an even more remarkable piece of 
craftsmanship transpired nine years later when portions 
of the Cullinan diamond were introduced into the Sceptre 
of the Empire. This operation required the superimposi- 
tion of the great 5161-carat stone without disturbing the 
original form and distinctive workmanship of the jeweled 
symbol. 

The Imperial State Crown made originally for the 
coronation of Queen Victoria has undergone reconstruc- 
tion at the hands of the firm. Diamonds alone appear in 
the Crown for the Queen specially designed and made by 
Garrards. None but British hands have touched it. Light- 
ness of weight, paramount here, is achieved by the 
extreme delicacy of the setting which may be described 
as ‘being practically invisible. The weight of this crown 
has been held to under 19 ounces. 7 

In 1911 this jewelry house made the insignia of the ¥ 
Queen’s Garter and the Imperial Durbar crown contain: 7 
ing some 6,170 diamonds. : 

Throughout the past three decades the firm has con-~ 
tinued to hold the confidence of the Royal House, and” 
has been entrusted with many interesting pieces of work. ” 
As a member of the company points out, the Imperial 
State Crown has been re-made as recently as 1937—after 
99 years of wear. In that year, too, Garrards designed” 
and made the new crown in diamonds and platinum for 

(Please turn to page 226) 
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the 
diamond 
that 
speaks 
for 


itself... 


Here‘’s the radiant diamond that 
tells its own sales story. The “talking 
point’ is the gleaming, continuous 
circle of light that rims the girdle. 

It speaks of greater size 
appearance, lovelier beauty, 


more blazing brilliance. Feature the 





diamond that speaks of greater 
sales . . . greater profits . . . and 


you feature the finest. 
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THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 
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Extracts from the ‘Platinum 
and Allied Metals’ Chapter 
of the Bureau of Mines’ 


Minerals Yearbook for 1946. 


HE jewelry trade was by far the largest outlet for 

platinum in 1946, taking 61 per cent of the total sold. 
More platinum being sold to the jewelry trade in 1946 
than in any previous year. The record sales to the jewelry 
trade, however, were more than offset by drastic declines 
in demand by the chemical and electrical industries. 

About half as much palladium was refined in the 
United States in 1946 as in 1945, comprising only one- 
seventh of sales, which established a new record. Quantity 
of palladium sold in 1946 was only 7 per cent less than 
that of platinum. The deficit in palladium was met by 
importing 187,555 ounces of refined metal in 1946. The 
electrical industry again was the largest buyer of palla- 
dium and was responsible for most of the gain in total 
sales. However, demand by the jewelry trade, the second 
largest outlet, was slightly stronger than in 1945. 

Much less of the other platinum metals—iridium, os- 
mium, rhodium, and ruthenium—was refined than in 
1945; this output was also substantially smaller than 
sales, which were greater for each metal except rhodium. 
The smaller recoveries by domestic refiners were supple- 
mented by imports. Iridium and ruthenium were in much 
demand by the jewelry trade in 1946. Sales of rhodium 
were 26 per cent less than in 1945. 

Imports of platinum metals into the United States estab- 
lished a new high in 1946; they were 6 per cent more 
than in 1945, the previous record year. 

Figure 1 shows graphically the trend in world produc- 
tion of platinum metals from 1914 to 1946. 


CRUDE PLATINUM PRODUCTION 


Mine returns for 1946 show a production of 22,882 
ounces of crude platinum metals in Alaska and 67 ounces 
in California—a total of 22,949 ounces; comparable 
figures for 1945 are 26,505 ounces of crude platinum 
metals ‘in Alaska, 43 ounces in California, and 3 ounces 
in Oregon—a total of 26,551 ounces. The Alaskan pro- 
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Fig. I1—World production of platinum metals 
from 1914 to 1946. Interior Department Chart. 


duction, which contains about 90 per cent platinum metals 
and a little gold, came from placer deposits in the Good. 
news Bay district of southwestern Alaska. The output in 
California was a byproduct of gold placers in Butte, 
Sacramento, Shasta, Siskiyou, and Yuba Counties. 

Many gold and copper ores in the United States con. 
tain small quantities of platinum metals. In 1946, 3,363 
ounces of platinum metals were recovered as byproducts 
of refining gold and copper ores compared with 4,495 
ounces in 1945. 

Purchases of domestic crude platinum metals by buyers 
in the United States were reported from the following 
sources in 1946: Alaska, 22,882 ounces, California, 215 
ounces, and Oregon, 6 ounces—a total of 23,103 ounces 
(27,070 ounces in 1945). Domestic buyers also reported 
purchases of 42,813 ounces of foreign crude platinum 
metals from Colombia, 2 ounces from Canada, and 569 
ounces of osmiridium from the Union of South Africa in 


1946—a total of 43,384 ounces (29,571 ounces in 1945). 


RECOVERY OF REFINED PLATINUM METALS 


Reports from refiners of crude platinum metals, gold 
bullion, nickel, and copper indicate that 101,778 ounces 
of platinum metals were recovered in the United States 
from such sources in 1946—a decrease of 50 per cent 
from 1945. Of the new metals recovered in 1946, 70 
per cent was chiefly from concentrates from Canada and 
crude from Colombia, 27 per cent from domestic crude 
(chiefly from Alaska) and 3 per cent a byproduct of 
gold and copper ores. 

Also, in 1946, 72,637 ounces of secondary platinum 
metals were recovered from the refining of scrap metal, 

(Please turn to page 230) 
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The only stone house specializing exclusively in GENUINE ZIRCONS, 
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we have available for immediate delivery any quantity of beautiful blues and whites in all sizes. 


Qualities for every grade of jewelry from Sterling to Platinum. 


James A. Drt ing Co. 
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iB THIS example of successful jewelry re-designing, Sol Kaufman has taken the 
stones from the assorted items shown in the light-shaded panels at left and used 
them as the basis for the medern pieces appearing in the dark panels, right. 

Three large diamonds, together with the melee, have been taken from the three old 
pieces in the upper panel, and incorporated into the ring. 

A similar treatment has been employed in the case of the items in the lower panel: 


diamonds from the brooch, pendant and ring being used to create the graceful- 
looking pin. 


194 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















~ ghe Modern Jeweler’ 








SSN aa OST & mas we ° ‘sin SS 
SR 






Schif {man’s 
Jewelers Since 1893 
Greensboro, N. C. 






Arnold A. Schiffman, C. G. 






Moora JEWELERS ARE EVERYWHERE! Alert, progressive retailers 
and wholesalers study gemology and become professional men who know 
the variety and species of all gemstones . . . know how to grade the 
diamond scientifically and to judge its relative merits . . . are able through 
scientific tests to accurately establish the identity of any gemstone. Modern jewelers fascinate 


you with colorful legends of gemstones such as the famed Kohinoor Diamond .. . they are 
gemologists who really know more about all gemstones ... they have the trust of their cus- 
tomers because they, themselves, know ... they don’t guess! 


Arnold A. Schiffman, C. G., Modern Jeweler of Greensboro, North Carolina, graduate of 
the Gemological Institute of America and vice-president of ANRJA says, “Customers recognize 
the advantage of dealing with firms who have made a study of gemology. The factual and 
ethical approach of GIA Courses has proven of great benefit to our organization. We now have 
one GIA graduate, three employees well advanced in their gemological studies and two others 
enrolling in 1948. There is great value in gemological education and research . . . we hope to 
be an influence in furthering this work all over the United States.” 


You will find the same advantages in the study of gemology as do Arnold Schiffman and his 


able staff of employees. 
Send for the GIA course brochure and you will instantly see why your enrollment in GIA PPROVED 
Correspondence Courses is the best dollars-and-cents investment you can make. A FOR 


yETERANS 





GEMOLOGICAL INSTITUTE of AMERICA © soso: 


*No. 1 in the Modern Jeweler Series 541 SOUTH ALEXANDRIA AVE., LOS ANGELES 
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“s O one has ever devised a merchandising scheme,” 

said one of the nation’s most eminent multi-mil- 
lion dollar sales promotion managers recently, “to beat 
the contest as a tool for forcing attention on the product 
or the store being featured, for selling an idea, or for 
bringing about immediate and heavy sales of merchan- 
dise.” 

Ever since the beginning of modern sales promotion— 
and before—the contest has been a favorite tool of mey- 
chandisers. It has been instrumental in making possible 
immediate national distribution of new products of every 
description. It has made obscure companies famous over- 
night. It has done a variety of other merchandising jobs 
ranging from building mailing lists to overcoming season- 
able slumps. 

National manufacturers of many kinds have used con- 
tests successfully. Wholesalers, and service organizations 
have done likewise. But the most spectacularly successful 
sponsors of all have been retailers. 

Contests offer an ideal tool for making possible sudden 
(and often lasting) volume increases for jewelers, but 
there are pitfalls in their use. Employed rightly and han- 
dled just so, they are one of the sharpest sales promotion 
tools in the kit of selling ideas. But used wrongly or 
blindly, they can boomerang on the user to wreak enor- 
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by DANIEL MORRIS 


mous damage to his standing in the community to his 
volume figures. 

It is necessary to know—as Evan Llewelan Evans re- 
marked in The Hucksters—exactly where the contest user 
is going. He may want to force quick public recognition 
of a new store, a new service, or a new department. He 
may want to make sales jump in a certain department, or 
in the store as a whole. He may want to build a mailing 
list. He may want to bring traffic into the store. Con- 
tests have been used to accomplish these objectives and 
many others. It is vitally necessary to know what the 
contest is to do. Then it is necessary to tailor the prizes, 
the methods of presentation, and the judging around the 
end that is sought. 

Let’s look at the steps necessary in planning and ex- 
ecuting a successful jewelry store contest. The first step 
is to decide what the contest should accomplish. Here 
are the ends which most contests aim at achieving: 

Making a smash impression on the public for a new 
department, a new service, a remodeled store, a new line 
of merchandise, or an entirely new store. 

Increasing store traffic. The traffic, in turn, is counted 
upon to produce added sales through either direct selling 
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by store salesmen and saleswomen or by the suggestion 
selling of displays—or both. 

Overcoming seasonable slumps. Some jewelry and 
many gift lines do not sell as well in certain seasons. They 
can be stimulated during off seasons by contests. 

Injecting new interest into store advertising, making it 
something that is eagerly rather than reluctantly read. 

To teach new uses for jewelry or gift lines. Sales of 
such “fashion-line” items as costume jewelry can often 
be stimulated by contests built around new uses. In the 
case of costume jewelry, the contest would be built 
around how to dress better using more costume mer- 
chandise. 

Selling in a tough competitive set-up. Where many 
jewelry stores compete with each other for a share of too 
few customer dollars, a contest can often help one store 
to steal a march on its competitors. 

Making new customer friends and bringing in new 
charge or credit accounts. 

Increasing the average purchase amount. If the aver- 


age silverware purchase, for example, is five dollars, 
larger unit purchases can often be stimulated by giving 
a “ticket” or an entry blank with each ten dollar pur- 
chase. 

Often contests also aim at securing new names for the 
store mailing lists. These are expected to produce dollars 
over a long term period through direct mail advertising 
offers. Occasionally, a jeweler wants a striking new 
name for his store or for a recently-opened department. 
A contest can bring in floods of usable names, plus the 
sales stimulation that it makes possible. 

The first step is to decide which of these—and other— 
ends the contest is meant to achieve. Then, with a 
knowledge of the job to be done, the means for doing it 
can be intelligently decided upon. 

What sort of contest shall it be? The first step de- 
termines the kind of prize. The prizes must appeal to 
customers or prospects whom we are trying to attract 
through the contest. If a new children’s department fea- 
turing baby cups, spoons, silverware and other gifts is 
to be heralded by a contest, then obviously only mothers, 
aunts. grandmothers and prospective mothers should be 
considered as entrants. The prize will be one to appeal 
to them, and only to them. 

If a new diamond section is being opened, then there 
are two main classes whom we want to reach: the young, 
who are thinking of marriage. and the fairly well-to-do 
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who can afford diamonds without the push of 
such as a wedding. 

By and large, it is best to offer merchandise prizes 
rather than cash. A merchandise prize can be selected 
that will make its strongest appeal to the particular class 
of persons whose immediate and future business is de. 
sired; and it has an additional advantage: it makes Dos: 
sible selling of the store and its merchandise in a manner 
that a cash prize does not, because advertising used to 
promote the contest can legitimately play up the desira. 
bility of the prizes without detracting from its primary 
function of pushing the contest. 

There are only a few general types of contests. These 
are the contest which calls for a testimonial in the form 
of a letter, an essay, completion of a twenty-five word 
sentence, limerick or verse; contests in which the cys. 
tomer is called upon to name something—a store, a de. 
partment, merchandise or a service; contests calling for 
solution of a puzzle, which can be as simple as a cross. 
word or as intricate as the jeweler can dream up; con. 


an Occasion 


Ever sinee the beginning of modern sales promotion—and before— 
eontests have been a favorite tool of merehandisers. However, 


there are pitialls in their use, as pointed out in this artiele. 


tests in which the entrant must suggest a new use for 
something; and “screwball” contests, such as one put on 
by a southern jeweler who froze a straw hat in a cake of 
ice and offered a prize to the passer-by who most nearly 
guessed the time at which the straw hat would thaw out. 
An old, familiar form of the “screwball” contest is the 
one in which entrants are required to guess the number 
of beans in a jar. 

Which is best for the jeweler? Again, that depends 
upon the objective to bé accomplished. If the contest is 
designed to bring about sudden public consciousness of 
a new store, a new department or a new line, the name- 
it contest is often an effective one. If it is to level out 
seasonable slumps, the new-ways-to-use it contest 1s 
usually a natural. For most other purposes, however, the 
testimonial contest is best. It offers several advantages: 

First, it is easiest to judge, since the judging is frankly 
a matter of opinion, and one man’s opinion—the judge's 
—must obviously be law. 

Second, it is better advertising because it forces the 
entrant to (1) at least visit your store so he can familiar- 
ize himself with it and the merchandise that you sell; and 
(2) it makes him sell himself. In the process of writing 
down reasons for shopping at Blank’s Jewelry Store, he 
must think up good reasons if he hopes to win a prize. 
If he discovers good reasons, he is usually more com- 


(Please turn to page 233) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











fordinal Liamentls Sine L diamentls 


The Cardinal Principles of Fine diamonds...color, clarity, proportion and brilliance 
...are guaranteed in a Cardinal Bonded Diamond Ring. A reputation for quality 
that has been built and maintained for more than 60 years. Each 
stone in a Cardinal Bonded Diamond Ring is selected 
with the greatest care. . . then mounted in 
modern settings of the finest 
precious metals... 





BONDED DIAMOND RINGS 


NATIONALLY ADVERTISED IN LEADING MAGAZINES 


CARDINAL DIAMOND SYNDICATE ¢ BAUMANN-MASSA JEWELRY CO., ST. LOUIS, MO. « E. BASTHEIM & CO., LOS ANGELES, CALIF. © J. M. BENNETT CO., MINNEAPOLIS, MINN. 
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Left—One of Maurmann's most im- 
pressive billboards features  sky- 
line with gems doubling as stars. 





This sign is on Stadium Way, one 
of Tacoma's heavily-used streets. 


These Billboards 
Are Both Seen 
And Remembered 





by LON FANALD 





HEN Alan Maurmann, after 10 years in one loca- Mr. Maurmann, in his shop, ex- 

tion, moved his jewelry store to a new location amines a photo of one of his signs. 
in the Winthrop Hotel block in the center of the Tacoma, 
Wash., downtown business section, he was faced with the 
problem of telling old customers about the new location 
and get them started that way as well as the ever present 
one of driving for new customers. 

Billboards were selected as the medium to get the story 
across. There are four main thoroughfares leading to 
downtown Tacoma. A spot on each of these highways was 
selected to which was added one downtown “hot-spot” 
location with a large stage-type board. Two of the four 
highway boards were at turns where they would face 








: . . This sign is located on US Route 
oncoming traffic, three of them being on the righthand 0 ene sills sath of Ba ae 


side of the road and one on the left. 

While no two of the boards carry exactly the same 
artwork and copy, all of them are of the same general 
style and all of them are conservative, if billboard copy 
can be called that. The essential elements in each of them 
are the name, “Alan Maurmann,” in large letters with the 
word “Jeweler” in somewhat smaller type, and the 
phrase, “In the Winthrop—777 Broadway.” The artwork 
which forms the background for the message is high 
grade and is different on each board. One shows the 
night skyline of Tacoma with diamonds for stars in the 
sky; another features a large sketch of a diamond, and 
so on. Three of the boards are lighted; two are not. a a 

Total cost on the five boards runs to about $250 per billboards, this one neverthe- 


less attracts much attention. 





(Please turn to page 233) 
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608 FIFTH AVENUE 
NEW YORK 20, N.Y. 





Cutting Works: London 
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Left — Jeweler Cleary's Time 
window featured nationally. 
advertised watches combined 
with Autumn motif. Below — 
Cleary's newspaper ad plugs 
J. R. Wood "Art Carved" rings. 





Brand-Names Promotion 


Boosts Jewelry Items 





Greenfield, Mass... merchants cooperate 
in successful 15-day program headlining 


nationally-advertised merehandise. 


REENFIELD, MASS., concluded its recent 15-day 
brand-names promotion with the conviction firm in 
the minds of the national manufacturers, merchants and 
the majority of the some 55,000 who participated, that 
the event was an outstanding success. 

Sponsored by the Brand Names Foundation, Inc., of 
New York, this promotion followed closely similar demon- 
strations staged by Pathfinder magazine in Nampa, Idaho, 
(JC-K, July 1946, page 300), Bridgeton, N. J., and 
Stroudsburg, Pa. 

Keynote of the whole promotion was the confirmation 
of the Foundation’s belief that the dramatization of the 
story of branded merchandise benefits both the retailer 
and the consumer as well as the national manufacturer 


by building buying confidence on the part of the con- 





sumer; assuring the manufacturer of loyal markets which Another Cleary window was devoted 
in turn encourages low-cost mass production; makes for to silverware produced ‘in Green- 
shopping efficiency by enabling the shopper to make field by Lunt Silversmiths. Place- 

: ae ni : settings were shown at bottom of 
known his wants with a minimum of words; provides window, hollowware on raised steps. 
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ready 
for 
an 
Imperial 

| * St. Valentine's 


and cases with jewelry and necklaces of 












Pearls by Imperial, both Cultured and Simulated 
...and display the Imperial St. Valentine’s Day 









Gift Package prominently. Men of sentiment and sensibility 
invariably choose Pearls as a 
St. Valentine’s Day offering .. . 
a token of love for the women 


they love ... 


Call our nearest office for your 


pearl and package requirements! 


ON THE AIR... Imperial participates in the new 
radio program “R.F.D.-AMERICA” sponsored by Ford 
dealers . . . listen Thursday nights, Mutual Network. 


iD Imperial PEARL SYNDICATE 


607 Fifth Avenue 

New York 17, N. Y. 

5 North Wabash Avenue 
Chicago, Illinois 

607 South Hill Street 

Los Angeles, Calif. 





LUCITE CASE WiTH ST. VALENTINE’S DAY CARD INSERT 
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Hollister's Jewelers also featured specimens of the craffts- 
manship of Lunt Silversmiths in their special window display. 


satisfaction for individual tastes with a branded product 
for almost every preference; survival of honest merchan- 
dise by rule of consumer choice; and, on the producer’s 
end, providing a constant demand for branded goods 
which helps stabilize factory employment, thereby provid- 
ing steady jobs for workers. 

An extensive program of events highlighted the city- 
wide promotion which included consumer “buymanship” 
classes which were attended by thousands of interested 
persons, trade demonstrations, fashion shows, brand- 
name quiz contests and awards for window displays and 
advertising. 

Some 350 manufacturers of branded merchandise 
shipped to Greenfield stores quantities of their latest and 
in some cases, scarce products. Both sides of Main 
Street were lined with up-to-the-minute window displays 
of this merchandise in eye-compelling showings, for the 
most part furnished and set up by the manufacturers. 

On the part of the jewelry industry, Greenfield’s Lunt 
Silversmiths played a prominent role with window dis- 
plays at the Joseph H. Hollister and James E. Cleary 
jewelry stores as well as participating in the local indus- 
tries showing with a large display. 

J. R. Wood & Sons Co. of New York, was represented 
at Cleary’s by their “Famous Ring Replicas,” with pic- 
tures of brides through three different periods of style 
and dress, in a prize-winning window which included the 
book “Rings Down Through the Ages,” a white bridal 
prayer book and rosary, an ancient Hebrew scroll mar- 
riage contract, present day marriage form blanks ob- 
tained from the local City Clerk, a framed company cer- 
tificate of guarantee and, the $325 Art-Carved ring to be 
awarded to the lucky Queen of the Brand-Name Quiz 
Contest. 

Another jewelry manufacturer to participate was the 
Speidel Corp. of Providence, R. I., with a “Golden 
Knight” watchband display at the Simmons Jewelry Store 
and a “Ming Tai” window display at Cleary’s. An en- 
larged replica of the Cleary window display was built 
inside the store as a greeting booth occupied by the 
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Another news- 
paper ad for 
Cleary's men- 
tioned the J. 
R. Wood “Art 
Carved" Ring 
to be won by 
the ''Brand 
Names’ Queen. 








Cleary's bridal window tied in "Art 
Carved" rings with marriage contracts, 
prayer books and marriage licenses. 


charming Marjorie Chin as “Miss Ming Tai” in person. 
Miss Ming Tai was a much photographed person, some- 
times alone in her Oriental costume and more often com- 
bined with “Johnny” of Phillip Morris fame, “Aunt 
Jemima” and other personalities. She made several radio 
appearances and recordings and signed hundreds of pro- 
erams, souvenirs, etc. 

All local organizations, including the Chamber of Com- 
merce, schools, churches, library, women’s clubs and ra- 
dio and newspaper cooperated in the educational part of 
the campaign. Consumers were treated to a daily pro- 

(Please turn to page 235) 
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— 
Why You Should Feature 
Bluebird Diamond Rings! 








|. Quality—each Bluebird Flawless gem is abeautiful blue Wesselton 





stone of fine make and exquisite color. 


All Bluebird diamond rings are backed by an honest guarantee 
of perfection. 


Add prestige to your store. 


First nationally advertised diamond ring line in America. Now 
appearing in 25 current magazines. 


Perfection lessens sales resistance. There’s pride in ownership of 
the best. 


Complete dealer advertising and displays. 
Modern mountings. 

Permanent registration, 

Low cost insurance. 


Handsome gold metal presentation boxes. 


Maybe a franchise is open in your community. Why not write the 
Bluebird Diamond Syndicate, 55 East Washington Street, Chicago 2? 


Remember, if it’s a Bluebird it’s a guaranteed perfect diamond ring. 
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Gontinuing Trend to Graceful Lightness 
Reflected in New Designs From Paris 


LEGANCE without extravagance, and dainty femininity of stvle. with graceful light- 

ness of design and workmanship, continue to characterize the trend in Parisian 

jewelry fashions. Reproduced above are a group of typical designs taken from the 

new January, 1948, Album of L’Officiel de la Bijouterie & Accessoires of Paris, a quar- 

terly portfolio of advanced jewelry styles by outstanding jewelry artists of the French 

capital whose work accurately reflects the current thinking of this renowned fashion 
center. 

While a variety of ideas is shown in the group of earrings at the upper right, it will 
be noted that the predominating characteristics of the designs as a whole is the use of 
graceful metal filaments mounted with many small stones. The construction of the 
earring with the stars at its tips is especially interesting. 

Publication of L’Officiel de la Bijouterie & Accessoires, which was interrupted by 
the war, has now been resumed on the quarterly basis, and an American office has 


been established at 41 Union Square West, New York. 
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LinpE Synthetic Sapphire 
and Ruby are identical in 
physical and chemical 
properties to natural gems 








Synthetic Star Sapphire 





and 





WITH A *“NATURAL” STAR 


Science has now reproduced the phenomenon 
of nature that causes the star to appear in sap- 
phire and ruby. The first public announcement 
of this achievement was made on September 
24th of this year. 

This is a real star—a “natural” star in every 
sense of the word, because it's inherent in the 
stone. 

In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 
comparable to the finest nature has given us. 

Only to the jeweler equipped for examina- 
tion are these gems distinguishable from nat- 
ural stones—to the naked and unpracticed eye 


they are not discernible from natural gems even 
when placed side by side with those of col- 
lectors’ quality. 

LINDE Synthetic Star Sapphires and Rubies 
are not mass-produced—that is why they vary 
in size, shape, and color, just as do the natural 
stones. Essentially a product of the laboratory, 
they are, and will continue to be, available only 
in limited number. 

Natural star sapphires and rubies compar- 
able to these superb LINDE synthetics command 
such high prices that they are far beyond the 
reach of most people. But LINDE synthetic 
stones offer the same lasting beauty within a 
moderate price range. 





LINDE Synthetic Star Sapphire and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM ° Telephone BRyant 9-4161 








Better Selling for Better Profits 





Part [TII: A Seven-Point Program 
For Your Sales and Merchandising. 


©¢ J T'S the way we handle today’s affairs that will de- 

cide the fate of our business tomorrow,” said a 
well-known sales authority recently. This supplies the 
text for a message of real importance to every jewelry re- 
tailer and his salesmen and clerks. 

Today, due to changing conditions, every retail store 
is faced with certain new problems. We need to be study- 
ing consumer wants and needs, analyzing markets and 
prospects, keeping an eye on our competitors. 

Your individual share in this situation is how to make 
money in spite of today’s difficulties, plus the task of 
building soundly for an increased business in the future. 

All types of jewelry stores now need an aggressive 
policy of going after business, rather than the passive 
attitude of just handling what comes along without any 
trouble. The pay-off once more depends on smart, in- 
- telligent operation. 

On this basis the following seven-point program con- 
tains some ideas you can apply directly to your own 
business. 

1. Selling Is Back. First the ads said, “Vitalis is 
back,” or “Buicks are back,” or some other commodity 
or service you wanted. _ ; 

Then came socks, and shirts and suits. And now two 
pairs of pants with a suit again. 

Yes, the signs of the times are multiplying; I just saw a 
classified ad that started out, “Wanted—AGGRESSIVE 
salesman.” 

That’s the final tip-off; now we can all get down to 
real work again. While all of us have known for many 
months that “the war is over” from the standpoint of 
fighting, it’s surprising how many salespeople still do not 
understand its full significance. It means that the “gravy 
ride” also is over. 

It means that all retail store owners, managers, sales- 
men and clerks will have to get back on a basis of cour- 
tesy and consideration for one another and for the cus- 
tomer. The latter is tired of being pushed around; from 
now on he'll buy where he is treated best. Now it’s “his 
turn to get even”. . . if he’s inclined that way .. . or he 
may at least tell you and some others where to get off. 

It is not only important for you to understand this 
viewpoint yourself but to pass it along to everybody that 
works for you and with you. Teach them to cooperate. 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


2. The times call for tact. Most employers are now 
on the horns of a dilemma. Your costs of doing business 
have risen terrifically—and at the same time you and 
your helpers probably feel poorer. Profit margins have 
not kept step with increased overhead, excessive taxation, 
etc. It’s a struggle to keep competent help. Girls and 
women (and at least the younger of the men) are not as 
efficient or as skilled as you’d like, unless and until given 
proper training. 














Be tactful and not argumentative; you may 
win the argument but lose the customer. 


Now your customers will no longer accept the old 
wartime excuses for careless handling or inferior service. 
Today’s situation is a challenge to bring out the best 
that is in you and in your help. Teach your assistants, 
train them, work with them as never before. 

3. Keep customers happy. Some customers are unrea- 
sonable and unfair; they want to “get even” with some- 
body for all that they endured during the war years— 
and you may be “the goat.” They may expect too much 
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An 


important announcement 


to the Because we consider two rival retail jewelry 


associations to be not in the best interests 
retail of the entire jewelry industry, we have 
decided not to exhibit at the 1948 convention 
e of either the American National Retail 
jewelers Jewelry Association or the National 
Association of Credit Jewelers. We hope 
{ that this action may start the movement 
O towards the unification of these associations. 
We are convinced that only through 
Ameriea unification can the best interests of retail 
jewelers of America be served in overcoming 
the many vital problems confronting them. 
Therefore, we urge you to make every 
effort to achieve this much needed 
unification, and we, in turn, pledge our 
fullest support to the one unified 
organization which will represent 


all the retail jewelers of America. 


Sincerely, 


THE GRUEN WATCH COMPANY 





GUE N 


THE PRECISION WATCH Benjamin S. Katz, President 
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and be unwilling to meet you halfway, but it is important 
to straighten them out and keep them happy. 

Sometimes the best way to get along with such people 
is to let them blow off steam. Then, their arguments ex- 
hausted, they are willing to listen to you and draw rea- 
sonable conclusions. 

Don’t be hasty and argue with them. You may win 
the argument but lose the customer. Do your best to 
satisfy all reasonable requests, then preserve good will 
by explaining anything necessary in simple friendly terms 
to keep customers satisfied and happy. The latter is your 
main job-—not to argue about prices, taxes, politics, etc. 

4. Maintain morale. No true leader shows employees 
or customers a long face or a pessimistic attitude. Morale 
is a priceless ingredient. It takes courage and optimism 
to be successful in the jewelry business, plus cheerfulness 
to keep all those around you happy and contented and 
looking ahead to a satisfactory future. 

Yon and your associates not only exert a tremendous 
influence in your own group but also throughout the com- 
munity. The retail jewelry store makes a pretty good 
barometer of all that goes on in a neighborhood. 

2. Have constructive ideas. In spite of certain short- 
ages, high prices and headaches, there is merchandise to 
sell and good will to maintain. Profits may not be as 
large as formerly, but they are satisfactory for those 
able to adjust themselves and their businesses to today’s 
conditions. 





The payoff depends on smart intelligent operation. 


For example, now is a good time to improve the quality 
of your business and customers. Maintain all your past 
contacts but try to get more cream along with the milk 
in the future. Try to improve the class of your business 
by featuring higher quality merchandise and by being 
selective when you add new accounts. 

6. Keep ’em selling. “What’s the use of advertising 
when I can sell all I’ve got without it?” said a retailer 
recently. 

A good answer is that old saying, “You can’t keep the 
steam up if you don’t feed coal to the engine.” You can 
coast for a while but it is the constant day-in, day-out 
plugging that causes people to remember and to buy. 
Business won’t keep coming your way without the power 
of promotion. Stop advertising and your competitor 
may get the jump on you. 

This is no time to ignore sound business building prin- 
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ciples. As the fight for dollars gets tougher, the weak 
sisters will wonder what hit them. Now is the time to 
make yourself solid . . . and this includes proper use of 
advertising and salesmanship. 

7. Plan for the future. Think about what lies ahead. 
Many dreams and ideas about the post-war market are 
turning out considerably different from what we ex. 
pected. Keep alert for such changes and for still others 
now shaping up. 

When you become inclined to coast, remember that 
smart competition is probably on its toes. They are 
studying the trends, watching how market conditions are 
changing, ready to take over wherever you are careless. 

Among other things, learn to be a trouble shooter. 
Spend some time among your customers, learning and 
discussing their problems. Ask your associates to ob. 
serve, study, and contribute ideas. Pool the information 
accumulated on various problems and you'll be sur. 
prised at its helpfulness . . . you'll see how smart jewelry 
merchandisers forge to the front. 





Bride's Book System Earns Good Will 


Mace’s, Kansas City jewelry store, has carried the 
Bride’s Book form of gift promotion much farther than 
usual with the introduction of a simple innovation 
which “permanizes” gifts so that the bride will never 
forget the donor. 

Mace’s stores have for several years extended to 
every bride a “Happy Memories for the Bride” book, 
with a heavy parchment cover, and containing 40 pages 
devoted to happy memories, prenuptial events, trous- 
seaus, bridal party, wedding gifts, marriage record, gifts, 
family tree, press notices, wedding customs and tradi- 
tions. 

Going a little farther, however, several pages in the 
center of the book are reserved for a “gift heading.” 

These spaces are to be used by the bride to write the 
name of every person who has given her a wedding or 
shower gift, for permanent recording. However, mindful 
of the fact that some people are likely to forget who 
provided specific gifts, Mace’s has placed a gummed 
paper sheet of 300 tear-out numbers in the front of the 
Bride’s. Book. 

In sections below the sheet of numbers, which tear 
out into small quarter by half-inch squares, the bride is 
invited to stick one of the numbers on an inconspicuous 
place on each gift which has been received at her wed- 
ding—at the same time, entering the same number and 
the name of the person who brought the gift permanently 
on the “gift” sheet. 

The tiny number stickers are small enough that they 
can be placed on the bottom of teacups, inside the han- 
dles of flower vases, on the backs of radios, etc., without 
appearing ostentatious, according to John W. Carter of 
the store management. So popular has the idea become 
that many brides whose gifts were purchased at Mace’s 
have come in later on and requested another sheet of the 
numbered stickers to further identify gifts received. 
The stickers are especially treated to remain tightly 
adhering to any surface. 

“Little ideas like this go a long way toward building 
up personal relationships between the customer and 
store,” Mr. Carter said. 
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Greetings 
With 
Best Wishes 
for 


Yow Continued Success 














We appreciate the confidence bestowed upon the House of Allen by 
jewelers throughout the country for more than 80 years and pledge 
anew our efforts to maintain the unexcelled service for which our 


house has been known through all these years. 


BENJ. ALLEN & CO. INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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TWO WINDOWS FOR MARCH 
(From page 165) 


is arranged. A tea service occupies the center front posi- 
tion on the floor with a pleasing flower arrangement in a 
silver bowl. Excerpts from hand written invitations are 
lettered on the cards pinned to the frames—“Come for 
dessert and bridge on Thursday .. .”. “You and Tom for 
dinner at 8...”, “Cocktails 4 to 6... ”. “To meet Mrs. 
Newcomer . . . tea on Wednesday.” 

The “frames” are cut from compo board or heavy 
cardboard, covered with fabric and suspended from the 
window ceiling with wide ribbon in a harmonizing color. 
A panel covered in matching material is used under the 
tea set. When seen head-on, the frames give the effect 


of a shadow box which, of course, is lost when viewing | 
the display from the side, but they are a simple device | 


for featuring special groupings. 





JIC REVISES ANNIVERSARY GIFT LIST 
(From page 167) 


a woman’s wants are likely to be in the line of personal | 


adornment. So, for the next several years, gifts of that 
character are specified, starting with a piece of diamond 
jewelry for the tenth anniversary. That’s when she wanis 
it. If, as specified in the old list, she has to wait till she’s 
been married sixty years, the chances are a thousand to 
one she'll never get it. 

Note, however, that no attempt has been made to 
monopolize the field for jewelers’ goods. It is recognized 
that there are many other things that are also desirable 
and appropriate gifts, and those which are of a character 
that measures up to the requirements for an anniversary 
gift have been retained for various years—linens, laces, 
furs, fine leather goods, and so on. 

Consequently, while the jeweler is given a better break 
through the fact that items from his stock have replaced 
five and ten-cent store stuff, merchants who handle other 
suitable lines that make worth-while gifts—and worth- 
while sales for them—-are given the full recognition, which 
should assure their ready acceptance of the revised 
schedule. 


The major part of the job of publicizing and populariz-— 
ing the new list will. however, be up to the jewelry trade. | 


The booklet that we spoke of is one step in this program, 
and one in which the retailer can participate with direct 


and immediate profit to himself. Handsomely prepared | 
and printed, it makes an ideal piece of customer literature | 


—something of real interest and value to the customer— 
and of a quality suitable for use in the finest jewelry store. 

Yet because of the savings in production costs through 
the fact that the Jewelry Industry Council is printing the 
book in big quantities at one operation, it can be supplied 
to you at a price so low that you can well give a copy to 
everyone who enters your store, and use it as an en- 
closure with every piece of mail you send out. Space is 
provided on the back cover for your name and address. 
and the books may be had either with this space left 
blank for your own imprinting, or at a slightly higher 
price with your imprint already on them. 

Thus, in addition to establishing jewelers’ items as the 
recognized gift for more aniversaries and thereby increas- 
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PARTIAL LIST OF B.P. & M. WHOLESALERs 


EAST NORTH CENTRAL 
ILLINOIS 


A. W. Bohnsack & Co. 

231 W. Monroe Street, Chicago 
N. Shure Co. 

200 W. Adams Street, Chicago 


J. S. Solomon & Co. 
29 E. Madison Street, Chicago 


MICHIGAN 


E. H. Pudrith Co. 
220 Bagley Ave., Detroit 


OHIO 


A. H. Ficken Co., Inc. 

850 Euclid Avenue, Cleveland 
D. Jacobs & Sons Co. 

811 Race Street, Cincinnati 
Klein Bros. Co. 

617 Vine Street, Cincinnati 
Chas. S. Rivchun & Sons 

Citizens Bldg., Cleveland 
A. Sauer & Co. 

Kon-lte Bldg., Cincinnati 
Joseph Sculler & Co. 

33 N. High Street, Columbus 


WISCONSIN 


Henry Klass Co. 

231 W. Wisconsin Ave., Milwaukee 
M. Weingrod 

623 N. 2nd Street, Milwaukee 


WEST NORTH CENTRAL 
IOWA 


M. A. Lumbard Co. 
504 Shops Bidg., Des Moines 


MINNESOTA 


J. M. Bennett Co. 
: 627 First Ave. N., Minneapolis 
Thos. B. Wilson & Co. 
627 First Ave. N., Minneapolis 


MISSOURI 


James J. Burke Co., Inc. 

9th & Olive Sts., St. Louis 
Eisenstadt Mfg. Co. 

317 N. 11th Street, St. Louis 
Maritz Inc. 

411 N. Tenth Street, St. Louis 
Meyer Jewelry Co. 

1103 Grand Avenue, Kansas City 
St. Louis Jewelry Co. 

715 Washington Ave., St. Louis 
Woodstock-Hoeffer Watch & Jewelry Co. 

18 E. 11th Street, Kansas City 


NEBRASKA 


J. P. Byrne & Sons 
Woodmen Bldg., Omaha 


Balance of list will follow monthly. 


SINCE 1848 TIMEPIECES OF ACCURACY 
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4257 IMPERIAL 17 Jewels . No. 8071. GLYCINE 17 Jewels 
14K Solid Gold Case L4K Solid Gold Case 














$048 NICOLET 17 Jewels * No. 101 NUN’S WATCH 17 Jewels é 
4K S.G.. White or Yellow. case | Sterling Silver Case . 








Bavey Ppercttipep & MULLS.IN 


t@ IMPERIAL MANUFACTURERS AND IMPORTERS OF WATCHES | w@ GLYCINE 


EAST 48th ST. NEW YOR K i; Mat 


w NICOLET “& HARVARD TIMERS 
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ing the general volume of jewelry purchases, yoy directly. 
tie-in your store with these gift occasions, through a 
of material that the recipient will keep for permanent, me, 
The booklet is of a size and shape that invites slip ne 
it into the vest pocket or hand bag. As a further inde” 
ment to preserving it for future reference, space jg ws 
vided for listing the dates of the anniversaries of the 
people it is desired to remember. 

The list will be well publicized by the Jewelry Industry 
Council who will also arrange to have it included in such 
places as diaries, hand books, memo _ books. encyclo. 
pedias, etc., to which people are likely to turn to for 
reference. If to this is added a broad distribution of the 
booklets by retail jewelers, the new list should quickly 
become firmly established and a tremendous influence fo; 
increased jewelry sales. 

Here is a truly creative and constructive job—a perfect 
example of why the JIC should have the enthusiastic sup 
port of everyone in every branch of the trade. 





‘'TEASERS' ACCENT INTEREST IN NEW STORE 
(From page 169) 


name and, to an extent at least, build up a certain amount 
of curiosity. 

Simultaneously, a “teaser” campaign was also con- 
ducted on the site of the projected Carson store. The 
building which became the new Carson’s was, previously, 
an agency for a sewing machine company and naturally 
a considerable amount of alteration had to be performed, 
Large signs were plastered across the premises, the copy 
angle tieing in with the newspaper ads. Radio advertis- 
ing, too, was called into play, emphasizing the “teaser” 
theme. 

All this mystery ended of course, when the official open- 
ing was announced in full page and half page spreads in 
local newspapers. In order to bring out large crowds 
during the three opening days it was announced that all 
visitors would receive gift key chains. In addition, on 
the opening days, each visitor was presented with a single 
red rose. 

All of this advertising, naturally, brought the Carson 


M PO RTER OF mae relly name before the public in a big way. However. the firm 
S EF M e p R F me | e 8 S A N 'D, felt that additional incentives would “make assurance 


doubly sure” and, therefore, it was decided to have a prize 
SYNTHETIC STONES (Raunt 

7 Six extremely attractive prizes were offered in news- 
paper advertisements heralding the opening: first prize, a 
diamond engagement ring; second prize, a man’s wrist 
watch; third prize a lady’s wrist watch; fourth prize a 
six tube radio; fifth prize an electric mixer and, last of 
all, sixth prize, an electric toaster. 

In telling how it was possible to win one of these valu- 
able prizes the store merely said: “Come in and visit. 
You need not purchase anything. Just be sure to register 
during the grand opening days—October 3rd, 4th and 
6th. You may be one of the lucky winners.” 

Opening-day visitors were greatly pleased with the free 
plastic combination key chain and drivers’ license holder 
which was given away by the Carson firm to each visitor 
10 WEST 47th ST... NEW YORK 19 and, needless to say, virtually everyone registered for the 
six-prize drawing. On the day of the drawing hundreds 
of persons jammed East North Street while Decatur’s 
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Mayor, James Hedrick, drew the names of the winners 
from a box in front of the store. 

As to the new Carson’s store itself, an all-glass front 
and door has been installed, and the interior has been 
entirely redone with prima verra fixtures. The nu- 
merous showcases are of the latest design. Completely 
air conditioned, the store includes all of the latest office 
and filing equipment and its lighting carries over 4000 
watts, which in fact, is more wattage for store space than 
any store in the middle-west, according to Mr. England. 

A neon sign, which weighs almost two tons and has 
taken over three months to construct will be installed soon. 
It is said to be one of the largest neon signs in the state 
for a store of this size. 

As a result of value giving, courteous attention, effec- 
tive showings of merchandise, timely advertising, a large 
assortment of jewelry and related goods, and a broad 
credit policy, the store is making its presence felt in the 
community, and folks are making a beaten path to its 


inviting doors. 





SILVER IS STORE'S STELLAR ATTRACTION 
(From page 171) 


for newspaper and radio announcements and direct-mail 
promotions, even when demand for such items as flat- 
ware has far exceeded supply. In the three local news- 
papers, one of them a daily, with a total readership of 
more than a half a million, they have run full-page ad- 
vertisements every week. Spot announcements are broad- 
cast every day over the local radio station. 


The store’s annual “Fiesta,” a month-long anniversary 
celebration held in July, also spotlights silverware. Over 
a period oi 18 years this interesting promotion, which has 
attracted nationwide interest (See August JEWELERS’ 
CIRCULAR-KEYSTONE), has built up a valuable mailing 
list of tens of thousands of persons from every sector of 
Southern California. That such promotions pay off is 
attested to by the heavy and consistent patronage de- 
veloped, with the silverware department benefiting par- 
ticularly from recent “Fiestas.” 

Working hand in hand with this extensive advertising 
and promotional campaign is the merchandising program 
—the buying, selling, and display, which is under the 
direction of William Broud, buyer and manager of the 
silverware department. 

“Judging from our business and the amazing interest 
people are displaying in silverware, this is going to be 
the ‘Age of Silver’,” he said. He is convinced that the 
potential for silverware is unlimited, “that is, if the 
jeweler will treat it as a rich relative and not a poor 
stepchild of other departments.” 

To him every woman is a potential buyer of silverware. 
“Some may class sterling as a luxury, but we find that 
women, even those on limited budgets, regard it as both 
a utility and a luxury item, the most cherished possession 
in their homes.” 

With wise manufacturers and jewelers developing that 
theme, silverware can be as indispensable to the women 
of America as their wedding rings or their kitchen stoves. 

Broud pointed out that although silverware has only 
a 40 per cent margin, “we like to give it a stellar role, 
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because it has many advantages far more important than 
considerations of markup.” 

First of all, silverware is something that can be sold 
to the same patron over a period of many years, and 
thus it can be the jeweler’s mainstay in both lean and fat 
years. “You sell a young bride her first few place set- 
tings, and if she likes your service and has confidence 
in you, she will be your patron for life,” he said. 

Then, too, silverware attracts friends of silverware 
patrons, since it is one of the most popular gifts for 
brides and for wedding anniversaries. At Barry’s, friends 
of the bride account for a comfortable amount of the 
business done in the silverware department. The store 
has complete files on what the bride and groom have pur- 
chased and what pieces they need to complete their place 
settings. If they have all the flatware they want, then 
hollowware is suggested. With this system, friends of 
the newlyweds are able to buy them the correct pattern 
and the pieces they need most. 


DISPLAYS POINT UP SILVERWARE 


“Our windows and our interior store displays prove 
that we are solid for silver.’ Mr. Broud said. In fact. 
half of the exterior wall cases are given over to the dis- 
play of the gleaming wares. The huge window to the left 
of the entrance is divided into two sections, one of which 
features complete place settings, together with china and 
glassware. The other section which is used for jewelry 
in the daytime, is filled with hollowware at night and over 
the weekends. To attract every passerby at every hour, 





these windows are lighted 24 hours of the day all year 
long. 

Window displays are changed completely once a week 
and each exhibit is centered around one theme, such a 
holidays or anniversaries. In a recent window case fea. 
turing place settings, the theme was silverware for brides. 
Deep wine velvet curtains were used as a background {oy 
a beautifully-costumed bride, a mannequin which stood 
about 32 inches high, flanked by two groups of candles 
on pedestals, similar to those found in wedding chapels, 
with the bases encircled by orange blossoms. Lovely 
bridesmaid mannequins were scattered throughout the 
hollowware display. The place settings, each in a dif. 
ferent pattern, were as complete as if guests were about 
to sit down to dinner. A baroque gold plaque, bearing 
a different theme each week to tie in with the current 
display, is usually framed against the curtained backdrop. 

The store has an A-1 location on Brand Blvd., the main 
thoroughfare, and this, coupled with the fresh, arresting 
window displays of beautiful merchandise explains why 
the silverware windows are always so crowded that pas. 
sersby almost have to wait their turn to have a peek. 

The interior of the store. too, is a tacit advertisement 
that silverware is of utmost importance at Barry’s and 
that they have plenty of merchandise to sell. Although 
Barry’s inventories are large, their rate of stock turnover 
is high. However, the firm has always ordered enough 
hollowware and flatware both to fill orders and to pro. 
vide bountiful displays. Nine massive wall cases are 
filled with hollowware and another with fine glassware 
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Both cases and movements are made 

completely by Herschede — creators 

of fine chime clocks for over three 
generations. 


Extend a Special 
Invitation 


Everyone quickly senses the 
distinction inherent in the 
chimes, the lines, the crafts- 
manship of Herschede 
Chiming Floor Clocks. It is 
the one quality that im- 
presses leaders in taste. 
Feature these clocks and 
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Illustrated is Model No. 276. Stands 
78 in. high. Either Westminster, West- 
minster and Canterbury or Westminster, 
Canterbury and Whittington Chimes. 
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and hollowware. A separate department with two sit- 
down cases and large wall cases features flatware. 

In Barry’s experience, letting the customer see that you 
have a good selection of silverware builds his or her 
confidence in your department. 

“For that reason we have gone overboard for display- 
ing it, and we keep none of our stock hidden. Further- 
more, it is a treat for the eye and it increases the beauty 
of the store,” Mr. Broud said. | 
.getters are the tables which flank the 

daytime and which are spotlighted in 


front of the all-glass doors at night. Set as perfectly as 
if they had been prepared by a gracious hostess, these 
mahogany tables, with their immaculate white linen table- 
cloths, are laid with sterling, china, and crystalware. Like 
the window displays, they present a vivid picture of the 
appeal of fine sterling. | | . 

“Such displays are really simple things. It requires 
very little effort to set a table just as you would in your 
own home,” Mr. Broud averred. Exhibits like these say 
more about the beauty of sterling flatware and hollow- 
ware than all the descriptive words that a salesman could 
use, he added. 

The flatware section, which is practically a world of 
its own, is located in a corner away from the heavy aisle 
traffic but easily seen from any point in the store. Patrons 
are invited to sit down and relax; to take their time choos- 


ing their patterns. 


ACCENT ON LEISURE IN SHOPPING 

“We have a policy of never rushing any of our patrons 
in any department,” Mr. Broud said, “but in the silver- 
ware department selling is even more leisurely. The sil- 
verware patron, who is usually a young bride, feels that 
this is her most cherished possession, one that she will 
keep for a lifetime and perhaps pass on to her children. 
And naturally she does not want to be hurried in such 
an important purchase.” 

Thus the salesforce in the silverware department must 
be selected with great care. They must show a genuine 
interest in people, be patient, and know their merchan- 
dise well. They must be the type of salespeople who will 
sell a $2.50 item, such as a sterling ash tray, just as 
happily as they would a thousand-dollar tea set. The 
salesforce at Barry’s has been trained to do all of these 
things, and as a result, they have acquired excellent rec- 
ords for comeback patronage and have helped the store 
immeasurably in establishing good customer relations. 

Having a price to meet every budget gives Barry’s a 
patronage comprised of every income group. Although 
they do by far their biggest business in sterling, they 
carry many outstanding makes of silverplate. When they 
recently advertised 74 pieces of silverplate at $39.50, they 
sold every piece within a few days after the newspaper 
announcement. 

Barry’s carries its own contracts and offers liberal 
credit with no interest or carrying charges. The cus- 
tomer can purchase all of the silverware she wants on 
credit, but many prefer to order from six to twelve com- 
plete place settings, and pay cash for one setting a month 
or every other month, a sort of pay-as-you-go plan which 
is favored especially by young married’s. The store will 
hold as many place settings in reserve as the patron re- 
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, When you get a call for fine pearls — 


- don’t lose the sale because you have 


_ none in stock, 


Phone, wire or write D’Elia for a com- 
plete memo selection of necklaces or 
individual pearls. Air express or air 


mail will bring them to you over night. 
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TOO BUSY 
MAKING PROFITS 
TO AVOID LOSSES? 


Tuat doesn’t make sense, does it? 
Yet there are a number of jewelers who are 
doing just that . . . and you may be one 
of them. 


























Everything may be going well for you 
now—you may be busier than the prover- 
bial one-armed paper-hanger; but you 
should never be so busy that you overlook 
the dangers which threaten your business, 
your profits. 


Fire — safe-burglary — holdup — shop- 
lifting . . . these dangers can cause losses 
that bite deeply into profits. Take care that 
doesn’t happen. With one simple, conven- 
ient policy you can obtain practically all- 
risk protection of your merchandise, both 
in and away from your premises. 













OUR JEWELER’S BLOCK POLICY COVERS: 


Holdup, inside or out; safe-burglary; shoplifting; 
fire, water or oil burner damage; merchandise 
carried by salesmen; registered mail or sealed 
Railway Express Shipments. 






































You spend a great deal of time in the careful 
selection of merchandise for your store, in train- 
ing your staff, and in building up your trade. 
Now take just a little time to protect all this... 
call your agent or broker today. 


PACIFIC DEPT. HOME OFFICE EASTERN DEPT. 
Mills Building 111 W. Fifth St. 80 John Street 
San Francisco 4 St. Paul 2, Minn. New York City 7 
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quests, and these will be held for her as long as she de. 
sires. 

Manager Ralph A. Goodman said, “interest in Silver. 
ware is keener than at any time in our experience, Much 
of this is due to the spendid job of advertising that manu- 
facturers are doing in the national consumer magazines 
and their dealer aids, such as mats and pamphlets. We 
are doing everything in our power to follow through in 
our own community. We are stressing the importance of 
dealing with a reputable jeweler. We are offering attrac. 
tive credit terms and a wide range of prices, emphasizing 
that fine sterling or silverplate is within the reach of al 
There is still a tremendous reservoir of silverware bysj. 
ness in every community, and we feel that we have made 
wonderful progress in tapping that reservoir in our owy 
community. However, we are convinced that this is only 
the beginning, and next year we are going to make an 
even more concerted effort to make silverware a stellar 
attraction.” 





VALENTINE'S DAY WINDOW DISPLAYS 
(From page 172) 


brightly illuminated and had similar backgrounds, the 
artistic combination of red, white and blue, and the large 
red satin hearts in each, attracting the attention of all 
passersby, and making them extremely Valentine con- 
sclous. 

A striking ad in reverse—white letters on a black back. 
sround—was used by Jay Jacobs, Seattle, Wash., to call 
attention to costume jewelry, “Heart to Heart—Your 
Love Life’s Costume Jewelry from Jacobs. Remember 
February 14th is Valentine Day,” the copy read. These 
little one inch, single column ads were scattered through 
the paper, standing out boldly on the page. In the win- 
dow display a series of hearts, alternately red and white, 
had attached to them specimens of costume jewelry, while 
on squares of black velvet, mounted on easels, a number 
of lapel pieces were displayed. 

A small, but very effective window was arranged by 
Eldons, Long Beach, Calif. It was floored and backed 
with white, with stripes of red ribbon on both. There 
were many red hearts with borders of white lace paper. 
On the wall was a big box, wrapped in white paper, 
sprinkled with red hearts, and tied with red ribbons, with 
a card reading “To My Valentine.” On each of the 
hearts was laid a piece of jewelry—rings, earrings, brace- 
lets, lockets, necklaces and compacts. 

Jackson & Moyer, Philadelphia, enjoyed a big sale of 
their especially designed Valentine bracelet. It consisted 
of seven gold hearts, each set with a synthetic gem— 
diamond, emerald, aquamarine, ruby, amethyst, sapphire 
and topaz, respectively. It will be noted that the first let- 
ter of each gem, when the hearts are arranged consecu- 
tively, spell the word ‘“D-E-A-R-E-S-T.” Heart-shaped 
plaques of red or white satin each held a number of 
these little gold hearts. In the center was a larger heart, 
bordered with white lace, on which were several gold 
bracelets to each of which the seven little hearts were 
attached. A card suggested “Win her heart with one of 
these gem-set hearts. or enchant her with a bracelet with 
all seven attached. She will know she is your Valentine, 
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ther, the first letter of each gem, spells 
- woh six inch, double-column display ad was 


. earest. ° . ° 

r used to call attention to this unique bracelet. 

also us s 
Near one of their main entrances The Broadway, Los 


Angeles. set up a window backed with dusty blue, with a 
din a lucite frame “To Your Valentine—Earrings, 
“9 lets. Pins, Lapel Ornaments—Heart Shaped to Show 
oe al ‘ Me a red frame was a large red satin heart, 
dered with white, to which gold chains were attached. 
Another satin heart held bracelets and necklaces with gold 


and silver charms. 

Said C. R. Berringer, proprietor of Berringers, North 
Hollywood, Calif., “Novelty jewelry sells especially well 
at the Valentine season, and we give good display to our 
gold and silver lockets, compacts, and costume jewelry. 
One of our best sellers is Pirate jewelry in dull silver— 
pirate designs of parrots, pistols, cocked hats, ships and 
pirate heads. We displayed these in a big, old fashioned 
chest, with glass top, lined with blood red silk, on top of 
which were several small silver treasure chests to be used 


as jewel caskets.” 

S. Jacobs & Co., Nicollet Ave., Minneapolis, Minn., ac- 
cented jewelry for Valentine gifts last year, using pink 
quilted satin with white lace edging to make the symbolic 
display units against which various suggested jewelry 
pieces were shown. Dainty figurines from the gift shop 
of the store added variety to this display which is pic- 
tured here. 

Kortz. of 912 16th Street, Denver, Colo., realizes that 


traditionally St. Valentine’s Day is an occasion for the 
boys and girls of the community. With this thought in 
mind it is offering this year small merchandise vouchers 
worth 25 cents on any purchase of $1.50 or more for the 
best Valentine Day Cards designed and drawn up by 
youthful artists. Prizes will be awarded for Valentines 
which are penciled, penned, crayoned or whatever the 
modus operandi may be. Separate prizes will be award- 
ed for best Valentines submitted by junior high and high 
school students. These student Valentines will form the 
basis for a series of interior displays to attract students 
into the jewelry fold. 

Kortz will have a special Valentine kiddies’ bar where 
costume jewelry, pencil and pen sets, novelty jewelry, 
all suitable for occasional gifts, retailing at $2.00 and be- 
low. The store will gift wrap any and all such items and 
include signatured Valentine Day greeting cards, for the 
small-fry purchasers who wish to remember school chums, 
parents or relations on this day. 

Sie Greenburg, 1551 Welton Street, Denver, believes 
that Valentine Day has a special significance for husbands 
and wives who have been happily married. This jeweler 
will have a special display of diamond rings suitable for 
Valentine day presents and also a complete selection of 
necklaces, bracelets and assorted jewelry items. To all 
husbands who come in and make a Valentine purchase 
from this group of merchandise, Greenburg will offer a 
special 5 per cent discount and the same discount applies 
to all wives who come in to select a Valentine day present 
for their help mate. 
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Moreover to all whose wedding anniverseries fal] Upon 
Valentine’s Day or to those in the community who cele. 
brate a birthday on that date, Mr. Greenburg will offer 
a choice of a wedding ring, birthstone, wrist watch or 
pocket timepiece, anyone of these four items at a special 
price. 

Kortz-Lee, 65 Broadway, in Denver, is interested in the 
older folks on this St. Valentine’s Day. This jewelry 
firm. will offer a special selection of rings, necklaces 
bracelets and assorted jewelry to those in the age bracket 
over fifty-five. Any husband or wife in the 55 through 
99 year age classification may select such items and re. 
ceive a special reduction of $5 on every item worth $6 
or more. In addition Kortz-Lee is soliciting a group of 
oldtime-Valentine Day Cards in vogue 20, 40, 50, and 
even 75 years ago. For the oldest St. Valentine’s Day 
Card brought in by a community resident for this dis. 
play, the store will pay $2.50 with five $1.00 prizes fo 
ancient and odd St. Valentine’s Day cards submitted fo, 
possible usage in the collection. 

Finally, Kortz-Lee is currently making ready for g 
store employee contest of a little different sort. To the 
employee who submits the best scheme for Valentine wip. 
dow dressing or counter-display, or the employee who 
submits the most logical idea for a radio program, news. 
paper ad, or direct mail item, involving St. Valentine's 
Day, a bonus of $10 with five $2.50 consolation prizes 
will be awarded. And to the store employee who has the 
best sales record involving Valentine merchandise for 
the two week period immediately preceding the day, 3 
$10.00 jackpot award will be the order of the day. All 
store employees will be presented with special order 
blanks on which they will write up all orders involving 
Valentine merchandise with the purchaser signing at the 
bottom, stipulating that the item purchased is intended 
as a Valentine's Day gift. 








"USEFUL" MAIL PIECES GET ATTENTION 
(From page 175) 


“These blotters go to our list of steady customers; but 
we reach even further out to interest new people in our 
store. As another example, we cull a list of brides from 
the daily newspapers and send everyone within a sixty 
mile radius our little booklets on silverware and gilt 
suggestions. Many brides are at a loss when they try 
to figure out what to give their attendants for a gilt. 
That’s where our little booklets come in handy. When 
they see that they can open a charge account and pay for 
these items over a period of time, thus lessening their 
financial burden at the time of the wedding, they are 
very appreciative of our service, and so a new customer 
is born. 

“Our booklets on silverware are a prime favorite with 
wedding couples, of course. for that is a first thought 
with those embarking on housekeeping. Usually they 
have had very little contact with a jewelry firm up to 
then. so we feel that is an excellent time to get them 
used to coming to us. That is why we encourage brows 
ing in our store and question-asking. The young people 
who come into our place after having received one o 
our booklets may not want to buy right away, but if they 
can look over our interior displays of silver and jewelry 
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aged to query about different pat- 
know that when they do buy, it 


and if they are encour 
terns and settings, we 


i] be from us. 
— eleven salespeople on our staff are trained to 


now all about the merchandise they handle, so they 
speak with confidence. In a jewelry store, that feeling 
, catching. It is of the utmost importance that a cus- 
tomer find the salesperson who is waiting on him can 
discuss all the angles of a purchase. Then that customer 
fnds his faith in that firm growing. | 

“Once we have sold him the merchandise, we show 
him we have his interest at heart by arranging payment 
terms to suit him. Some times a customer wants only 
thirty days to pay. Others want the customery one-third 
down and the rest in ninety days. But whatever it is, 
we work together with him. We feel the calls for this 
charge account and layaway service will increase as time 
goes on. Right now we are building it via our direct 
mail reminders of this service.” 

On the subject of the competition being given reputable 
jewelry stores by house-to-house silverware canvassers, 
Mr. Rank says, “Here in our store we have sixty dif- 
ferent silver patterns to choose from. A canvasser 
couldn’t possibly show that many! Also, the established 
jeweler has the confidence of the community in a way 
that is impossible for the door to door canvasser whom 
the customer has never seen or heard of before, and will 
probably never see again. And, if the housewife is prop- 
erly educated to the fact that she can get just as good 
a buy from the price standpoint at her jewelry store— 
with the knowledge that the jeweler stands back of his 
sale—then we won’t have to worry about this form of 
competition. That’s where the newspaper ads do the 
most good. They will reach the housewives we might not 
get by direct mail. The jeweler holds the top hand in 
this situation with his long-built-up reputation. If the 
women have confidence in us, they will come to us for 
silverware. We feature our silver patterns prominently 
in our windows, too, since next to our ads and direct 
mail, these are the most effective in bringing in cus- 
tomers.” 

Mr. Henry Rank’s firm belief in the power of ageres- 
sive advertising is summed up in his concluding state- 
ment: “The jewelry store that makes the appeal, gets 
the business!” 





A Watchmaker's Aphorisms 


A watch is that round metal device which the speaker 
of the evening places before him on the table as he rises 
and does not consult thereafter. 

Father Time is a great artist, but women do not fancy 
his line work. 

A man who watches the clock generally remains one 


of the hands. 


| No sooner does a watch stop than it ceases to mark 
time. 

The clock we won runs fine—it goes an hour in forty- 
five minutes. 

Time remains the champion flyer of them all. 

Time may be money, but it is much easier to persuade 
4man to give you his time than to lend you his money. 

You can’t kill time without injuring eternity. 
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This Gauntlet bangle 
bracelet comes engine 
turned, or plain; in any 
desired width; in white, 
yellow, or pink — suit- 
able for mounting 
watches, diamonds, or 
other gems. 








This tapered Barrel 
bangle bracelet boasts a 
perfect frame for a dain- 
ty watch; in white, yel- 
low or pink gold; in any 
width up to 11/,”. 









SERS 


A magnificently sculp- 
tured miniature Belt-and- 
Buckle bangle bracelet. 
A proud jewelers’ show- 
piece in widths up to 1". 
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SIDELINES LEAD TO JEWELRY VOLUME 


(From page 177) 


Wichita got a shot in the arm when World War Il 
brought big airplane factories and other industry. As 
the war went on, there was disquieting talk that the city 
would be doomed when peace took away these industrial 
employers from the region. No such catastrophe has 
developed. Postwar business has been marked by orderly 
reconversion. 

Business, says Mr. Raskin, is better than when the 
airplane factories were operating at peak wartime pro- 
duction. Preferring nationally-advertised merchandise, 
Wichitans are setting a fast shopping pace. 

Stocking the right sidelines, with an appeal to this 
particular community, and working on the principle that 
the more traffic produced, the more jewelry you sell, is 
responsible for the fact that cash registers are ringing 
steadily at the store, says Mr. Raskin. 


- 


SMALL JEWELER MUST ADVERTISE 
(From page 178) 





third for ads in college and high school journals, an- 
nuals, and printed school programs; and the balance for 
spot announcements over the local radio station and for 
prizes donated to civic organizations to be awarded to 
winners of events sponsored by these organizations. 


Each year Mr. Colgin has increased his advertising 
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budget over that of the previous year, and attributes 
much of the rapid growth of his business to this jp. 
creased advertising. 

Seasonal and special-occasion advertising is a particu. 
larly valuable help in increasing sales, says Mr. Colgin, 
For instance, during August, he begins advertising espe. 
cially for the opening of school, stressing such items as 
pen and pencil sets, compacts, novelty jewelry, and 
watches. By November, he is advertising Christmas gifts 
suitable for every age group. During the first month: 
of the year, heart-shaped lockets and bracelets are adver. 
tised for Valentine, pearls and rosaries for Easter, silye, 
for Mother’s Day, men’s jewelry, lighters, and othe 
masculine items for Father’s Day, watches and rings for 
graduation, and engagement and wedding rings and gifts 
for brides and grooms. He stresses water-resistant 
watches for vacation time, and during these dull months 
he makes a definite effort to clear his shelves for new 
fall and winter merchandise. 

Colgin correlates the decorating of his windows with 
his advertising. After decorating the windows with the 
appropriate color scheme, he places in those windows 
the same items of jewelry that he is advertising in the 
local publications. He changes the merchandise in the 
windows as he changes the published ads, leaving the 
color scheme until the end of the season or occasion for 
which he decorated them. 

A customer reads Colgin’s ad, views the display of 
advertised merchandise in the window, and enters the 
store to make the purchase he has already decided upon. 
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4 MANUFACTURING JEWELERS 
2 Garden Street, 
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“This 1s a good way to advertise,” Colgin explained, “as 
, S oD _ . 
es time for the employees, and gives the customer 


it sav ‘ . , . 
te decided on his purchase without 


the feeling that he has 4 
g from a sales clerk. | ; 

d medium of advertising in small towns,” says 
“is to support all the activities of the school 
by donating prizes and buying ads in the school papers 
and programs. Not only does this bring in immediate 
student trade, but it also builds a friendly relationship 
with the customers of the future who will be tomor- 
row’s buyers of diamonds and silverware. 

Colgin’s Jewelry is located between the Southwest 
Texas State Teachers College and the square—a con- 
venient and pleasant stopping place for students on their 
way to town. “About a fourth of my trade, I would say,’ 
Colgin estimated, “is from the students and faculty of 
the schools and college.” 

When asked about the size of his advertisements, Col- 
gin replied, “The size of the ads I place depends upon 
the items advertised and whether or not I want to push 
a certain item. I usually place a large ad when I adver- 
tise silver plate or silver hollowware, and a small ad 
when I advertise compacts, rings, or other small items. 
If I am anxious to move slow-selling merchandise from 
my shelves, I place a large ad and offer a bargain.” 

The fact that Colgin has found it necessary to double 
his floor space by taking over all the small building in 
which he formerly occupied only one half, is a sign thai 
his advertising is effective. 

Colgin believes it takes another type of advertising 
to make customers of the soldiers stationed at the nearby 
San Marcos Army Air Field. “The soldiers and their 
families, being away from their homes and _ friends,” 
Colgin observed, “need to be made to feel at home. | 
do everything I can to make them welcome to my store 
and to make them feel at home whether they buy or not. 
This has proved to be good advertising.” 


oA g00 


Mr. Colgin 


PLUGS REPAIR DEPARTMENT 


His watch repair department is one of his best adver- 
tising mediums for his watches and clocks. Regular 
customers know that when they buy watches or clocks 
from Colgin’s Jewelry, prompt and efficient adjustments 
and repairs will be courteously rendered when needed. 
“The main thing I stress,” Colgin said, “is a thorough 
repair service; I do not spare any expense on keeping 
up with the newest in watch repair. Good material, a 
complete check of work when finished, and timing on 
the watch rate recorder, makes for more satisfied 
clientele.” 

Colgin is well qualified to check his repair work and 
to sell jewelry, for after finishing his studies at Bradley 
Horological Institute at Peoria, Illinois, he worked as 
watchmaker and sales clerk in first class watch repair 
shops until he had a chance in 1943 to return to his 
home town to take over the running of a repair shop, 
which he operated until he opened his jewelry store the 
following year. 

In addition to the advertising Colgin is now doing, he 
is now working out a new program of direct mail adver- 
tising, and plans to extend his mailing list to the small 
surrounding towns using their telephone directories as 
his principal source of names. 

To keep the expenditure within the limitations of his 
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budget, he will use for most of his mailing pieces the 
folders supplied by the manufacturers of the varios 
lines he handles, whose cost is only a fraction of wha 
he would have to pay to create his own printed matter. 


With a small budget, every dollar must be stretcheg 
but Colgin has demonstrated that if those dollars are 
used efficiently, every one of them he can put into adver. 
tising today will pay off handsomely in increased bygj. 
ness and better profits. 





Coupled Sales Reduce Inventory 


“Sweetheart Sets” comprising engagement rings, wed. 
ding rings, and wrist-watches to match, have been an ef. 
fective means of reducing overstocked, inventories for 
John Rast, manager of Friedman’s Jewelers, Augusta, 
Georgia. 

“This is just re-use of an old idea,” Mr. Rast said, “| 
first began making up sweetheart sets of this kind more 
than 12 years ago, largely as a means of increasing unit 
sales. Now, that we have more inventory than we need 
of ladies wristwatches and rings, it has proven an ideal 
way to reduce stock without serious markdown loss,” 

An entire window display of the “Sweetheart Sets” 
was made up in July, and displayed in the left front 
window of the Friedman Store. Prices range from 


$319.50 down to $77.85. 


“Many customers are taking advantage of reduced 
prices throughout jewelry stores to buy several items at 
a time,” Mr. Rast concluded, “and the Sweetheart sets 
which lump the three items into a single unit have thus 
been well received.” 





STARS SET PACE IN JEWELRY FASHIONS 
(From page 182) 


jewelry and apparel in the wardrobes of Songstress Jo 
Stafford, Socialite Chanteuse Gina Janss, Mrs. Brian 
Aherne, and-.Gracie Allen—to mention a few. 


“What the stars are wearing makes interesting news 
for women as well as men all over the world. Famed 
syndicated columnists, such as Louella Parsons, fan maga- 
zines, newsreels, and radio fashion commentators, like 
Frances Scully of ABC—whose comments are eagerly 
read and listened to by more than 50,000,000 people— 
tell me that reports of what the stars are wearing in 
private life are picked up more fervently by their fem- 
inine audiences than any other kind of news,” Miss 
Ewing related. 


Every woman loves beautiful jewelry, and the stars 
are no exception. “Not only do they wear jewelry for 
beauty’s sake, but also they regard it as an excellent 
investment. Their private jewelry wardrobes have in- 
tense appeal for their fans.” 


Proof of this was borne out by the experience of 
Dorothy Lamour, whose personal wardrobe and jewelry 
collection have kept her at the top of the list of best- 
dressed women for years. She was photographed at a 
party wearing a beautiful new off-the-shoulder, ballerina- 
length gown in silver lamé, created by one of America’s 
foremost couturiers. It was a stunning dress and one 
guaranteed to create talk, because it was far in advance 
of the evening fashions then being worn. 
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mour appeared in print, her scintillating 
racted plenty of interest, but what most 
of the fans wanted to know was details about the unusual 
ems that she was wearing, and many readers asked 
where they could purchase similar jewelry. . 

The ensemble consisted of a delicate platinum snake 
chain choker, about one-quarter of an inch in diameter, 
which was hung with two tiny clip brooches shaped like 
baby orchids and fashioned of cat's eyes surrounded by 
Her matching ear clips she used to outline 


When Miss La 


low-cut gown att 


diamonds. 


one ear. . 
Jewelers in Hollywood and Beverly Hills who cater to 


the celebrity trade do an excellent business with their 
other regular patrons and with tourists in creating rep- 
licas of jewelry worn by the filmland crowd both on and 
off the screen. Much of the jewelry that the stars wear 
for publicity pictures and virtually all of that worn on 
the screen is loaned by local retail and wholesale jewelers, 
who point out that such lend-lease creates a demand for 
similar pieces, even if set in less expensive stones and 
metals. 

The wide-awake jeweler who wants to increase the sale 
of fine gems as well as costume jewelry will keep his eye 
on what the stars are wearing in private life and in 
moving pictures. Still photographs and candid pictures 
clipped from the JEWELERS’ CIRCULAR-KEYSTONE, con- 
sumer fashion publications, and fan magazines make 
attractive window and interior display material and will 
help stimulate their patrons’ desire for the new fashions 
in beautiful jewelry that the stars wear. 





IDENTIFYING GEMSTONES 
(From page 186) 


basket which has been hanging in water; (and if very 
careful work is done an eye dropper should remove the 
rise in water level, so that it will come to the same level 
on the suspension cord) and a second weighing is made. 
This gives the weight in water, and the rest is worked out 
according to the formula above. The only cautions to be 
observed in this method are the following: 

1. Be sure the pans swing free of the bench and that 
the stone does not touch the side of the glass 
beaker. 

2. Be sure that no air bubbles cling to the stone 
when it is immersed; they can be loosed by a 
touch with a needle. 

3. Have chilled water as free of air as possible, this 
brings it near enough to the ideal temperature of 
4° C to give a sufficiently accurate determination. 

A second method of making the determination involv- 
ing a closely related procedure is the use of the pyc- 
nometer bottle, Fig. 3. This is possibly a little more 
accurate and does not require the complex rigging of the 
method just described. It also will permit determinations 
on a whole paper of small stones, each individual of 
which might be too small for the single stone determina- 
tions. 

The pycnometer is an accurately made bottle with a 
glass stopper ground to fit tightly, and always the same, 
through which a hole has been drilled to permit 
the excess water to escape as the bottle is closed. The 
bottle is filled full and the stopper is then placed in it, the 
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/Aerzfold 
No. 432 


Unique styling and superior 
craftsmanship make these F. O. 
Merz & Co. specialties instant sellers. Fashion- 
able patterns... convenient, roomy sections for 
coins, bills, photos, tickets, etc. Both items nylon- 
stitched for durability. 


Available in Silk Plaids, Fashion Stripes and Moires. 
Streamliner — $10.80 to $12.60 Dozen. 
Merzfold — $7.50 to $10.80 Dozen. 
Available in Leather—$18 to $48 Dozen 


AN F.0. MERZ 8. £0. 


QUALITY 
104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y. 
PARKER HOUSE, BOSTON 7, MASS. 








Originators “MERZFOLD”, "KOINTELLER™, "STREAMLINER™, “SAFTI- 


Pennsylvania Dutch motif in personal leather goods. 
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A beautiful 14 Kt. gold pinpierced border 
set with five colored synthetic stone points. 
Price with diamond az: illustrated, $75.00. 
Price without..diamond but finished with 
Pentagon and Altar including letters. 
F.A.T.A.L., $40.00. Available in yellow or 
palladium. 
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SYNTHETIC STONES 





Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 
Golden Sapphire Navettes 
White Sapphire Barrels 
Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Emerada Ruby Rods 
Tourmaline 
ALL SIZES 
FACETS - BUFF TOPS - CABOCHONS 
+ 
GEM STONE DRILLING 

Precision Cut In Our Own Plant— 
One Of The Largest In The Country 
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linporters & Cutters of Semi-Precious Stones 
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excess of water squeezing out the top is wiped off, the 
bottle dried on the outside and then weighed. A jewelry 
stone pycnometer must have a wide mouth, large enough 
to take a stone; some models for sand have small] open- 
ings and are useless. Cold water should be used, a single 
weighing, noted and recorded will suffice as long as the 
bottle is in use. 

Now for the test: As before, the stone is weighed in air. 
Then it is placed in the water-filled pycnometer bottle 
and weighed again. The weight of the plain water and 
bottle is known, so this is subtracted from the weight of 
the stone plus the water plus the bottle. This gives the 
weight of the stone in water; in other words, the extra 
weight of the stone over the water whose place it has 
taken. This weight is then subtracted from the air 
weight, and the difference is divided into the air weight, 
giving the gravity as before. The formula is as follows: 


a) Weight of bottle + water + stone — weight of bottle + water 
alone (a constant) — weight of stone in water. 
b) Weight of stone in air — weight of stone in water = weight 
of displaced water 
Weight of stone in air 
Weight of displaced water 
Let us take an example Our predetermined constant for this 





= Specific gravity 


c) 











again: bottle: 59.88 gm. (5 ct. = 1 gm.) 
a) Weight of bottle plus 

water plus stone........ 62.18 gm. (310.90 ct.) 

Weight of bottle plus 

SE xen cadatewusakiaie 59.88 gm. (299.40 ct.) 

Weight of stone in water.. 2.30 gm. ( 11.50 et.) 
b) Weight of stone in air... 3.07 gm. ( 15.35 ct.) 

Weight of stone in water 2.30 gm. ( 11.50 et.) 

Weight of displaced water 

(loss of weight ......... 77gm. ( 3.85ct.) 
c) Weight of stone in air 3.07 gm. 








- (15.35 
= 4.00 S.G. = 4. 
Weight of displaced water .77 gm. ( 3.85 — 





GARRARD'S KEEP ROYAL JEWELS FIT 
(From page 190) 


the present Queen, whereby it now accommodates ‘the 
Koh-i-Noor. — 

At the present-day Garrards establishment the fine 
mahogany doors, many of the Adam mantelpieces and 
the still older fitments of those far-off Haymarket days 
have been retained to grace a Georgian building of ex- 
ceptional dignity and beauty. There is little to suggest the 
ordinary store. In the display rooms color and design are 
subordinated to the central motif—the revealing beauty 
of precious gems and metals. Floor, wall, curtaining and 
even case-lining tones in these showrooms are confined, 
in varying depths, to one color—a warm phase of green. 
Gray is taboo; as is the heresy of large patterns and 
deep coloring in the carpets. The idea is to avoid distrac- 
tion of the attention from the harmonious beauty of the 
setting as a whole. 

One interesting feature is the fireproof crypt occupying 
the whole of the basement. Constructed of ferro-concrete 
interlaced with steel, the passages throughout are lined 
with glazed white brick. 

The immediate responsibility for the Crown jewels, 
now that they are once more on view at their old habitat, 
is lifted from this jewelry house. In a changing age their 
reappearance brings a certain satisfaction to millions of 
citizens to whom history and tradition still mean some- 
thing. In long queues the public is once again paying its 
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dimes for a glimpse (under the eagle eye of a Beefeater 
quartet) of its beloved royal regalia resplendent behind 
stout iron bars under its canopy of glass. 

For all these worshippers at the shrine of beauty and 
ence in the old, gray, weatherbeaten Tower ol 
London the vaporings of the sensation-mongers, who are 
busy canvassing the idea of handing over the Crown 
jewels to Washington to pay fer essential imports, carry 


magnific 


no appeal at all. | | | 
As one old north countryman to his neighbor in the 


jewel queue neatly put it the other day: “We know we 
can’t eat them, but if they think we are likely to ship this 
lot to America, well . . . they’ve ’ad it, chum.” 





Richter Scores Again! 





Mayor Carl Rich, of Cincinnati, poses with Dorothy McPeek, 
jeweler Charles Richter and Tom O'Connell, watch salesman. 


Editors of trade publications and a goodly number 
of retail jewelers as well realize that Charles Richter, 
Cincinnati, O., jeweler is a first-class press agent. Not 
necessarily for the Richter Jewelry Co., either—pub- 
licizing almost anything at all is a pleasure for him. 

Last summer when Cincinnati's Sixth St. Association 
sponsored a bathing beauty contest, Richter’s entry was 
blonde, 19-year-old Dorothy McPeek. Dorothy, for some 
unfathomable reason, failed to finish among the first 
four winners and this unsettled Richter no end. So 
much so, in fact, that he carried Dorothy’s picture to 
the ANRJA Convention in New York, in August, where 
Elgin Watch Co. officials were so impressed that they 
awarded her a $100 watch just on general principles. 

Returning to Cincinnati, Richter learned that Dorothy 
had gone to California to “look in on the movies” with 
a view toward getting a job. Richter, pursuing his 
publicity flair, sent a letter and her photograph to Los 
Angeles newspapers with a request that they find her so 
the watch could be awarded. Only one paper replied 
and they stated she couldn’t be found. 

Recently, however, Dorothy returned to Cincinnati 
and walked into the Richter store. Almost frantic with 
joy, Mr. Richter told her not to move, called up the 
mayor and some photographers, and arranged for the 
presentation of the watch in the City Hall. The accom- 
panying picture is the fruit of these efforts—after all, 
in view of Mr. Richter’s Herculean efforts it couldn’t 
be thrown away. 
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“The Bluebelle” (No. 30) 
— Sterling Silver Rattle: 
Beautifully designed cast 
silver handle. 








“The Animal Ring” (No. 
17)—Sterling Silver Nap- 
kin Ring: Choice of 
Lamb, Rabbit, Duck cast 
silver ornament. 








“Your Majesty” (No. 23) 
— Beautifully finished, 
heavy juice cup in ster- 
ling, with ornamental cast 
silver handle. 
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Can You Help Me? 


My Display Problem [, 





rd 
by VIRGINIA DIXON 


Readers’ questions about window and inside-store dig 


will be answered in this department each month by Miss ve 
ginia Dixon, one of America’s topnotch display experts whose 


talents have been brought to a focus on the jewelry field Mig 
Dixon is already well known to JC-K readers as the author a 
many stand-out articles on jewelry store display. ! 


— months ago we installed a shadow box sim. 
ilar to those shown in the article on Lucien’s suburban 
store in the July issue of the JEWELERS’ CircuLaR-Key. 
STONE. The idea seemed fine at the time, but now we are 
stumped for ideas as to how to decorate it. It has a re. 
movable, fabric covered pad back, on which to pin mer. 
chandise. The frame is natural maple to match our cases, 
The inside dimensions are 30” x 34” x 2”. There are no 
shelves. Any ideas you may be able to suggest will be 
most welcome as we would like to change this case fre. 
quently. R. P. 


Answer—Shadow boxes such as the one you describe 
offer an excellent opportunity for dramatic merchandise 
“pictures” and you should be able to achieve consider. 
able variety and interest in it. 

The soundest way, it seems to me, to work out such dis. 
plays is to plan a series of seasonal and merchandising 
ideas associated with the jewelry you wish to feature— 
Valentine’s Day, Spring Fashions, Gift suggestions, and 
so forth. To dramatize these ideas, you can use flat cut- 
outs, painted or fabric covered, tiny flat gift packages, 
sprays of artificial flowers or leaves, color fashion pic- 
tures cut from magazines, prints of fine paintings or any 
of the many novelty display items available which are flat 
and “pinnable,” such as die-cut and glittery snow flakes, 
stars, fans, flat paper sculpture figures. 

I would also suggest that the fabric backing of the 
“box” be changed frequently; a variety of colors and 
textures suitable to the season and the “idea” which you 
are expressing will make the decorative changes more 
noticeable. Possibly you can tie up your window displays 
with the shadow box by carrying out the same decorative 
treatment in this flat poster fashion. 


7” it possible to purchase individual solid wooden cubes 
and block in assorted sizes with which various dis- 
play groupings can be arranged? Would like to have 
these in sizes suitable for supporting pieces of silver hol- 
loware, glass and china. 

It seems to me with an adequate set of such blocks a 
great many pleasing arrangements could be devised. 


J. M. K. 


Answer—tThere is something new on the market even 
better than solid wooden cubes which are rather heavy 
and awkward to handle. Modern Products Corporation, 
308 Washington Street, Seattle 4, Washington, are mak- 
ing “Weldbloks” of a plastic faced plywood product, the 
mitered edges of which are adhered together by a special 
electronic process. The blocks are feather light in weight 
and come in many sizes both square and rectangular. The 
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fnish is a pleasing natural leather color which 

also be painted any desired color with cold water 
on +. If desired, | should think there was no reason why 
Me | blocks could not be covered in fabric or paper. The 
company will send a complete catalog and price list on 


request. 


SHOPPING NOTES 

If you have not planned your Valentine display, you 
might like the three dimensional wood units being offered 
by Doerr Associates, Portsmouth, Ohio. An 18” x 18” 
red lacquer heart with gold baroque scroll and white 
organdy ruffle frames a 9” round glass shelf . . . $12.95 
for set of two. A white lacquer cart with a red heart wheel 
and gold arrow handles offers good display space for 
costume jewelry, compacts, etc., at the same price. The 
heart unit is also available on an easel of crossed arrows 
which stand 34” high . . . $9.95 each. The cart is 36” x 
12” x 9” overall including handles. 


% % *% 


plastic 


Now, pleasing color effects can be achieved with fluo- 
rescent lighting with Tulox diffusers—unbreakable cylin- 
ders which slip right over all standard “Slimline” fluores- 
cent and Cold Cathode Lamps. The units come in a full 
range of Standard colors—blue, green, yellow, orange, 
red, pastel rose and clear—and require no special fixtures 
or attachments and are extremely simple to install. In 
addition to the color effects obtainable, the diffusers are 
said to greatly reduce glare, providing brilliant, but restful 
light, and being unbreakable, also serve as protection for 
the lamps themselves. Full description and prices are 
obtainable from Shur-Nuff Display Company, 24 South 
Sixth Street, Minneapolis 2, Minn. 


* % *% 


For budget minded stores who have found the expense 
of replacing sun-faded and dusty fabrics almost prohibi- 
tive, here is real news! A soft, silky rayon fabric is now 
available in a good variety of colors and several textures 
for the incredible price of 30 to 37 cents a yard. The se- 
cret is that although it drapes, pleats, puffs and has all 
the qualities of a fine fabric in appearance and “feel”— 
and in addition is flameproof!—it is neither spun nor 
woven! A revolutionary process developed in the past 
few years eliminates these expensive operations. The 
best that I can do by way of explanation is that webs of 
fiber coming off carding machines are run through roll- 
ers and overprinted with a liquid plastic that binds the 
fibers in place. It is available in a plain finish, 36” wide, 
or with diamond or stripe embossed pattern in colors on 
white background or all-over solid colors, 40” wide. It 
is being marketed under the name of “Rayoneze” by the 
Crown Mark Paper Corporation, 155 East 44th Street, 
New York 17, N. Y. They will give you name and address 
of the nearest dealer handling “Rayoneze.” 

The Crown Mark Company also offer a selection of all 
types of display papers including an extra wide—52” 
velour paper. Their 92” and 107” seamless background 
Papers come in matching colors. They will send color 
charts on request. | 





Save your copies of JEWELERS’ CIRCULAR-KEYSTONE. 
Annual index of subjects appears on page 355 in this 
issue. 
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... one of the many Nationally 
advertised products we distribute--- 


ALSO WHOLESALE DISTRIBUTORS 
OF THE FOLLOWING 
NATIONALLY FAMOUS PRODUCTS 


Seeland Watches Marathon Co. 
Community Plate Marvella Pearls 

1847 Rogers Bros. Shiman Mfg. Co., Inc. 
Wm. Rogers & Sons R. F. Simmons Co. 
Tudor Plate Speidel Corp. 

Poole Silverplate Louis Stern Co. 
American Queen Van Dell Jewelry 


S. O. Bigney Co. Farber Bros. Krome-Kraft 
Bliss Bros. Herschede Hall Clocks 
Bugbee & Niles Co. Ingraham Clocks & Watches 
Carl-Art Inc. McClintock Clocks 


New Haven Clocks & Watches 
Revere Hall & Chime Clocks 
Telechron Clocks 

Waterbury Clocks & Watches 
Westclox Clocks & Watches 
Ronson Lighters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Schick Shavers 

Toastmaster Products 
Eberhard-Faber Pens 

Parker Pens 

Terry Wallets 


FINE JEWELRY 
STERLING SILVER 


A complete line of 
Ladies’ and Men’s Stone Rings 


GET INTO THE HABIT OF BUYING FROM 


qf 


Established 1895 


AISENSTEIN & GORDON, INC. 


712-714 Sansom St. Philadelphia 6, Pa. 
PHONE: WA 2-3995 


Campus Men's Jewelry 
Carmen Bracelets 
Dorson Jewelry 

Deltah Pearls 

Excell Mfg. Co. 
Finberg Mfg. Co. 

W. E. Hayward Co. 
lrons & Russell Co. 
Iskin Jewelry 
Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 
Laguna Pearls 


DIAMONDS TOILET WARE 
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TECHNIQUES 











“THE KEY TO YOUR DESIGN PROBLEMS” 


JANUARY 1948 ALBUM OF 
L’OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 


Designs for Distinctive Jewelry by Outstanding Artists. 
Exclusive Designs upon request. 











Annual Subscription (4 editions) $60.00 
Semi-annual ” (2 fe ) ; 40.00 
Quarterly ” (1 od ‘ao 25.00 


L’OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 


' 41 Union Square West 
Tel. GRamercy 7-7580 New York 3, N. Y. 
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THE PLATINUM INDUSTRY IN 1946 
(From page 192) 


sweeps, and other waste products of manufacture that 
contain platinum—a 24 per cent decrease from 1945. 

Substantial quantities of worn-out catalysts, spinnerets 
laboratory ware, and other products are returned by i 
sumers to refiners for refining. The refined platinum 
metals recovered from these products (or their equivalent 
in refined metals) are returned to the consumers. The 
platinum metals so recovered are not included jn the 
statistics of secondary metals. 


PRICES 


Buyers reported purchases at $35 to $78.85 an ounce 
for domestic and foreign crude platinum metals and 
osmiridium in 1946. This price range results chiefly 
from variations in iridium content of crudes and from 
market fluctuations for refined platinum metals in 1946. 

Maximum prices for the six platinum metals, fixed by 
the OPA on February 1, 1943, remained in effect unti] 
April 29, 1946, when they were suspended. The maxi- 
mum prices per troy ounce for refined metals of a com. — 
mercial purity of at least 99.5 per cent were as follows: 
Platinum, $35; palladium, $24; iridium, $165; osmium, 
$50; rhodium, $125; and ruthenium, $35. 

Suspension of the ceiling prices on the platinum-group 
metals was followed by greatly advanced quotations for 
platinum, ruthenium, and osmium. By September 16 the 
retail price of platinum and ruthenium had risen to a 
peak of $93 an ounce, and osmium had been raised to 
$100. Iridium, usually more sensitive to supply and 
demand rumors and to speculation than any of the other 
platinum metals, was advanced on June 27 from $95-$100 
an ounce to $125, which however, was $40 less than the 
OPA fixed price. Insufficient supplies, active demand, 
and speculation were largely responsible for the higher 
orices. Coincident with improvements in the supply and 
demand position, several price reductions were made on 
platinum and ruthenium. and by the year end they had 
been lowered to $56 an cunce. Iridium remained at $125 
an ounce until October 24; thereafter it fluctuated be- 
tween $130 and $110. Quotations on palladium and 
rhodium remained stable at $24 and $125 an ounce, 
respectively, throughout 1946. 


CONSUMPTION 


As pure metals, combined, clad, or alloyed with other 
metals, the platinum metals are employed in the electrical 
and chemical industries, in dentistry and jewelry, and 
for numerous miscellaneous purposes. Sales of platinum 
metals to consumers in the United States were 484,575 
ounces in 1946 compared with 550,045 ounces in 1945, 
an all-time high. In 1946, for the first time, sales of 
palladium, which established a new record, almost equaled 
those of platinum. 

Platinum continued to be the most widely used metal 
of the group, but in 1946 sales were only 8 per cent 
greater than those of palladium. Sales of platinum con- 
stituted 234,479 ounces (48 per cent) of the total plat- 
inum metals sold to domestic consumers in 1946. By 
taking 61 per cent of the total platinum sold in 1946, 
the jewelry industry was the chief buyer, displacing the 
chemical industry, which ranked first in 1945 but 
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dropped to third place in 1946. Sales of platinum 
(144,015 ounces) to the jewelry trade were 77 per cent 
oreater than in 1945 and were larger than in any previous 
year. The record sales of platinum to the jewelry trade, 
however, were more than offset by drastic declines in 
demand by the chemical and electrical industries. Sales 
of platinum to these industries were only 31,107 and 
35,007 ounces, respectively, or declines of 73 and 67 
per cent from 1945. Sales of platinum for dental and 
medical uses also dropped substantially (29 per cent) 
from 1945 and comprised only 21.859 ounces (9 per 
cent) of the total sold. 

Sales of palladium established a new high in 1946 
and for the first time almost equalled those of platinum. 
Palladium constituted 217,181 ounces (45 per cent) of 
the total platinum metals sold to consumers in the United 
States in 1946. The electrical industry retained first place 
as a buyer of palladium in 1946 by taking 91,243 ounces 
(42 per cent) of the total palladium sold. Sales of pal- 
ladium to the electrical industry established a new record 
in 1946 and were 32 per cent greater than in 1945. 
Despite the swing from palladium to platinum for fine 
jewelry upon removal of the restriction on the use of 
platinum, sales of palladium have continued at a high 
level and established a new peak in 1946. Sales of pal- 
ladium to the jewelry trade were 60,294 ounces in 1946. 
an increase of 7 per cent over 1945. The dental and 
medical trades continued to be the third largest outlet 
for palladium, but sales were 2 per cent less in 1946 
than in 1945. The dental and medical trades took 41,407 
ounces (19 per cent) of the total palladium sold in 1946. 


Saies of palladium to the chemical industry, which also 
reached a new peak, were 68 per cent more than in 1945; 
however, they were only 15,092 ounces (7 per cent) of 
the total sold in 1946. Appreciable quantities of pal- 
ladium were sold to the pen and pencil trade for nibs 
and other parts in 1946, 

Sales of the other platinum metals—iridium, osmium, 
rhodium, and ruthenium—were comparatively small; 
they made up 7 per cent (32,915 ounces) of the tatal 
for the group in 1946. Iridium and ruthenium, harden- 
ing additions for platinum and palladium, were in much 
demand by the jewelry trade and, consequently, were the 
metals of this group most extensively sold, followed in 
order by rhodium and osmium. Sales of iridium. ruth- 
enium, and osmium were 41, 10, and 69 per cent, respec- 
t'vely, larger than in 1945, but sales of rhodium were 
26 per cent smaller. 


STOCKS 


Stocks of platinum metals in all forms in the hands 
of refiners, importers, and dealers totaled 362,023 ounces 
on December 31, 1946, compared with 301,972 ounces 
at the close of 1945. In addition, the Office of Metals 
Reserve held 78,137 ounces of refined platinum on 


December 31. 1946. 


IMPORTS 


Imports of platinum metals into the United States 
established a new high in 1946; they were 6 per cent 
more than in 1945, the previous record year. The prin- 
cipal sources of imported platinum metals in 1946 were 
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STAR SAPPHIRE 
RINGS 


MEN'S 
RING MOUNTINGS 


“ROKA” 
STONE RINGS 


126 West 46th Street 









ROSENTHAL & KAPLAN 


Manufacturing Jewelers Since 1905 








LADIES’ PLATINUM 
RING MOUNTINGS 


SEMI-MOUNTED 
RINGS 


WEDDING 
RINGS 


New York 19, N. Y. 
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COCKTAIL RINGS 


OVER 250 DIFFERENT STYLES 
WRITE FOR CATALOGUE 


OLAND JEWELRY CO. 


87 Nassau S#. New York 7, N. Y. 




















EXCEPTIONAL OPPORTUNITY FOR 


3 SUCCESSFUL 
SALESMEN 


We have immediate openings for 
three top-flight salesmen to sell 
CORT WATCHES in the following 


territories: 


NEW YORK CITY METROPOLITAN AREA 
CHICAGO AREA 
PACIFIC COAST 


This fast-selling, popular-priced line of watches offers 
excellent opportunity for large commission earnings to 
the right men. Must have record of successful experi- 
ence in the jewelry field and established following 
among retail jewelers in the territory to be covered. 
Write in detail (and in full confidence) to: 


CORT WATCH CO. 


THE ACE WATCH CO., INC. 
10 West 47th Street @ New York, N. Y. 
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Canada (216,762 ounces), U. S. S. R. (106,851 ounces) 
United Kingdom (40,199 ounces), and Colombia (38 658 
ounces). Imports of refined metals (331,198 ounces) 
were 97 per cent more than in 1945, but imports of yp. 
refined material (76,012 ounces) were 56 per cent less 
Imports of refined platinum, palladium, iridium, ae 
osmium were 65, 59, 100, and 113 per cent, respectively 
greater than in 1945, but imports of rhodium and ruth. 
enium were 87 and 2 per cent, respectively, less. 


EXPORTS 


Exports of refined platinum (including scrap) jp. 
creased to 15,468 ounces in 1946 (7,781 ounces in 1945), 
but those of the other platinum-group metals (including 
scrap) decreased to 4,294 ounces (10,951 ounces ip 
1945). The chief foreign markets for platinum were 
Brazil (6,512 ounces), Mexico (1,849 ounces), United 
Kingdom (1,846 ounces), France (1,519 ounces), and 
Argentina (1,108 ounces) and for the other platinum. 
group metals Canada (1,341 ounces), Brazil (724 
ounces) and Switzerland (585 ounces). 


CANADA 


According to the Dominion Bureau of Statistics, pro- 
duction of platinum metals from the nickel-copper ores 
of the Sudbury district, plus a very small quantity from 
placers in British Columbia, was 130,400 ounces of plat- 
inum and 114,200 ounces of other platinum-group metals 
in 1946, compared with 208,234 ounces of platinum and 
458,674 ounces of other platinum-group metals in 1945, 
The figures on production for 1945 and 1946 represent 
the platinum metals contained in the concentrates actually 
recovered, whereas those for many previous years repre- 
sent the metals refined from Canadian concentrates at 
Acton, England, plus the platinum-metals content of con- 
centrates sold. Moreover, the figures for 1945 include: 
certain adjustments to account for metals produced in 
1938-44 but not previously included in the statistics. 

Sales of platinum metals by the International Nickel 
Co. of Canada, Ltd., were 320,794 ounces in 1946 com- 
pared with 381,741 ounces in 1945. 


COLOMBIA 

The South American Gold & Platinum Co. produced 
30,797 ounces of crude platinum metals in 1946 (20,346 
in 1945). The crude material contains about 85 per cent 
platinum metals. The production of crude platinum 
metals by other operators was about 13,742 ounces in 


1946 (14,411 in 1945). 


UNION OF SOUTH AFRICA 


According to the Department of Mines, 73,495 ounces: 
of crude platinum containing 22,509 ounces of platinum 
metals and 1,326 short tons of concentrates containing 
58,070 ounces of platinum metals were produced in South 
Africa in 1944, the latest year for which detailed informa- 
tion is available. Thus, total output of platinum metals 
was 80,579 ounces in 1944; sales were 71,465 ounces. 
The average composition of the product sold in 1944 was: 
Platinum, 63.58 per cent; palladium, 27.01 per cent: 
iridium, 0.38 per cent; osmium and osmiridium, 0.03 
per cent; rhodium, 1.12 per cent; ruthenium, 4.39 per 
cent; and gold, 3.49 per cent. 

Outputs of crude platinum and concentrates were 


THE JEWELERS’ CIRCULAR-KEYSTONE 








75,906 ounces and 1,183 short tons, respectively, in 1946 exact location of one or more of the boards, proving that 
ids 


compared with 73,166 ounces and 1,122 tons, respec- their statements about having noticed them were correct. 
tively, mm 1945. No assay data are available for 1945 Also for one hour each day for a week, guests in the 
and 1946; in 1944 the cr ude platinum averaged 30.63 lobby of the Hotel Winthrop, in whose building the new 
per cent platinum metals, and the concentrates contained store is located, were checked in the same way. Forty- 
43.79 ounces of platinum metals per ton. The crude three per cent reported having seen the signs. 
platinum and COEAAEIRD: SM ORD it ie eae A similar week’s check was made of all parked cars on 
burg district. baie ; the downtown streets in which passengers were seated. 
Output of osmiridium, which ao paceman ie On yl The occupants of 60 per cent of the cars bearing Washing- 
ment of gold ores on the Witwatersrand and Extensions, ton State licenses reported “yeas” on the signs, but onlv 


was 6.142 ounces in 1944, and sales were 6,896 ounces. 
The average composition of the product sold in 1944 was: 
Osmium, 29.18 per cent; iridium, 26.34 per cent; ruth- 
enium. 12.88 per cent; platinum, 11.52 per cent; rhod- 
‘um. 0.68 per cent: gold, 2.39 per cent; and unde- 


termined, 17.01 per cent. 


22 per cent on the out of state cars. 

“We're not sure just what this latter poll proves,” Mr. 
Maurmann said, “or whether it proves anything outside 
of the fact that Tacoma residents see and read our boards, 
which, of course, is what we’re chiefly interested in.” 

Possibly, here is a better measuring stick. The store 
opened at the Winthrop block location in April 1946. 
BILLBOARDS SEEN AND REMEMBERED Volume has shown a substantial increase each six-month 

(From page 200) period since the opening. Whether it’s the boards or not— 
that’s a pretty good showing. 





month. The large downtown “hot-spot” location rents for 
845 a month and the four smaller highway locations for 





a total of $137. The balance is for monthly service and CONTESTS—SHARPEST SELLING TOOL 
ighting. 

six months of the campaign Mr. Maurmann con- ashtatlh tama ta 

ducted a little “Gallup Poll” of his own to check results. pletely sold on the store than if the same reasons had 
Fiftv house calls in different residential sections of Ta- been pointed out to him by the store’s advertisements be- 
coma were made. On the 50 checks, 41 reported having cause, since he discovered them, they are his reasons. 
seen the boards, and all but six of them could give the A third, and very important advantage of the testi- 
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JEWELRY NEED REPAIRS? i SRHESSsisiiitia 
DON’T DILLY-DALLY 4 


7 REPAIR SERVICE 

ft ye Watches & Clocks 

; Plain & Complicated 
| . Chronometers 

All Crystals Fitted 
Dial Refinishing 
Case Repairing 


Recasing & Dialing 
Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 


Plating 
Gold . . All Colors 
Silver—Rhodium 
Chromium—Nicke] 


Hollowware and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

Radios 














BAKED-IN LUCITE WATCH CRYSTALS WATERPROOF — DUSTPROOF 


A Round, Clear 50 
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Fancy, odd shapes, Clear .85 

Colored mele 


coos) ALMA SERVICE COMPANY ler 
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Reasonably Priced — Prices upon Request 
Sold thru jobbers only 


AMERICAN JEWELRY Box Co. 


35 Maiden Lane New York 7, N. Y. 


KINGSLEY 


WORLD'S FINEST MOFSGRAMMING MACHINE 














STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own store 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 
Write for Catalog and Ideas 
on Monogrammed Promotions 


kingsleg 






TORCE TT TS 
STAMPING MACHINE CO. 


BOLL YWeens 28, CALIFOR BIA 
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monial contest is the sales angles it gives the jeweler tes 
future use. Culling out reasons-to-shop suggested by con. 
test entrants, he often comes across sales and advertisin 
angles and appeals that had not occurred to him, and that 
can be very useful because they show things from the 
customer’s-eye point of view. 

There are several forms of testimonials. Of these, the 
“complete the sentence in twenty-five words or les.” 
variety is usually advisable for the jewelry store. Aj) 
essay is too long. The average customer or prospect js 
not a professional writer—far from it. More often, he 
detests doing such an everyday writing chore as answer. 
ing Cousin Hattie’s latest letter. So the simpler the writ. 
ing is made, the wider the appeal of the contest will be. 
A long letter is inadvisable for the same reason that 
makes an essay hard for the average jewelry store cys. 
tomer to complete. 

Few of us are poets, or even rhymsters. Because of 
this, a rule calling for completion of a limerick line or 
for writing of a complete verse will stop many persons 
from entering. 

It is best that the actual testimonial be something that 
sells. An example is “I like to buy at the Jones Jewelry 
Store because ....” Another is “Jones’ silverware selec. 
tions hit my eye because... .” Or “Jones Jewelry Co.’s 
new radio department is the slickest I’ve seen. I like ji 
because....” Or “I like to shop for complete selections 
at Jones Jewelry Store. I like the many different depart. 
ments because... .” 

All of these examples let the customer do the selling. 
He dreams up reasons why Jones Jewelry Co. is a de- 
sirable place to shop. And, in the process, he furnishes 
the jeweler with ready-made selling appeals for later use 
in the store’s advertising. 


LENGTH OF CONTEST 


How long should the contest run? That depends upon 
its purpose. If it is put on to generate interest in a new 
store opening, then it should last at least one month. If 
it is to level out a seasonable low-sales spot, then the 
length of the contest should cover the slump period. What- 
ever the length chosen, there is one thing on which you 
can depend: the majority of entries will arrive in the last 
few days. That has been the experience of most contest 
sponsors. 

A contest can only be as successful as it is widely 
known. So a generous amount of advertising should be 
put to work. The advertising should play up the contest, 
stressing win, win, win. 

The rules of the contest should be prominently dis- 
played in the ad, in one-two-three order. It is advisable 
that they be set off in a ruled box. If a testimonial is re- 
quired, experienced contest users have found it a good 
policy to give the readers a sample entry as a guide to 
what sort of copy the sponsor has in mind. 

One advertisement is not enough! Continuing, hard- 
hitting advertising should be used throughout the contest 
period, with an extra spurt toward the end. 

If merchandise prizes are offered, the dollar value of 
each prize should be stressed, and its sales pointers—so 
that more readers of the ad will be induced to want it, 
then enter to win it. 

If it is necessary to enter the store to secure a contest 
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blank—and t 


trafic—then t 
es require a proo 


hat fact should be prominently stressed. If 
ur rul f-of-purchase (corresponding to 
yo 

national 
should also be stressed. 


In every contest, placating the loosers so that no ill 


will can arise is a constant problem. It can be handled 
by letting the public know that the judging was as fair 


as it 


informing him that winners will be announced on _ the 


date determined. aa 
It is always wise to secure outstanding judges whose 


probity cannot be questioned. Civic business and politi-— 


cal leaders, if they can be induced to act as judges. are 
hest because they are well known in the community. If 
such judges can be lined up. it is good policy to an- 
nounce their identities early in the promotion. 

A list of winners should always be published. 


his has been found excellent for bringing in | 


advertisers’ box top requirements), that fact 





could possibly be, and that the company appreciated : 
the entries sent in by every contestant. Sometimes, It 1s 
good policy to send postcard acknowledgement to the 
contestants, thanking each for sending in his entry and 


The line between a legitimate contest and an illegal | 


lottery, as defined by the postal statutes. is sometimes a 
thin one. Plans should always be submitted to the local 
postmaster for approval before embarking on a contest. 
Among other things, the post office always insists that the 
closing date of the contest be announced at the beginning 
—and adhered to. No extensions may be made. The 
prizes. once announced. may not be changed. If two 
winners are chosen. they must receive duplicate prizes. 
which must be identical with the ones advertised. 


— ae 


BRAND-NAMES PROMOTION BOOSTS SALES 
(From page 204) 


gram of lectures in the “Consumers’ School” with au- | 


thorities in the various fields as speakers. 
One of the most keenly participated events was the 


elimination Brand-Names Quiz Contest with a galaxy of | 


prizes totaling more than $1,000. Held for five evenings 
at local theaters, this contest assumed all the proportions 
locally of the now-famous “Miss Hush” radio program 
with contestants queried on the identification of well 
known trade marks, slogans, etc. The winner was 
crowned Queen and honored at a banquet on the final 
evening of the promotion. 

Awards in the various categories of advertising and 
display were made to the several retail firms picked by 
the board of experts as having done outstanding jobs. 
James E. Cleary, jeweler, won awards in radio advertis- 
ing, window display, and newspaper advertising. Sim- 
mons Jewelry Store won awards for both window display 
and newspaper advertising. 

Proof of the success of this cooperative promotion was 
evidenced not alone by the interest shown by the par- 
ticipants but by reports of local merchants of increases in 
store sales which ranged from a low of 30 per cent to as 
high as 100 per cent. Manufacturers and their repre- 
sentatives learned at first hand the importance of close 


cooperation between themselves and dealers in small | 


cities; retailers, the importance of and the regard with 
which branded merchandise is held by the consumer 
public. 
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THE POPULAR NEW 
JILLFOLD 
BY ENGER-KRESS 












SAFETY 
TAB 
CLOSURE 


This new Jillfold is shown to 






PHOTO-PASS CASE 1S 
REMOVABLE 


the public for the first time in 
the February issue of Charm 
. . . be the first to show it in 
your community. Feature it as 


“the Valentine of the Year”. 





PURSE FOR COINS 
AND KEYS 


Three new shades — Horizon 
Blue, Rocket Red, Evergreen. 


In Glazed Goat and Kip Calf. 





THE MARK OF AMERICA'S 2 
FINEST LEATHER GOODS > 





WEST BEND, WISCONSIN 


NEW YORK |, 230 Fifth Avenue, Room 509 
CHICAGO 3, 36 South State Street, Room 1224 

























Virginia Mayo and Michael O'Shea signing 
autographs at the Gift Box in San Francisco, 
presented some lucky person with a CORO. 
NATION DIAMOND RING! Another Corona- 
tion movie promotion! 








_In Studio City, California before a huge 
crowd, Leo Carrillo, center, and Noreen 
Nash, movie star, right, present the Studio 
City Queen with a CORONATION DIAMOND 
RING as the newsreels record for posterity. 
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In New Orleans, La. from an airplane dropped these leafle 
attracted a crowd three blocks long rushing to see Turhan Bey, - 
above, present the lucky person with a CORONATION DIAMON® 
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Jack Baily, left and Mary Meade, Eagle-Lion 
Film Star, present the Queen For A Day with 
a CORONATION DIAMOND RING in the 
WORLD'S FINEST DIAMOND PACKAGE. 
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Mr. Gordon Gillies of Gillies Jewelry Store 
is shown with his trophy outside of his win- 
ning window in the contest for the best 
dressed window in town. The CORONATION 
CROWN CASE and girl selected as the local 
CORONATION QUEEN are pictured behind 
the proud jeweler. 





COUNTESS CAREN 


DUCHESS NINETTE 
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Because of the demand for 
the movie and lecture Mr. 
Schwanke limits the show. 
ing to large groups of 50 
and over like one shown. 


Movies Edueate 


AKING use of America’s most popular form of 
recreation—the movies—as a means of educat- 
ing prospective customers about silver, the Schwanke- 
Kasten Jewelry Co., Inc. of 331 E. Wisconsin Ave., Mil- 
o waukee, has built up interest in this line—as well as 
Silwerware Story sales—which is also reflected in increased volume in the 
other jewelry lines which the store carries. 
Showing these commercial films was the idea of Wil- 








ustomers On 








by SUSAN SANDERS 


Silverware is well represented 
in wall cases in the store. 
One in rear, kept well stocked 
Silverware is well represented 
in wall cases in the store. 
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Flatware counter is located on west 
side of the store and is in charge 
of Mrs. Beulah Danielson. Chairs are 
provided for comfort of customers. 


Recent addition to the store 
was this stationery and gift 
card nook, left, which is in 
charge of Miss Alice Phillips, 







Schwanke-Kasten Jewelry Co., Milwaukee, has built keen interest in 


silver, reflected in increased sales in that and in other lines, 


as a result of telling the story by pictures in lecture campaign. 


liam Schwanke, president of the firm, and he carries 
through the whole idea from answering those program 
chairmen who contact him asking for a lecture on silver, 
all the way to showing the film and speaking on this sub- 
ject personally. 

Since he receives so many requests for his movie and 
lecture that he couldn’t possibly handle them all, Mr. 
Schwanke has had to limit his appearances to groups of 
over fifty people. Thus when a program chairman of any 
organization asks him to present his movie and lecture 
for her group, Mr. Schwanke explains that if the organi- 
zation can promise to have more than that number pres- 
ent, that he and his assistant will come and show the 
colored film, “Heirlooms of Tomorrow,” a movie about 
silverware which is available from one of the manufac- 
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turers. There is no charge for the showing and the lec- 
ture, but for any engagement outside of the city, the 
sponsoring group is expected to pay the traveling ex- 
penses. However, at the close of his lecture, Mr. Schwanke 
usually provides a pleasant surprise by handing back the 
travel check with a request that the group use it to get 
something it needs. This small gesture alone has won 
much goodwill for the firm and made many new friends. 

When the fall and winter seasons bring their busy 
club activities, this movie is shown as much as forty 
times to as many different groups. The procedure is 
usually the same. The film is shown; Mr. Schwanke 
speaks on silver and its proper care; and then a question 
and answer forum takes up another twenty minutes or 
more. This latter part is the most important, Mr. 

(Please turn to page 244) . 
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Sales can be great in 48 





with new helps from International Sterling! 


ONE YEAR FROM NOW—when you check over your 1948 sales rec- 
ords—will the figures bring a dreamy smile to your face? 


Business should be brisker than ever in your sterling silver depart- 
ment. That is—if you spearhead your sales effort with most-wanted 
International Sterling—and if you take wide-awake advantage of 
all the new selling tools International is offering. 


This is what we're doing... 


3 Presenting . . . the biggest advertising cam- 
paign in sterling history! 


Yes, it’s a new campaign ... in full color... 
with a completely new pattern presentation that 
makes pattern choice easier! 


Reaches more women . . . more consistently 
... with a stronger message than ever! 13 full- 
color pages in LIFE (with a potential audience 
of 26 million for each issue)! 6 pages in HOUSE 
BEAUTIFUL! Ads in every issue of BRIDES and 
GUIDE FOR BRIDES! 


d. New, top-listening time for ‘‘The Adventures 
of Ozzie and Harriet’! 


This famous International radio show—the 
only network show for any sterling—now moves 
to a new Friday night time that delivers over 
2 million more radio homes— grand total of 27 
million! Listen yourself— Friday evening, 9:30 


P.M., E.S.T., CBS. 


3. Regular mailings of International’s new 
Sterling Salesmaker— 


Containing the latest merchandising and pro- 
motional ideas you can put to work in your 
store! 
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International Sterling 


This is what you can do... 


4. Tie in with this important new campaign 
from the beginning! Use these attractive color 
ads in your window displays. Have copies of 
LIFE on your counters. Put special selling em- 
phasis behind the International Sterling pattern 
given the spotlight position in each month’s ad! 


2. This new time means many more listeners in 
your town—listeners pre-sold on International 
Sterling! Announce the time change with our 
just-for-the-occasion tie-in newspaper mats 
(many of you have already asked for them)! 


3. Use these ideas to make sales go up like a 
July thermometer! When stores really go to 
work and promote International Sterling, case 
histories show a spectacular rise in volume! 
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Your CUSTOMER’S PRIDE in ownership of precious solid silver depends 











entirely on the beauty and craftsmanship with which the design is 


conceived and executed. 


The “Third Dimension Beauty” of Wallace Sterling expresses exquisite 





artistry in full-form sculpture ...each pattern is endowed with full body 


and complete form on the sides and back as well as on the front. 


This achievement of many decades of fine silvererafting . . . solid silver 


with true third dimension beauty... is exclusive with Wallace. 
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Schwanke feels, for many women want to know more 
about silver and may not know just where to go to find 
the answers to their questions. 

“After the colored movie has shown these women just 
how their silver was made, they still want to know about 
its care and preservation. Our discussion group gives 
them the chance to find out. Then, too, this tells me 
what the women like best in silver and what they plan 
to buy. Naturally, this helps our store to plan its stock.” 

Mr. Schwanke has also used this lecture plan with 
great success in the store itself. After the presentation 
of the movie and the lecture and the question and answer 
period, he invites all the women present to browse around 
his store and to ask questions. 

“We emphasize that nothing in the store is on sale 
at that time. In other words, these women were not to 


Every member of the store's 
staff is well trained in the 
knowledge of the merchandise 
he handles. F. A. Schmitter, 
head of special order depart- 
ment sells a customer a tray. 





Windows of the Schwanke-Kasten 
store are well known for their 
simplicity and dignity. Almost 
always, a floral piece has held 
the central spot with only few 
items shown in the foreground. 





feel that they were being expected to buy something in 
return for the lecture. We wanted them to know that 
they couldn’t buy anything even if they wanted to, but 
that they would have to come back at a later date to make 
a purchase. All we wanted them to do was to look over 
the store and our stock at their leisure. 

“Oh, yes, we had a reason for this. You see, our store 
is located on the east side of the river in downtown Mil. 
waukee, and to most Milwaukeeans that means that our 
store is an ‘exclusive’ one and therefore very expensive. 
So we have had to fight that mental hazard which makes 
people hesitate to come into our store. 

“We had to figure a way to get them in so that we 
could show them that our silver has the same price as 
in the store that they think of as being ‘budget priced.’ 

(Please turn to page 260) 
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Footed Oval Vegetable Dish with handles. Button 
Top Cover—Gadroon Border 1144” long. 
$821 $10.00 ea. 














Georgian Style—Gadroon Border. Candela- 
bra. Style S758 Three Branches, 1834” high. 
















1614” spread. $42.50 pr. 
Style S757 Five Branches, 1854” high, 16%4” 
spread. $55.00 pr. 
Style S813 Three Branches Short, 1354” high, , 


1614” spread. $35.00 pr. é * 
; Georgian Style, Gadroon Border—Footed, 


oblong Vegetable Dish with removable in- 
sert with covers. 


$812 $27.50 ea. 


Six Piece Tea and Coffee Service in the Silent Butler, Scalloped 

Georgian Style with delicately wrought feet. Button Top Cover. 

Style S797 $115.00 complete wrens square. 
ea. 


These are just a few of 
the many unusual repro- 






WARRANTED — extra 
heavy silverplate on cop- 





ductions in stock. See 4 oti J 
previous issues for (aNeameS All Mere “4 aneiled 
other exceptionally 9S Swe wss—ié* “ee —" Pp 


attractive items. 


Gsutradts * 


Silverware Division 
29 WEST 47th STREET * NEW YORK 19, N. Y. 

4 BRyant 9-8770 
OLD ENGLISH REPRODUCTIONS 
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\Y OU'VE got to hand it to the jewelers in Wisconsin 
—they’re pretty nearly always first in introducing = 
improvements in the trade. The message of this ad, run in 

Back in 1937, for example, the Wisconsin RJA was leading Wisconsin papers, was 
k ; ; accented by local jewelers’ ads. 
instrumental in putting through the first state watchmaker 
licensing law—one which has, in the ensuing years. served 
as a model for a number of other states. 


age in Jewelry to sign a contract which requires a purchase 

Now, ten years later, Wisconsin’s jewelers are pioneer- each month. 

ing again. Instead of bewailing the fact that door-to-door Will the sterling you choose be available a few years 

silverware peddlers are cutting into their business. they from pond pom, ae or a place setting always 

are doing something about it. That “something” is an a . a able. Ht your sterling is created by o reputetls 
- ; ; ; sterling house . . . regardless of time elapsed. 

advertising campaign, educational in nature, urging the 

public to buy their silverware at a jewelers and giving 


Choosing the pattern to match your dinnerware or 
china is not a decision to be made over the front door 
good substantial reasons why they should. 


step. Specialists in Jewelry have fine silver available in 
The ad, reproduced on the page, is headed “A Word of ges sens Penman weeny ‘anete, . 
Caution If You Are Buying Sterling Silver (or Silver- Pe gay sage ie eerie age tee 
plate) .” 


bought by or for each individual. Then, when friends 
or relatives give sterling as a gift, the jeweler is able 
to a in making a selection that will avoid duplication. 
7 
It has been called to our attention that Silverware is im cpt opr acreage ae 
being offered for sale in this area by house-to-house tion assured by the name of a Specialist in Jewelery on 
salesmen. As a word of caution, we would like you to the gift box. | . 
consider the following: 

Before you buy silverware from door-to-door salesmen, 
or anyone, compare! Compare their merchandise with 
that offered by local retail Specialists in Jewelry. Com- 


pare it as to workmanship, as to time-proven patterns 
or to the reputation of the manufacturer. 


Below appears the following message: 


Beneath this text appears the official emblem of the 
Wisconsin Retail Jewelers Association bearing the motto 


“Buy Jewelry From Your Jeweler.” Beneath the emblem 
C a) : . , is the statement: “In 48 cities throughout Wisconsin. the 
ompare price! en you buy silverware from a above emblem is displayed to hel i ify ° 
Specialist in Jewelry, you pay no more, and probably elry Specialists j = Pd - identify the Jew 
less . . . and you buy nationally known makes. : P : : . — — munity. 
‘Many young women prefer to buy sterling by the ndividual jewelers tied in with the state-wide campaign 
piece or by the place setting . . . at their own conve- by running their own ads, similar in theme, in home-town 
nience. At no time are they compelled by a Specialist 


newspapers. 
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Y.: actually .. for what you see is Sterling Silver being 

poured in our own Melting Room, for here at Webster, we 

create the complete product from silver ingots to those lovely 
Creations that you have demanded so many of. 


Believe us to be grateful for your continuing interest in 
us and our products. 


_S 22> 
= 


~<@_ CS iverSMie 


















FOR JANUARY, 1948 














The Ad-Viser 








--- Direct Mail Advertising 


by IRVING SETTEL 


Eleventh in a series of articles on retail advertising 
continues the discussion of direct mail as a medium, 


HEN a retailer decides to promote merchandise 
by means of direct mail, there are certain factors 
which must be given first consideration. Primarily, he 
determines how much money he can afford to spend. The 
appropriation affects both the quantity and size of the 
mailing pieces. Then he decides how long his message 
should be within the limitations of his costs. His rough 
layout will include the approximate amount of words and 
illustrations which will be used. Then follows the produc- 
tion of the direct mail piece as discussed previously in 
this column. However, one of the most important post- 
production factors to consider is the campaign. What 
plan will be used in sending out the mailings? How will 
the lists be exploited to the fullest extent? What should 
be the organization of mailing to result in maximum 
sales? In line with this, there are three possible paths to 
follow. 





THE VARIED LIST PLAN 


This plan is effective when the jeweler possesses items 
which he is anxious to unload. It is good too when he 
has acquired a series of lists from noncompetitive mer- 
chants. In this case, the advertiser will subject the list 
to test mailings, offering one item at a time. In this way, 
he can determine the value of the list plus the desirability 
of the merchandise. After making the rounds with a 
single item, the jeweler may try a new item and go 
through the various lists again. 


THE VARIED ITEM PLAN 


This type of campaign entails the sending of different 
mailings containing varied items to the same list. This 
plan is especially adaptable for the jewelry merchant since 
he can offer his items at various intervals to his regular 
customer list. It is excellent to stimulate business with 
off season specials. Sales and merchandising events can 
be publicized in coordination with newspaper and radio 
advertising. This would make the campaign thorough 
and complete. 
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THE BUILD-UP PLAN 


In selling high priced items, it often becomes neces- 
sary to sell your merchandise with a series of direct mail 
pieces rather than a single piece. Here, it is wise to use 
the “build up” plan. First, the advertiser plans a series 
of mailers to be sent the identical list or lists. Each 
piece will contain a story about the merchandise being 
offered, and will serve two purposes. 

1. It will attempt to make a quick sale and end the 
campaign. 

2. It will lead up to the next mailing piece, serving as 
a wedge to arouse interest in the coming advertisement. 
The entire unit is planned as a complete campaign rather 
than individual units. The “build up” plan is also used 
effectively to prepare a list of customers for a prospec- 
tive catalogue. By sending a series of direct mailers first, 
interest is stimulated and when the catalogue finally ar- 
rives, it is looked upon with great respect. The effects 
of this show up in orders. 

The “build up” plan has been used successfully in 
“dun” collections, accounts in arrears, etc. Usually, a 
series of letters is planned, each mailing increasing in 
strength. The culminating letter suggests legal action, 
court unpleasantries, etc. Thousands of jewelers can 
vouch for the plan’s effectiveness. 

It is well to remember that while any one of these plans 
can be used exclusively, most advertisers will use a com- 
bination of all three, stressing whichever one best fits the 
individual needs of that particular jeweler. 


FOLLOWING UP INQUIRIES 


In order to build a list, some jewelers advertise in 
newspapers or other periodicals, offering free catalogues, 
literature, even inexpensive merchandise. While this has 
proved effective, caution must be used. Most of the re- 
turns will be good potential customers. However, many 
letters will be from “coupon senders”—the kind of peo- 
ple who write for anything and everything which is of- 

(Please turn to page 261) 
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<7 ine gifts Keep MLeMLeTLEd ale ve. They are chosen with 
infinite care. 

Discriminating jewelers know that most sales depend upon the 
bee a . ° e . . ° 
giver’s confidence in the inherent quality of his merchandise. 

They have confidence in Post-advertised merchandise—and 
confidence in the jewelers who offer it. 

Your best customers—the people who appreciate and can afford 
the finer things in life—are Post readers. 


That’s why it’s wise to feature Post-advertised products. 


Gon c bial customers 
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Send for your free copy of “How to Wrap Up Sales,” a 
new booklet on creative wrapping by Sally Plunkett, Inc. 
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“Double Window Arrangement 


In addition to allowing cy. 
tomers inside the store the 
same view of merchandise a, 
window shoppers outside the 
“double window" used by Sun. 
shine's permits an unobstruct. 
ed view of the store interior, 


by ROBERT LATIMER 





Ups Number of Items Shown 


\ A ANY merchandising benefits have been derived 
from an unusual idea in display window con- 
struction developed by Louis Sunshine, head of Sunshine 
Jewelers at Fifteenth and Welton streets, Denver. Colo- 
rado. | 

Long highly cognizant of the extreme value of window 
display in jewelry merchandising, Mr. Sunshine has in- 
stalled novel “double windows” all around the Welton 
Street store, the second of which he has opened in twenty- 
five years of jewelry experience. 

The “double windows,” as shown. consist of display 
windows which have almost the same amount of display 
space on both sides—from the inside of the store and 
from the sidewalk outside. Nine of the ten windows 
around the two sides of the store are thus arranged, by 
merely removing the inner wall. and glassing in the back 
of the window exactly as is the front. Each window has a 
5x6 foot exterior panel of glass. and a 4x5 foot inside 
panel, the latter serving also as a door. of course. for 
trimming displays. The “double window” idea has cre- 
ated much comment in Denver retailing circles. and 
many jewelers visiting the Colorado metropolis during 
the summer months have dropped around to discuss the 
idea with Mr. Sunshine. 
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Sunshine’s, Denver. Colorado, employ 
a novel idea by duplicating window 
displays—the same items face both the 


street and the interior of the store. 


“Such window construction has many advantages, and 
some extra disadvantages,” Mr. Sunshine pointed out. 
“For one thing, people moving along the sidewalk outside 
of the store can see both the window display we wish to 
present and at the same time, see into the interior of the 
store. This is true particularly during the evening hours, 
with the fluorescent and incandescent lighting inside the 
store. Next, where we have a particular merchandising 
event in progress or want to place more emphasis on pal- 
ticular lines, we can build our displays in duplicate, one 
facing out toward the sidewalk, and one in toward the 


interior of the store. This is done by merely doubling up 
(Please turn to page 263) 
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‘Error in Window’ Contest 


Spurs Interest in Watches 





Left—Groups of people were 
constantly gathered in front 
of Reneau's windows, examin- 
ing every item for “mistake.” 


Coinciding with the window dis. 
play, this ad, run in Sunda 
morning paper, announced the 
window contest and, at the same 
time, promoted watch lay-aways, 
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Bob Reneau, Alva, Okla., employed a novel sort of contest to 


promote lay-aways of Christmas watches. Results were extremely 


successful and the store’s popularity has been greatly inereased. 


HO says asmall-town jeweler can’t organize a con- 
test and set the whole town on its ear? Bob 
Reneau, owner of Reneau’s Jewelry, Alva, Okla., did just 
that—and had a host of Christmas lay-aways to prove 
the fact. 

According to Mr. Reneau: “Late in October we found 
ourselves with an unusually large assortment of wrist 
watches. Since it was just about the nicest merchandise 
we had been able to assemble since the end of the war 
we were anxious to let people know that they could make 
their selection and, with a small deposit, lay it away for 
Christmas.” 

Merely putting the watches in his display window with 
a sign suggesting lay-aways might have attracted the at- 
tention of some customers, but Bob felt that such a tech- 
nique would hardly be forceful enough. Accordingly, 
he conceived his contest plan, timed it to coincide with 
“homecoming week” of the local college, and put it into 
execution. 

First of all he filled two display windows with the 
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watches and, behind each timepiece he placed a card 
which stated that the watch could be laid away for Christ- 
mas for only $5. | 

Then, in the center of the window, he placed a large 
sign which stated that somewhere in the window display a 
basic mistake had been made. To the person who first 
spotted the mistake Reneau’s would award the lady’s wrist 
watch prominently displayed beneath the sign. 

These window preparations were made on a Saturday 
evening. The following day, Sunday, a full-page adver- 
tisement for Reneau’s watches appeared in the local news- 
paper. This ad utilized mats for the various makes of 
watch carried by the firm and beneath each illustration 
was inserted in prominent type the caption “Five Dollars 
Lays One Away.” In the center of the page appeared 
an announcement of the contest to locate the error in 
the window display. 

Visiting his store on Sunday afternoon, Mr. Reneau 
noted, immediately, that his advertisement (and contest) 


(Please turn to page 265) 
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TWO NEW GUILD PLAYING CARD DESIGNS 





ACTUAL SIZE 






@ The quick acceptance of Guild Playing 





Cards in Miniature, introduced early this fall, has 


precipitated the presentation of two additional 


TINY MASTERPIECES designs. One of these new purse-size sets features 


IDEAL FOR an exclusive needlepoint piece by Ann Orr; the other features 





the reproduction in full color of a painting from Guild's 
W@ TRAVEL AND VACATIONS 


WY FAVORS AND PRIZES 
WY SOLITAIRE 
W@ CHILDREN’S GAMES 


WESTERN PLAYING CARD CO. e RACINE, WISCONSIN 
a 
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Gallery of distinguished art. Guild Miniatures 
are proving to be a fast-moving quick profit item. Write for 


samples and prices today. 











Mesure New 


|. The cover of this hand-made cigarette box features an 
actual gardenia silver-plated by newly-discovered process. 
Size 3!" x 3" x I". Retails for $110. From Millais Cre- 
ations, 511 Westminster St., Providence 3, Rhode Island. 





2. Smart styling is reflected in this new bangle bracelet 
of two-tone dainty flower design. 1/20 12K gold filled. 
By C. E. Probst Mfg. Co., 9-11 Franklin St., Newark, N. J. 


3. These items of men's jewelry should score a "'strike'’ 
with bowling fans: tie-slide (B3016) retails for $1.50, and 
cuff links (H3268) for $2.50 per pair. Avaliable from 
Anson Products, 24 Baker Street, Providence 5, Rhode Island. 


4. New Marvel "44" 1/20 12K gold filled watch bracelet 
combines expansion links and basketweave design. Has a 
stainless steel back and retails for $10.95, including 
tax. Goldsmith Co., Blue Cross Bldg., Providence, R. |. 


5. New Sessions electric alarm clock features slow-speed 
"melody" bell built into clock body. Popularly priced 
at $4.95. Sessions Clock Co., Forrestville, Connecticut. 


6. Uniquely designed ladies’ full-expansion watch attach- 
ment has each individual link roll on wrist. 1/20 12K gold 
filled, retails for $5. Sold only through wholesalers; made 
by Bugbee & Niles Co., North Attleboro, Massachusetts. 





= 
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MASTERPIECES IN MARCASSITE 











IMMEDIATE 
DELIVERY 
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Sure-fire 
Sellers for 
St. Valentine's Day 


Promotions 


New designs to go with the new fashions ... 44]7 Tailored Earrings, $13.50 552 Cravat with Sterling 
Marcassite jewelry styled by Wallen ... selected chain, $11.00 
stones set in sterling silver .. . superlative quality 5676 Valentine Ring, $10.00 6614 Heart Cross with Sterling 
that shows master craftsmanship . . . gems of chain, $6.50 
beauty that dreams are made of ... and a source 310 Peacock Brooch, $24.00 
of quick sales and profit for fine jewelers every- -ahmeaanamaibai ns 0%)..iuatiuas 
where. Write for catalog. 4405 Tailored Brooch, $33.00 407 Tailored Bracelet, $56.50 


All Prices Keystone 


BERTRAM B.WALLEN “isin 


700 CHESTNUT STREET .. . PHILADELPHIA 6, PENNA. 
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Meues New 


1. Made by Remington Rand, Inc., Bridgeport, Conn., is 
this new Auto-Home model that works equally well on 110 
volt, AC-DC, and on 6-volt auto battery. $23.50, com- 
plete with connector attachment for car and two cords. 


2. Tip-Tap purse-size, screw-top perfume dispenser holds 
one dram of scent. Gold or rhodium plated, $2.95 retail. 
From Grand Products Co.,57 W. Grand Ave., Chicago, Ill. 





3. New expansion ring available in two widths and three 
sizes, covering sizes 3!/, to II. In yellow, white, pink 


14K gold. From Carl D. Lindstrom, 22 W. 5th St., L. A. a 


4. Individually made are these cutout initial rings in 
14K gold. Man's style, $60 including tax; women's, $48 
including tax. S. Bitter & Co., 355 E. 149th St., N. Y. 











5. Guaranteed against breakage, the Expansette by Fi- 
nesse Wristlet, Inc., 36 E. 20th St., N. Y., has stainless 
steel springs and individual links easily removable for 
sizing. In 1/20 12 K gold filled in yellow, pink, or white. 


4. Traveling clock in brown, tan, maroon or blue simu- 
dated leather and gold-finish metal trim. $5.95 retail. 
Phinney-Walker Div., Semca Co., 30 Irving Pl., New York. 
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BURNT UMBER —THE RICHEST BROWN 
y YOU EVER SAW — PERSIAN BLUE—A 








SOFT LUSTROUS SHADE — THE BEAUTY 
AND QUALITY OF STAR SAPPHIRES 


More colors mean more customers. And this year the ever-popular ‘TRIUMPH” 
line of writing instruments will be more colorful than ever. Once again Sheaffer's 
starts the new year with a sales stimulant for dealers. New colors that supple- 
ment the beauty of “TRIUMPH” design . . . colors that are certain to promote 
your sales efforts. Be sure to ask your Sheaffer salesman to show you the bril- 
liant colors added to the “TRIUMPH” line. And be sure to promote and feature 


“TRIUMPH” merchandise as aggressively as ever... for a more prosperous year. 
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— SHEAFFER'S 


i . SHEAFFER PEN CO. 
a + MADISON, IOWA 





THE VALIANT THREESOME BY SHEAFFER'S 


FOR JANUARY, 1948 257 





. « meet 1& 


Coy oe 
ox 
igs 


Betroit 
SUNDAY Sree Pre, 
October ¢ APHIC a 


“, 
ee Ps 


wit aises S5BH 
Searing, Tort 


seman: Rowe wm we TAF 
% 


Pathes (Mian Posen t eiavaee 28 eek. BS 

i Mise Pxgneed gil B08 obiie gene HE Py cc cosmana f thet _ pete hye QUO 

exdtion ee ge Spheres He Be KARI SRE 5 RAIDS Rey pst Deew vrata, tees Mas wh ek KAM MNISS 

NE ncn at AS CPF gost sais 20% oe Senge Shae Te gps Bwet paseet hale ree ? 

eihiteeteentiiiatann kad te Reve siponinll geass ROOM Sewsese 
ote we? woo’ . 


THp JEWELERS’ CIRCULAR-KEYSTONE 








plus NATIONWIDE DISTRIBUTION! 


Right down America’s main street... right ing the quality story as no watch manufacturer 
into your own trading area...righttothemen __ ever has told it before. 
and women who shop at your store . . . goes And BOULEVARD’S nationwide distribution 
every BOULEVARD Watch advertisement in network means better, faster service to dealers 
our intensive nationwide campaign. everywhere. Check below and find the nearest 
In Sunday roto sections covering concen- _ office or distributor. Join the thousands of deal- 
trated retail markets across the country... ers whoare piling up profits with BOULEVARD 
and in the potent Saturday Evening Post with | —America’s best watch for the money in the 
its vast, COast-to-coast audience ... we're tell- $22.50 to $49.75 price bracket. 





OFFICES: DISTRIBUTORS: 


607 5th Avenue + New York 17, New York The Non-Retailing Co. ° Lancaster, Pennsylvania 
717 Liberty Ave. + Pittsburgh 22, Pennsylvania Gleeson Jewelry Co., 604 W. Main St. ¢ Louisville 2, Kentucky 
220 Bagley Avenue «+ Detroit 26, Michigan Ross-Beck Co., 1006 Grand Avenue ° Kansas City 6, Missouri 
15 E. Washington St. + Indianapolis 4, Indiana Oklahoma Ross-Beck Co., 15 N. Robinson * Oklahoma City 2, Okla. 
58 E. Washington St. Chicago 2, Illinois Decker Jewelry Co., 107 W. Second St.,$. © Salt Lake City, Utah 
231 W. Wisconsin Ave. - Milwaukee 3, Wisconsin North Coast Jewelers, 1511 Third Ave. : Seattle 1, Washington 


3 oulevard BY MEAD 


M.A. MEAD & COMPANY e Fine Watches Since 1883 * CHICAGO © NEW YORK 
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‘years of lasting beauty, service and 
customer satisfaction. Take full advantage 
“of today’s insistence on quality... 
sell the best . . . sell Keystoneware. 


Pee 


SEE THE COMPLETE 
KEYSTONEWARE LINE 


@ SILVER PLATED HOLLOWARE 
@ CHROME PLATED HOLLOWARE 
@ HAMMERED ALUMINUMWARE 
@ ELECTRICAL APPLIANCES 


SILVER INC. 


309 WEST 34th ST., NEW YORK 1, N.Y. 
: SHOWROOMS 
New York—303 FIFTH AVE. © Chicago—209 $. STATE ST. 
LOS ANGELES—712 S. OLIVE ST. © SEATTLE—2628 SECOND AVE. 
| DALLAS—SANTE FE BUILDING = ) 
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MOVIES EDUCATE CUSTOMERS ON SILVER 
(From page 244) 


This movie plan proved perfect for that purpose. Every. 
one, practically, likes to see a movie and what woman 
doesn’t like to browse around in a jewelry store? They 
all like to look over lovely jewelry and silverware if they 
can be free of the feeling that they are somehow under an 
obligation to buy if they take up a salesperson’s time 
So we have done away with that feeling by assuring the 
women who attend our lecture that our staff is there fo; 
just the purpose of showing things and answering ques. 
tions and that we will permit no sales to be made at that 
time. 

“Thus as the women look over our stock. they can com. 
pare our prices with those of other stores and can see that 
we offer excellent values plus the undeniable prestige of 
our firm’s name. 


STAFF WELL TRAINED 


‘every member of our staff is well trained in the knowl. 
edge of the merchandise he handles. For this purpose 
our store is highly departmentalized. For instance, Mr, 
F. A. Schmitter is the head of our Special Order Depart- 
ment; Stanley Smith is the manager of the diamond sec. 
tion; Charles V. Curley is in charge of the watches and 
specially created silverware; Mrs. Beulah Danielson is 
head of the silver flatware nook; Miss Alice Phillips is in 
charge of the gift card and stationery room. Bruno J. 
Sontarch, the secretary-treasurer of our firm, is head of 
our office, while Hans Kneyse, our vice-president, is also 
active on our selling staff. These heads of our various 
sections. plus the people who work with them, are well- 
erounded in the best sales points of our merchandise and 
so they welcome questions from the shoppers. 

‘“‘We have found that many shoppers who have not had 
much contact with a quality jewelry store have the mis- 
taken idea that our salespeople are cool and distant. So 
it is important that we do get them in here to show them 
that our staff takes a friendly interest in every customer. 
Personal contact is what does that. Once they see how 
friendly and interested our staff members are, they will 
develop their own friendly feeling toward our store. Fur- 
thermore, we let them handle the merchandise. Rather 
than keeping our jewelry and silverware hidden away, we 
keep them out on the counters during our lecture promo- 
tions and let the women hold them in their hands. 

‘“‘We keep only three or four of our salesmen on the 
floor to answer questions, so that the women don’t feel 
they are being surrounded and watched. We are work- 
ing to make them feel at ease, for only then can we pro- 
mote that friendly, at-ease feeling between them and us 
on which your solid businesses are built.” 


The Schwanke-Kasten firm has long been noted for its 
fine and varied stock of silverware and today most of 
its wall cases along three sides of the interior are de- 
voted to the mass display of this type of merchandise. 


In the center of the store is a horseshoe-shaped display 
counter for rings and watches and bracelets, plus one for 
unusual serving pieces of silver. Along the east wall 
runs another long counter the entire length of the main 
section. Here more personal jewelry is shown. 
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A small nook where the watch repair man has his de- 
partment is set up about half-way, a short distance be- 
hind this east-wall counter. Just recently a new stationery 
and gift card nook was added to the rear of this store. 
Here Miss Alice Phillips is in charge of the attractive, 
brightly-lit wood-panelled room where all types of gift 
cards are for sale. Pretty wrapping paper and ribbons 
are on display, too, so that any buyer can have his 
jewelry purchase wrapped exactly as he would want it. 

The back of the front section between the gift nook 
and the silver pattern nook is devoted to a wall case full 
of silver trays. This gleaming setup catches all eyes from 
clear across the floor, making this a strategic spot for the 
larger pieces. The glass front of this wall case lifts up 
with a slight pull of the wrist disclosing the whole array 
for the handling of a buyer. 

In the rear corner of the west side of the building is 
the most popular department for brides-to-be, for here 
Mrs. Danielson has charge of the section in which are 
displayed. the table settings. Several chairs are provided 
here for we know that women like to take their time over 
choosing their silverware. Besides having a very thorough 
knowledge of her merchandise, gathered through the 
many years she has been on the staff at Schwanke-Kasten, 
Mrs. Danielson lends a touch of dignity to go with the 
reputation of the brands she handles. By being able to 
answer any silver question put to her, she helps build 
confidence in her merchandise and by so doing, makes 
more friends for the store. 

The windows of this store have always been noted for 
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their simplicity and dignity. Almost always, a floral 
piece has held the central spot, with just a few items dis- 
played upon a throw scarf. This has helped focus atten- 
tion on the individual pieces being shown and so has 
increased calls for those items displayed. 

As he concludes his discussion on how to bring about 
that very important initial personal contact, Mr. Schwanke 
emphasizes the fact that although his store caters to cash 
purchases and a few trusted charge accounts, still he is 
trying to show new customers that for the quality he of- 
fers, his prices are no higher than those of other stores. 

“After all,” he says, “the woman who tries to get a 
bargain by buying silverware from a house-to-house ped- 
dler is not the type who would come to us anyway, and 
no jeweler misses anything by not getting a customer like 
that who is trying to get something for nothing. A re- 
putable jeweler stands behind his merchandise, and every 
intelligent home-maker knows she can rely on her steady 
firm. So I repeat, the main job as I see it, is to get those 
women in the habit of coming to our store and that’s 
where we come back to our movie and lecture plan. This 
particular promotion has proven the most effective for 
us. and we plan to continue it indefinitely!” 





THE AD-VISER 
(From page 248) 


fered free of charge. These must be carefully weeded out. 
In building a list with publication advertising, it is 








261 








necessary to be prepared to send the literature requested 
and following-up material which will lead to a substantial 
sale. The following are some rules which can be fol- 
lowed: 

1. Answer the inquiry promptly and thoroughly. 

2. The inquirer should be thanked for writing. 

3. If an order does not result from the first follow-up, 
subsequent letters should be mailed at regular intervals. 
Each letter should contain some new information of 
“value” to the recipient. 

4. Each succeeding letter must make a stronger bid for 
the order. 

5. Additional incentives can be offered in the final let- 
ter of the series. 


CHECKING THE LISTS 


Very often, a direct mail advertiser uses two or three 
lists at the same time. If he is building a list, he may 
advertise in more than one publication simultaneously. 
In any case, upon receipt of orders or answers, he’d like 
to know the exact source of the successful campaign. If 
this knowledge is available, the same list or publication 
can be used again with less margin for failure. The in- 
formation required is obtained by using a “key” or code 
number, which is contained on his reply card or coupon. 

There are many ways to “key” your ads. The number 
may be contained in the address number, or in requests 
such as “Write to Dept. 28” or “Send for Catalogue GG.” 
Small identification marks can be used in the corner of 
coupons. These, of course, vary in each publication or 


list and one can easily discover which is doing the big. 
gest “pulling” job. 

But keying is only half the job. Keeping an accurate 
record of the returns is equally important. All replies 
should be checked thoroughly and classified according to 
the source. At all times, you will be testing publications 
lists, different types of mailing pieces. In this way, ye 
can develop an invaluable plan for “fool-proof” adver. 
tising and virtually all waste advertising can be elimi. 
nated. However, be sure that the following rules are 
carefully observed: 

1. If you choose a portion of a list to use as a sample, 
a fair specimen in quantity and comparative equal condi. 
tions must be employed. 

2. If you desire to compare one mailing to another, 
conditions must be as nearly identical as possible. 

3. Accurate records must be kept of all mailings and 
replies. 

4. From your tests, determine the most effective meth. 
ods to use and exploit these thoroughly. Change only 
after additional tests. 

Next month, we'll discuss radio as an advertising media 
and how a retail jeweler can use it effectively. 





Jewelry Repair in "Plain Sight" Builds Volume 


Far more profit can be derived from jewelry repair 
service if the work is done out where the customer can 
see it, rather than hidden away in the rear of the store, 
according to Oswald Newhouse, of Newhouse Jewelry 


Co., West Palm Beach, Fla. 
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Wholesale Jewelers Electrical Distributors 


Lynch Bldg. Jacksonville 2, Fla, 
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We will prove it! © 


NORMANDIE 


watches.. 


WILL BOOST ‘48 
WATCH SALES... 





OUTSTANDING QUALITIES AND FINE GJ 
WORKMANSHIP HAVE BEEN EMPLOYED TO 
PRODUCE A BEAUTIFUL, ACCURATE 
WATCH WHICH WILL POSITIVELY BOOST 
YOUR SALES. | 


WE iNVITE ALL RETAILERS TO CONTACT 
US FOR ATTRACTIVE PRICES THAT WILL 
INSURE GREATER TURNOVER. 
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The Newhouse store is remarkable for a 10-foot repair 
h which extends almost half way across the rear, 
a t behind the last merchandise display case. Like 
“ ain jewelers, Mr. Newhouse formerly carried 
pin repairs in a shop concealed at the rear, but when 
~ t difficult to obtain sufficient personnel to operate 
the store he moved both the watchmaking and repair 
departments up to the bench where he could assist cus- 
tomers easily. An immediate jump in sales, ranging all 
the way from replacing links in bracelets to custom-made 
rings, proved the move a wise one. 

The bench has complete facilities for watch repairs, 
jewelry repairs of all types, sizing, remodeling, stone 
setting, etc. All work, except for watch repair which is 
carried out on a standardized price basis, is done by esti- 
mate, and more than half of the customers coming in 
enjoy watching the repairs made. “Almost every cus- 
tomer has a strong personal interest in his jewelry,” Mr. 
Newhouse pointed out, “and, therefore, if he sees expert 


work being done, he appreciates it.” 





DOUBLE WINDOW ARRANGEMENT 
(From page 250) 


our window shelving, pedestals, risers, pyramids, etc., so 
that they present the same appearance front and rear. 
We can actually put more of our inventory into the dis- 
play windows since it is a simple matter for a salesman 
behind any counter to reach behind, open up the window 
and pull out the same type of merchandise from the dis- 
play which is represented in the countercase in front of 
him. Therefore, we do not have as much jewelry put 
away in the stockroom or vault because the window can 
hold twice as much if necessary without a crowded, mass- 
display effect.” 

“Third, we are spared the nuisance of going into the 
window for particular items which customers have se- 
lected from the sidewalk, knocking down other displayed 
items, while reaching for the jewelry involved. Customers 
can point out anything they wish to see at close range 
as easily from the store interior as from the sidewalk— 
and neither salesman nor customer is forced to go outside 
the door and around to the front of the window to find it. 
Many minutes are saved in every sale, because, usually, 
when the customer points out a watch, a ring, costume 
jewelry, etc., on display in the window, the salesman can 
come up with a duplicate from countercase drawers or 
the counter display at once.” 


ANOTHER ADVANTAGE 

One more advantage claimed for the novel window de- 
signed by Mr. Sunshine is the fact that salespeople are 
always aware of what merchandise is being featured in the 
windows, without moving from their positions. If a par- 
ticular promotion on engagement rings is being carried, 
for example, the display is built “in duplicate” facing 
both ways, and a salesman can see at a glance prices, 
arrangement, etc., to pass along the information to cus- 
tomers. “Often, when the store is particularly busy, sales- 
people forget to go outside and look at the windows,” 
Mr. Sunshine said. “In this unit, contents of the windows 





can be seen at a glance from any place inside, and thus 
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GOLO- SILVER-PLATINUM 
filled cases, plated, 
loysetaal sweeps, polishings 


You Get Casn 


based on the actual 
values contained in 
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SMART JEWELERS 
Know THAT IT PAYS 
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HANDY & HARMAN 
GENERAL OFFICES & PLANT 
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Sterling 
Silver 


CARVING 


SETS 


(CHEST INCLUDED) 
#222 


3-Piece 
Set 
$12.50 


e 
#223 


Knife & Fork 
only 


$9.00 


Available again! 
Carving sets to satisfy 
all customers. Heavy 
enough for deep en- 
graving. Stainless steel 
blades. Sterling silver 
for lifetime satisfac- 
tion. 
Immediate Delivery 





A. B. FRANK 


Silversmiths 
9 MAIDEN LANE, N. Y. 7 


REctor 2-3921 
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Chromium and Glass 
Lucite and Glass 


NATIONAL SILVER DEPOSIT 
WARE CO., INC. 


Executive Offices and Showrooms 


44 WEST 18th ST., NEW YORK 11, N. Y. 
BRANCH SHOWROOMS 
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1555 Merchandise Mart 


Parker House, 44 Schoo! St. 
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Largest Manufacturers of 


Sterling Silver Deposit Ware with 
non-Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Decorated, Hand Cut, and 
Hand Carved Glassware and Drinking Accessories. 


Also Unusual Giftware of 


Brass and Copper Combinations 
Superior Silver Plated Ware 


LOS ANGELES 


527 West Seventh St., Room 1104 


PORTLAND, ORE. 
401 Guardian Bldg. 
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our salespeople are always up-to-the-minute on dis 
merchandise. ” 

On the “disadvantage side,” Mr. Sunshine admitted 
the doubled amount of glass involved in window displays 
requires twice as much cleaning. Therefore, a Porter js 
kept busy on a continuous schedule, with chemical spray 
chamois, and dry-cloth, cleaning both the exterior wn 
interior window surfaces. “We have found that we cannot 
put a stop to this practice and keep the windows at maxi. 
mum brightness,” Mr. Sunshine smiled. “Therefore, the 
porter starts all over again as soon as he has cleaned the 
last window. He actually has 19 window surfaces to keep 
clean, which is, of course, quite a job.” 

Space between the two panes of glass in the “gee. 
through” windows as they are called by Mr. Sunshine, js 
approximately 4 feet. With the double visibility permitted. 
the store is planning to use many “action displays” of 
various kinds, with the two-way provision described 
above. From his desk at the rear of the store, Mr. Syp. 
shine can see outside through all the windows at the same 
time, and check response to particular displays, which 
helps the store in keying its promotions with the popular 
trend. 

The window design was worked out jointly by Mr. 
Sunshine and his partner, William Reingold. “Almost 
every department in the store has benefitted by the idea, 
and we feel that we get twice as much display space for 
only about one-third more cost than standard one-way 
windows, the Denver jeweler summed up. 


played 





This Watch Repairman Won My Trade 
by Ivan Elmer 


Nothing makes a man feel more important than hav- 
ing an expert let him in on the “secret” of something 
he doesn’t understand. 

I am a typical watch owner and for years I have been 
hearing “It will cost $7.50 to fix this watch,” followed by 
a mumbled explanation of what is wrong. Sometimes | 
have been brave enough to ask repairmen to repeat the 
diagnosis, but most of them reel off names of broken 
parts like an auctioneer, and I catch up when they get 
to “needs cleaning.” I developed a mild inferiority com- 
plex about my watch. 

Recently the watch began showing symptoms of an- 
other spell, and I took it to a repairman recommended 
by a friend. I left the shop as happy as punch, because I 
had at last found someone who took the time to show me 
what ailed my timepiece. 

He is Shirley W. Byrd of Kruger’s Jewelry Co., Austin, 
Tex., and he has found that explaining his patron's 
watches to them brings in rich returns—both in good will 
and in volume of business. 

My watch was losing time, and I was afraid that it 
would be damaged if I didn’t check up on it. Mr. Byrd 
inspected the watch thoroughly, meanwhile telling me 
some of the basic facts about watches and their care. | 
was tremendously interested because, in spite of two col- 
lege degrees and many years as a watch owner, I had 
never been introduced to the simple facts of life about 
my timepiece. All other repairmen had been too “busy” 
to explain them to me. 

For instance, when Mr. Byrd told me that all my watch 
needed was an oil change I couldn’t help laughing. | 
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almost asked him if | should use summer weight oil— 
then I realized he really meant tt. 

Such customer ignorance may seem absurd to a watch- 
maker, but it is far from that to the layman. I later told 
ten of my friends about my oil discovery, and none of 
them had ever heard of it before. They were as amused 
and enlightened as I was. 

They were equally interested to know that a wrist 
watch staff could be broken by banging the fist on the 
table, and that the watch might run at different rates de- 
pending on which side of the wrist they wore it. But 
most of all they showed interest when I told them that 
they couldn’t hurt a watch noticeably by letting it get 
dirty because it would simply stop running when it 
reached the danger point. 

All these things I heard in a few minutes from Mr. 
Byrd, and most of his customers do likewise, although 
the volume of business—many times people are standing 
in line—prevents him from stopping for detailed ex- 
planation with each customer. 

He is convinced that the word-of-mouth advertising 
from these satisfied patrons is largely responsible for the 
success of the repair department. Practically no paid 
advertising is used, and still there is more business than 
the four Kruger’s watchmakers can handle. 

It was not always this way. Only a year ago the de- 
partment was barely out of the red, and some changes 
were obviously necessary. Clerks in the sales department 
were taking the repair orders at that time, and all work 
was done in the upstairs shop. 

But customers were skeptical of their repair estimates 


delivered to them by persons who knew little more about 
watches than they did. So a booth was installed in the 
rear of the store where Mr. Byrd was stationed. He esti- 
mates that this move alone greatly increased the confi- 
dence patrons have in the repair department, just because 
they can talk directly with the repairman. 

To build this confidence further, Mr. Byrd began his 
policy of explaining everything wrong with watches 
brought in for repairs and then offering to show the cus- 
tomer the broken parts through his glass. This gesture 
served a double purpose. It eliminated any doubt in the 
customer’s mind about the repairman’s honesty; and it 
built a friendly bond with the customer. 

The effect? Mr. Byrd reports that many customers 
will come back in just to pass the time of day and talk 
about their watches. 

Can you doubt that he will get all their business? 





"ERROR" CONTEST SPURS WATCH INTEREST 


(From page 252) 


were bearing fruit. At least a half dozen people were 
standing before the store window, scanning it carefully, 
looking for the much-heralded “mistake.” 

Part of the contest plan, of course, was to have each 
person spotting the “mistake” enter Reneau’s store and 
register his idea. On Monday morning several people 
were waiting, bright and early, to register their notion 
of what the “mistake” was. Throughout the week some 
360 persons registered their ideas on the subject and, in 
Mr. Reneau’s words, “no less than 3000 people examined 
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Are You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything in Used Silver, Flat or Hollowware? 


These are frozen assets and can readily be 


converted into CASH. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 








FoR JANUARY, 1948 


265 








Sterling J 


ON CRYSTAL 





Designed for SELLING . .. this 6” Bonbon Dish 
combines the flashing brilliance of purest Crystal 
with the richness of Non-Tarnish Sterling Silver. 
Anticipate the pleasure of your better customers 
--inquire about the full line of Silver City Glass 
creations. Our heritage of skilled craftsmanship 
is your guarantee of satisfaction. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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GOLD PLATINUM 


JOSEPH B. COOPER & SON 


PRECIOUS 
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every item in the window carefully—most of them decid 
ing that it was futile.” : 

In addition to causing a great deal of interest, the Co 
test brought out the canniness of the public. Any sai 
ber of persons, Mr. Reneau states, entered the store a 
attempted to wangle some sort of hint as to the Window 
“mistake” from salespeople. And one lady noting th 
crowd outside temporarily abandoned her purchase of 
watchband and went outside to stare at the display. Upon 
her return, an hour later, she stated with some embar. 
rassment that she hadn’t been looking for the “mistake” 
really—she had merely been examining all of the watches 
in order to determine the latest style in watchbands! 

People of Alva became so interested in the contest 
and so certain that they had spotted the “mistake” that 
a number called Mr. Reneau’s home after hours to ap. 
nounce the fact. One individual actually walked a cop. 
siderable distance to Mr. Reneau’s house to announce her 
“discovery” in person. And a sizeable number of people 
who worked during the store’s regular hours, slipped 
notes under the door just to make certain that their “dis. 
covery” would be properly noted. 

There was, of course, more than one minor error in 
the Reneau window display—a number of misspellings, 
upside-down watches, etc., were deliberately included in 
the set-up, just to confuse the contest entrants. This 
added to the heat of the contest simply because people 
were divided as to whether or not such “mistakes” were 





Peddlers Not Wanted Here 


Door-to-door peddling of silverware has been made 
considerably less of a headache to jewelers in Port Wash- 
ington, Wis., than in most communities, thanks to the 
ordinance in that city regulating the activities of itinerant 
canvassers, and the way in which it is being publicized. 











at PEDDLERS 
oR CITY of PORT 
Som WASHINGTON eetw.s 
the Green Reeer Uetiacae 


Sign on road leading to city discourages peddlers who 
planned to "work" Port Washington, Wis. 


On every highway leading into the town the city author- 
ities have erected prominently display signs which read: 





PEDDLERS 
The City of Port Washington Enforces the 


Green River Ordinance. 





Almost invariably they take the hint and keep right on 
going. Perhaps there is an idea here for you, if your 
city has an anti-peddling ordinance. 
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legitimately reportable. Most People who “9 to 
register any discovery of the mistake” presumably con- 
sidered such errors insufficiently subtle to count. | 

Actually, no one spotted the real error correctly until 
the third day (Wednesday ) and, of the 300-odd persons 
competing, only six spotted it at all. The winner, locat- 
ing it first, was a housewife who spent only minutes find- 
ing what others had searched hours for fruitlessly. 

The real mistake in the window was, of course, ex- 
tremely difficult to locate. On the watch which was to be 
given the winner the hands had been tampered with: 
while the hour hand was between seven and eight, the 
minute hand was precisely on twelve! Many people had 
been warm in their guesses, stating that the error was in 
the gift watch. But all but six gave the wrong reason, 
stating that the hands were of equal length. 

A contest of this sort is, naturally, quite easy for any 
jeweler, large or small, to conduct. All that is required 
is the watches (including the prize watch), some sort of 
book to keep a list of entries’ guesses in, and newspaper 
advertising heralding the contest. This latter item is, 
according to Mr. Reneau, extremely important, since the 
windows will not shout the news of the contest nearly as 
effectively as a newspaper insertion. 





No Time on His Hands 
Police Captain Herman Crites of Flint, Mich., hates 
to admit it but he’s sure he must have the proverbial face 


that stops a clock. 
Time stops every time he picks up a watch or clock 





Police Captain Herman Crites of Flint, Mich., ruefully 
examines his alarm clock = works for everybody—but 
imself. 


and the plague has been with him since he was a young 
man. 

The jovial captain recalls that this affliction was first 
noted years ago when his wife bought him an expensive 
watch. Like any proud new watch owner, one day he 
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CAN 
YOU 


USE 


20 YEARS OF MERCHANDISING, 











SALES, ADVERTISING AND 





PROMOTION EXPERIENCE? 





If you’re an alert, progressive manufacturer, 
chances are you need and can use me to good 


advantage. 


I’m a seasoned, aggressive, market-wise sales 
promotion executive who knows his way around 
among jewelry, drug, tobacco and hardware 
wholesalers, jobbers and retailers. I’ve success- 
fully trained and built sales forces, produced 
large volume of sales for prominent national 
organization. I’m equally well versed in retail 
store management and wholesale operation. And 


my market connections are sound. 


Presently employed, I seek a berth that will 
challenge my well-rounded capabilities — one 


that offers bigger promise for the future. 





with my ability to produce. 


Your reply will be held in strictest confidence. 


Address Box “‘K., 252” 


Jewelers’ Circular-Keystone 


100 E. 42nd Street, New York 17, N. Y. 
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We pay Top Prices for your 
Scrap Metars 








Send us your 


GOLD 
PLATINUM POLISHINGS 
PALLADIUM SOLUTIONS 
SWEEPS DENTAL SCRAP 








Maximum Refining Recovery 
Accurate Scientific Assay 





PROMPT 
PAYMENT 













































Special Order Work At Stock Prices 
Creator of the Star Set Ruby Barrel Wedding Ring 


@ Watch Cases & Mountings to Order 
@ Precious & Semi-precious Stones 


@ No Job too Big or too Small 

@ 15,000 Stock Mountings 

@ Pieces Made from Your Sketches @ Prompt, Dependable Service 
@ Personalized Initial Work @ Remodeling & Resetting 


@ 3800 Satisfied Customers 


Keele wisae 


740 SANSOM STREET the ruby king PHILADELPHIA 6, PA 
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SPECIAL BRITISH MADE 


* leather 
watch straps 


REAL CALF, PIGSKIN, EAST 
INDIAN MOROCCO, HORSE HIDES 











eee 





& We are prepared to meet special 
requirements—Inquiries invited 





ieee It 


s Correspondence invited from American 


representative to handle our line 


Orlo Leather Goods Ltd. 


37 JOY STREET, BELFAST, N. I. 
Cablegrams: ORLEATH, Belfast 








meleualt 
Pending 


sterling silver baby box is designed 

for quick sales and is an everlasting 
practical gift that has lifelong usefulness. 
A gift with lots of eye appeal, it 

is attractively priced at 

$11.70 Keystone 


GOULD & LEWIS Company, MANUFACTURERS 
IS West 45th Street, New York City 
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ulled it out and, to his embarrassment, discovered that 

the spanking new timepiece had stopped cold. He re- 
turned it to the jeweler with angry demands that it be 
fixed or replaced. A short time later the jeweler exam- 
‘ned it but discovered the watch was running perfectly 
and had no mechanical defects. 

Capt. Crites tried carrying it again. But it stopped 
again and was useless except as a piece of decorative 
jewelry. Other jewelers examined it and were puzzled by 
the captain’s strange effect upon the watch. 

Gradually, other evidence that even clocks would not 
function in his presence began to bob up. An expensive 
alarm clock was placed on a night table beside his bed. 
It stopped and repeated attempts to get it to run failed 
with dramatic effect. Reconciled to his strange fate, 
for years Capt. Crites has performed his daily tasks 
without a timepiece. 

It seems that nothing can be done about the mys- 
terious effect Crites has on timepieces. Sundials were 
ruled out as impractical. Hour glasses, candles and other 
primitive timepieces he refused to consider, hopeful that 
he could lick the bugaboo. In a moment of desperation 
he hit upon the idea of carrying an old clock that had 
been performing faithfully while perched atop a boiler 
in the basement. He dusted it off and placed it beside 
him in his car. He drove merrily down the street and 
every tick of the old clock sounded like music. “At last 
I have conquered this strange fate,” he reflected, counting 
off the seconds. But he had thought too soon. With a 
silence more deafening than an atomic explosion the old 
clock succumbed to the fate that had befallen other clocks 
that had come into the captain’s presence. It stopped 
dead and refused to tick until replaced atop its perch on 
the boiler. 

“Maybe I need a psychoanalysis or something,” the 
captain sighed as he returned to his old practice of beg- 
ging time from co-workers or strangers. ‘ 


* 





$5,000 Mystery Clock 


Peter Naumis, who operates a repair service in Wind- 
sor, Ontario, took three years to build a clock which hun- 
dreds of people have examined without discovering the 
location of the works. 

Not only did Mr. Naumis design the clock but he also 
hand-made most of the parts, some of them coming from 
an old Swiss movement. The inventor has had offers up 
to $5,000 for his masterpiece but so far has refused to 
sell. 

There are 25 jewels in the clock, the works of which 
are actually concealed in the four slender columns and 
the base which supports the face. The only connection 
the hands have with the mechanism is by a single stub of 
No. 58 gauge wire. This strand of wire cannot be seen 
moving, so slowly does it turn. : 

The clock is hand-wound and goes for eight days. Until 
one sees the minute hand sweeping around the general 
opinion is that the clock is only an ornament. All parts 
of the clock including the hands and numbers are brass, 
many pieces being gold-plated. The clock has now been 
running six years without a stop and its variation to 
date has been not more than 10 seconds a week. The 
clock weighs three pounds and is 834” wide by 10” high. 
Excepting for the 34” high base the entire clock is as thin 
as two half dollars. 
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SSth ANNIVERSARY 


of Service to 
MANUFACTURERS, WHOLESALERS 
& WATCH IMPORTERS 


CREATORS OF THE FAMOUS . 
DOUBLE LOCK SAFETY CATCH — (9 


MFRS. OF LADIES‘ & 
MEN'S WATCH 
BRACELETS 


Ve ee oe 


333 W. 92° ST. 


NEW YORK 19, N. Y. 


MFG. CO.. INC. 





Phone: COlumbus 5-4629 
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MFG. CO. 
COD IH 
im 


CAEA LORS OF THE FINEST 
GOLD - FILLED 
JEWELRY 












9-11 FRANKLIN ST., NEWARK 2, N. J. 


elt taal elected wholesaler only 











WANTED 


EXPERIENCED 
SALES and OFFICE 
MANAGER 


For Swiss Watch and Clock line with 
large established national sales to re- 
tail stores; travel required; past draw- 
ings 2500 dollars monthly inclusive 
office and travel expenses; proposed 
arrangement commission and drawing 
or attractive salary; excellent oppor- 
tunity. Replies will be kept strictly 
confidential. 















REPLY BOX "C., 251" 
JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 














We will be pleased to serve you. 


WAPPINGERS FALLS, N. 





be 4 , Sean a es 


PACKAGE IN DISTINCTIVE JEWELRY BOXES 





Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 


designer is always at your service for special problems. 
GENERAL CASE CO., INC. 


N. Y. Office—1i150 Broadway—Murray Hill 6-4660 





Our packaging 


Y. 











Che Me Look 


Rhinestone Jewelry 


Spun , 
d 


an 
| 


An entirely new line of qual- 
ity rhinestone jewelry com- 
prised of hand-woven strands 
and special cut composition 
stones. 


Sold Through Leading Jobbers 


MARIANNE JEWELRY MFG. CO. 
: 213 Pearl Street ° New York 7, N. Y. 
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Your ‘Point of Sale” signs, displays and 
posters will stay where YOU want them. 





Equip your Merchandise Men and Route 
Salesmen with a Markwell Tackmaster 
—it's light, compact and can be carried 
easily in the hip-pocket or brief case. 
IT'S A CINCH to tack up those signs 
quickly and they'll stay put. 


TACKMASTER is $7.50 


5,000 3/,,"" staples ............... $2.10 
(Discount in quantity) 


MARKWELL 


Industrial Products Division ¢ 
200 HUDSON STREET « NEW YORK 13, N. Y. 
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Sell School Rings 
and Class Pins! 


Develop the scholastic trade in 
your vicinity by featuring our 
complete line of grammar school 
and high school jewelry. ‘These 
customers are your future po- 
tential buyers of watches and 
diamond rings. Send for our ae: 
catalog. Samples sent on memo 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 





























||| JEWELERS LATHES ||| 
REPAIRED and REBUILT 


Special Collettes and Tools Made 


Compounds overhauled 


Tail Stock Repaired 


USED LATHES BOUGHT AND SOLD 


E. W. KOCH MACHINE WORKS 
220 Arch St. Cumberland, Md. 
































ESTABLISHED FIRM 
Looking For A NEW PRODUCT 
FOR SALE TO JEWELERS! 


One of our clients, an outstandingly successful firm 
with an excellent reputation throughout the jewelry 
field, is looking for a new product to sell through 
jewelry outlets. 


The item sought may be a ring, watch, bracelet, 
a set of some sort. It may be an item for children, 
men, or women, or for the public as a whole. It may 
only be an “idea” for a product. 


The main qualifications are that it have inherent 
appeal, that it be capable of mass production and 
sale to the popular priced market, and that it be 
exclusive. 


Our client will buy such a product outright or on 
a royalty basis. It will purchase the item from an- 
other manufacturer or it will itself manufacture the 
item. 


Write full details. Your replies will be held in the 
strictest confidence. Your ideas will be protected. 
(Our client's organization knows about this advertise- 
ment.) 


THE MOSS AND ARNOLD CO. 
254 WEST 54TH STREET 
NEW YORK 19, N. Y. 
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HE air of quiet dignity symbolic of long-ago car- 
riage trade patronage has not been erased entirely 
by time, at Hertzberg’s, San Antonio, Texas, though it has 
been a long time since debutantes and dowagers swished 
their bustles of crackling taffeta across the threshold, and 
the store today is as “up and coming” as one could wish. 
But the reputation they have gained throughout the 
years—Hertzberg’s has been in business since 18/2— 
as a fine store handling fine merchandise is too valuable 
an asset to allow it to be dissipated, and so Hertzberg’s 
have been careful to live up to their tradition while at the 
same time keeping in step with modern merchandising 
mehods and ideas. 

Sales clerks have always been the suave gallant gentle- 
men, whose attitude was rendering service rather than 
aggressive selling. That atmosphere still prevails. For 
example: 

“Madam is interested in crystal?” 

Then it will be a pleasure to show Madam crystal. “Will 
Madam kindly step this way, please?” 

Madam will not be expected to look at crystal in a 
busy, off-the-street showroom. Quite the contrary. Madam 
will be escorted through the richly carpeted arcade and 


Store Tradition 
Is Geared to 


New Customers 
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on into the secluded, softly-lighted and pasteled China 
and Crystal Court. There she will be formally introduced 
to the Lady-in-Waiting and turned over to her. 

Perhaps Madam does not know exactly what she wants. 

“Would Madam like to see something excitingly dra. 
matic?” A uniformed maid is signaled from her dusting. 
Perhaps Madam would like to see the complete service? 
The maid will fetch. The hostess will arrange. 

In privacy and in uncommercial surroundings Mg. 
dam makes her selection. While this is going on in The 
China and Crystal Court, the same routine may be being 
enacted in the adjoining Silver Room with its silk curtains 
or Quaker-gray and walls and cases of a complimentary 
shade. 

This is a ritual at Hertzberg’s. It is expected. It ig 
traditional. Grandmother introduced it to mother who 
in turn wants the ceremony for daughter. It is part of the 
social calendar. It has become an heirloom for each sy. 
ceeding generation to inherit. 

How can it be supplanted? It can not, and it should 
not, it has been decided. But it has been supplemented, 
And the results were decidedly revolutionary. 

In the past few years, San Antonio, like other cities, 
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Hertzberg's baby department has 
always enjoyed a steady patron- 
age but four salesclerks are now 
required to take care of volume; 
this outside of the mail orders. 


The attractive Silver Room at 
Hertzberg's. Note how customer 
and clerk sit down together to 
discuss the former's purchase. 
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— ne oe. Yes, millions in circulation, to tell millions 
; ‘ “ of shoppers about those beautiful Barbara 
Bates Manicure Gift Kits... 


and to remind them that the jeweler should be frst call for gift 

shopping. 

: ~ ie ee SS In VOGUE, foremost women’s fashion magazine. In GLAMOUR, 

(mae Lee outstanding business girl’s magazine. In GOOD HOUSEKEEPING, 
— 6 a. best known women’s service magazine. In ESQUIRE, most famous 

men’s magazine. 


. #47 Esquire 
for men 


Tie in by displaying Barbara Bates Manicure Gift Kits. They 
compliment the finest store. Send for free brochure. 





@ This year, millions of gift occasions (thousands in your own commu- 
nity )—and for each one of them, a Barbara Bates kit is just the thing. 


1,893,207 weddings @ 144,323,562 birthdays 
35,644,409 anniversaries 


#39 Tailor Maid 
for women 


Sets priced from 
$3.75 to $15.00 retail subject to U. S. Fed. Excise Tax 
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Store's first departure 
from prestige type ads 
was offering at left of 
baby porringer. Mail or- 
ders were so numerous 
that coupon type ads are 
now part of regular run. 
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$20 
HERTZBERG! 











ao t a 
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Baby Tenout extra charge 








by C. THOMAS 


has had an abnormal influx of new families. Their buying 

habits were not geared to the Hertzberg tradition. Cutting 
their shopping hours down to a minimum by first consult- 
ing the advertisements in their daily newspaper was the 
trend of busy people. Maybe, too, they had no par- 
ticular urge to possess a certain item until an advertise- 
ment for it caught their eye. 

For years, Hertzberg’s had confined their advertising 
to an occasional institutional ad. Prestige should suffice. 
But, then, why weren’t they getting their share of this new 
business? For they found they weren’t. 

An advertising agency was called in for consultation. 
The agency was all for informing the public all about 
the wonderful sections to be found at Hertzberg’s without 

any delay. But E. T. Harker, the store’s manager, shook 
his head at such forthrightness. “We have been estab- 


lished here for 75 years,” he argued. “Everybody knows 
us,” he added. 
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Without supplanting their valuable reputation as a 


quality store built up through 75 years of retailing, 
Hertzberg’s, San Antonio, Texas, did an about face 


from their prestige ads and gained new customers. 
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China and Crystal Court. Empty 
table in foreground is used for 
displaying patterns for customer. 
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“But not these newcomers,” the agency executive coun- 
tered. “People today have to be reminded of their desires. 
They expect to have their business solicited. Business goes 
where it is invited.” 


At last a compromise was worked out by which the 
agency would be allowed to try out the ideas on some one 
department or specialty. 

Hertzberg’s have a complete baby department that has 
always enjoyed a steady patronage. It is one of Mr. 
Harker’s favorite departments. He had just recently re- 

ceived a shipment of sterling silver porringers, an exclu- 
sive reproduction of an early Colonial design by Samuel 
Vernon, priced at twenty dollars. They could be used 
as a test of the new technique. 
The agency prepared the advertisement. It was to be 
(Please turn to page 285) 
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FEBRUARY 2 THRU 13 


Though winter winds may blow their hardest, it’s sunny and clear 
for keen buyers who shop the market inside the walls of Chicago’s 
Palmer House. With a multitude of lines to look at, you'll be able 


to make your selections wisely. 


Chisaa Bite Dour 


FEBRUARY 2 THRU 13 
PALMER HOUSE 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 
Samuel Keepnews, President; John Rosetti, Vice Pres. 
George F. Little, Managing Director * 220 Fifth Avenue, New York 1, N. Y. 
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1. Hand-decorated in pink, beige and deep brown on white 
this pattern and a two-tone combination in grape and tur- 
quoise will be introduced at the trade shows by Winfield 
Handcraft China Div. of American Ceramics Products of L.A. 


2. Three from group of after-dinner coffees by the Newman 
Studios—translucent china hand-painted with flowers and 
coin gold, which may be retailed from $48 to $54 a dozen. 
Distributed by A. Stanley Brussel, 225 Fifth Ave., N. Y. C. 


3. A stylized deep-sea fish is etched on this 15" round 
tray in Kensington bent glass; suitable for buffet table; 
retail $4.75. From Kensington, Inc., New Kensington, Pa. 


4. New Lenox figurine—Colonial Lady—7!/2" high, authen- 
tically modeled and painted in 3 different color effects. 
It retails for $45. Made by Lenox, Inc., of Trenton, N. J. 


5. Among Fostoria's most popular etchings, the "Navarre," 
shown on three-pint jug recently reinstated in line; and on 
stemware. From the Fostoria Glass Co., Moundsville, W. Va. 


6. One in group of 12 patterns in Shelley bone china from 
England—the "Georgian" done on the Gainsborough shape. 
lt appears in full dinnerware, teaware, after-dinner coffees, 


service plates. From Edward Walker Co., 225 5th Ave., N. Y. 








276 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Class Os 


OHIO 


(Callas 








o 8) 
= 
oe 
ri 
> 
os 
< 
=) 
Zz 
< 
> 
oo 
oO 
fx, 





|. Tilt-top card table made of birch, 29''x29" in size, 
hand-decorated with flowers and gold on black, only; $50 
retail. From Mollie Boynton, Inc., 225 Fifth Ave., New York. 


2. Tailored Lips—gold-plated case with lipstick holder in 
center, sable lip brush and perfume dispenser at ends. In 
protecting chamois case, it retails at $5, free of tax. From 
Charles Mureau, 14252 Ventura Blvd., Sherman Oaks, Calif. 


3. With finish copied from distinctive glaze of late Ming 
dynasty, this 4!/," reproduction of Chinese vase is made in 
four rich colors. From S. White & Co., 225 5th Ave., N. Y. 


4. New small-size lamp 14!4," high overall—made of pol- 
ished brass on marble base with hand-painted metal shade; 
retail $11.50. Warshaw-Laurence, Inc., 225 5th Ave., N. Y. C. 


5. Spil-Pruf pen set featuring both fine and medium heavy 
pen points, unbreakable reservoir; various colors; retail $3.50 


From Hamilton-King Co., 2736!/2 Colorado, Los Angeles, 


6. New "Sun-downer" cocktail shaker, chrome on copper sil- 
ver plated inside; filled through base of removable walnut 
handle; 32-0z. capacity, ||" tall; individually boxed. Retails 
for $13.95. From J. Walter Green, 225 5th Ave., New York. 
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1567 Merchandise Mart 
Chicago, Illinois 
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For several years Fostoria, assisted by store 
managements, lighting engineers, industrial 


designers and architects, has been studying You Saenttil 
new and better methods for displaying glass- 
ware. Now, at last, the remodeled Chicago lo the 


office is the completion of this long survey. Foi / Ope ‘ 
d MUNG - 


These new, modern and exciting Service 


Showrooms do not attempt to dictate how * 

you should remodel your own glassware 

section. They do, however, by comparable January Home Furnishing Market 
display ideas, suggest ways and means to January 5-17 


help you at the point of sale. 

For those unable to attend either of these 
formal openings, Fostoria’s Service Show- February 2-13 
room doors are always open whenever you 
are in Chicago. 


February Gift Show 

















FOSTORIA GLASS COMPANY ¢ Moundsville, West Virginia 











Chicago Office. ..1567 Merchandise Mart 
New York Office ... 200 Fifth Avenue 





FOR JANUARY, 1948 


















20 


- 


|. These Tiffin drinking glasses are decorated with series 
of new, handsomely-engraved designs—horse head, dog head, 
duck, and (not illustrated) a fish. And there are decanters 
to match. From the United States Glass Co., Tiffin, Ohio. 


2. This rich-colored Aster pattern in Spode dinnerware is 
done on the Gadroon shape, and is suited to traditional in- 
teriors. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


3. Four from a series of “correspondence elegancies’ re- 
cently introduced, stationery designs combining color and 
gay motifs with a restrained styling; retail $2 to $3.50. By 
Kellogg Fine Writing Papers, 30 Rockefeller Plaza, New York. 


4. Rex-Teen compacts designed especially for the teen-ager 
by Hilda Terry and Laura Jean Allen; in six colors, retail at 
$1.25, $2, and $3. Or kit with compact and comb in felt 
case $3. By Rex Products Corp., 302 Fifth Ave., New York. 


5. Bessie the Comic Cow equipped with a bell that really 
rings is made of cast metal, 5!/2" in height, and is priced at 
$2.50 net. By Dodge, Inc., 401 E. 6th St., Los Angeles. 


6. Back on market, available now—Gilda design in Fran- 
conia china by Krautheim, Germany. Floral on ivory with fine 
gold treatment on handles, knobs, and rim. Retail 93-piece set 
$225. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. C. 
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EBELING & REUSS COMPANY 


Established 1886 


Philadelphia 6, Pa. New York 10, N. Y. Chicago 54, Illinois Los Angeles 14, Cal. 
707 Chestnut St. 225 Sth Avenue 1557 Merchandise Mart 527 W. 7th St. 


IMMEDIATE DELIVERY AFTER JANUARY Ist, 1948. 


CARL SCHUMANN IMPORTED CHINA 


Tea, and After Dinner Cups and Saucers. Salad Plates to 
match. After Dinner Coffee Sets, Tea Sets, Dinnerware. 
Service Plates, Fancy China, Vases, Candy Boxes, ete. ete. 


ON DISPLAY IN OUR FOUR SHOWROOMS, addresses above, and by our TWELVE 
ROAD SALESMEN WHO COVER THE ENTIRE COUNTRY. INQUIRE WHEN THE 
LINE WILL BE SHOWN IN YOUR CITY OR VICINITY. 


ALSO AT THE FOLLOWING SHOWS: 


JANUARY 25th to 30th, during GIFT SHOW in Los Angeles—at 
our LOS ANGELES SHOWROOM, 527 W. 7th St. 
Mr. Clyde McCulloh 


FEBRUARY 2nd to 7th, during SAN FRANCISCO MARKET 
ST. FRANCIS HOTEL, Mr. Clyde McCulloh 


FEBRUARY 2nd to 13th, during CHICAGO GIFT SHOW—at our 
CHICAGO SHOWROOM, 1557 Mdse. Mart, Mrs. Marian Rogers 


IN ADDITION: 


Royal Winton English Chintzware, in fancy gift items, sugars and creams, etc. 
English Bone China Tea and After Dinner Coffee Sets. 
New lines of the better Italian ware: Florentine Metalware, fine pottery, figures, glass, etc. 
Exclusive representatives of: California Lace Dresden 
Robert Simmons Ceramics 
Deviled egg plates, and other domestic giftware. 
English Bone China Teas and German genuine Hummel figures subject to de- 


livery conditions. 


We are proud to announce that McCarty Bros., of Sierre Madre, California, have appointed us 
as their exclusive national distributors for their line of distinctive ceramic artware, including 
the famous “China Boy,” “China Girl” and other items of equal merit and appeal. 


WE ISSUE NO CATALOG 
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by MADELINE LOVE 


AVE you been wondering when the much-talked. 

about tariff revisions would begin to be reflected 

in current china and glassware prices? Probably, because 

the first news stories suggested that the agreements jp 

Geneva would bring about substantial price reductions 

very soon, and feeling about it ran pretty high—both for 
and against. 

A closer study of the various facets of the revisions. 
however, has revealed such intricacy in the set-up that 
importers have had extreme difficulty in working ou 
their schedules. Moreover, it is hard to see how, even 
after all of these involved problems have been solved, 
the importer can obtain much benefit from the reductions, 
Costs remain the same in Europe and in England, and jt 
is probable that in some countries the costs will go even 
higher in order to meet increased labor demands. So it 
may be that manufacturers abroad will take up the slack 
offered by the reduced tariffs by raising their prices. 

Shipping and insurance costs are unchanged, too, and 
all of these factors combine to help cancel out the benefits 
of even the more sizable tariff reductions. The lowering 
<I le) Fee of duty by 20% or 25% on an article might bring about 
Oy. A atte siecsaal > a a dollar reduction of a mere fraction of that amount—so 
Cinanatts B ml “mere” a fraction, in fact, that by the time the price has 

3 we OKeA. reached the consumer, he would find it negligible. 

<2 In spite of this, American manufacturers of china and 
glass are thoroughly aroused by the lowering of the tariff 
walls. They realize that the reductions are not as great 
as they had feared and that they cannot seriously affect 
retail prices at the moment. But the manufacturers be- 
lieve that as soon as production improves abroad, this 
market will be flooded again with inexpensive, low-duty 
merchandise, jeopardizing the position of the domestic 
manufacturer whose costs are fixed. 

# es * 


— month gets the giftware, china and glass busi- 
ness off on its season of Shows—beginning bright and 
early in January with the oldest of all trade shows in this 
country—the Pittsburgh Pottery and Glass Exhibit. For 
Dn Bamboo Flower Vooe 64 years, this show focussed the trade’s interest on Pitts- 
and Cache PRst— burgh every January—at first for a period of four weeks, 
sia <Q. & now for one week. Always full of color, always a must 
with all retailers who handled such lines, the Show has, 
of necessity, undergone a change during the five years 
since it was last held, but no one doubts that it retains 
its ability to draw hordes of buyers. Few of these buyers 
expect to find an abundance of new things for them to sell. 
But they plan to be there, if for no other reason than to 
renew old friendships and old business ties. 
% sd # 


Co OW auperk blest To, of Lime, Gipa— A! a dinner-meeting held at the Prince George Hotel, 
New York, by the 225 5th Avenue Association, Ted 
spray at olf rayon S — 


Greeman, of Janis-Tarter, Greeman, Inc., was elected 
Pat. Biase aie ain ine 40 (Ueat23nd Some din otk. treasurer, and Norman C. Preston, secretary. New direc- 
| rinc. | 








president; H. S. Bailey, vice president; E. R. Thieler, 
tors chosen were: David Fisk, Claude Sperling, and A. H. 
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Patent Pending 


the ring that attracts... 





the ring that sells... 





the Multi-Purpose Ring... 





Friendship ... Guard . . . Cocktail 
... Wedding ...for ladies and men. 


...A new creative concept in rings, truly; Dee 
ingenious in design... faultless in action. ~~ 
NO SIZING PROBLEM 


It is flexible and expands smoothly to give 
perfect fit and comfortable wear. 


Available in two widths...and three sizes, 
(covering 3% to 11)...In yellow, white 
and pink 14 Karat solid gold. 


Regular band..25.00 Wide band. . 32.50 
Keystone discounts 








MANUFACTURER OF FINE JEWELRY 
220 West Sth Street, Los Angeles 13, California 





CAUVIN - LINDSTROM INC. 


tos ANGELES, CALIFORNIA 
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GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 


LEADING AMERICAN LINES 


@ POTTERY 
e FANCY GOODS 








@ GLASSWARE 
@ DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock) 




















Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 


an Fine English Earthenware 
[ae | 
ENGLAND 


COPLANCS CHINA English Bone Chins 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 
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Dorman, with Harry Underberg, Raff Mottahedeh Mr 
De Rose, and S. S. Sarna remaining on the board, Th. 
officers are meeting early this month to complete ri 
for their gift show to be held at “225” from lenin 
23 to Zi. 
% & 

EWSETTES: Directors of Everlast Metal Produc, 

Corp., New York, have taken over the stock and 
manufacturing facilities of the Goldscheider-Everlay 
Corp., of Trenton, N. J., and from now on the artware 
will be known as Goldcrest Ceramics. The line, With 
many new additions, will be on display at the gift shows 
and in the Everlast showrooms. 


Virgil K. Haldeman, owner of Haldeman Potteries and 
president of Registered California, Inc., has given the 
Claire Lerner Studio, of Los Angeles, all manufacturins 
rights to the Caliente Pottery line, and the use of the 
Haldeman Potteries name. He will serve as ceramic cop. 
sultant for the company, and the same sales policy wil] 
be continued as before. . 


George Hammond Beck, of New York, has bought the 
line of Robinhood Wood Products, Inc., of Los Angeles, 
and began operations there after the first of the year, 
Janis-Tarter, Greeman, Inc., will continue to sell the line 
throughout the United States excepting for the Pacific 
Coast where Al Peters has the representation in his Los 
Angeles showrooms. 


Period Art Reproductions, Inc., creators of period mer. 
chandise in metal, glass, and china, has acquired addi. 
tional frontage at its building at 39 West 24th Street, New 
York, and has remodeled the premises to give the firm 
large showrooms, factory and storage space with show 
windows on the ground level. 


The Saxton Company, Los Angeles, has opened new 
sales offices in Room 1107 of the Brack Shops. At the first 
of the year. the company discontinued its repousse work 
in silver and gilder’s metal, and started manufacturing 
items in both cast and flatware. 


The Chicago showrooms of the Fostoria Glass Co., in 
the Merchandise Mart, have been completely redecorated, 
and are scheduled to be formally opened with a press 
party on January 2. 


Plans are under way for an exhibition of American 
dinnerware to be held next April in Chicago under the 
sponsorship of the United States Potters’ Association. 
Don Schreckengost, of the Homer Laughlin China Co., is 
chairman of the arts and designs committee of the Asso- 
ciation, and it has been announced that the entire pottery 
industry will be invited to take part. A determined effort 
to increase the consumer demand for American-made 
dinnerware by an improvement in both the quality of the 
ware and-its design, is the reason for the exhibit. The 
decision was made at the Association’s recent convention 
in New York, at which James K. Love, vice-president of 
the Shenango Pottery Co., was elected president of the 
croup. 


Mottahedeh & Sons, New York house of antique and 
modern importations, has appointed Robert L. Coslette & 
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\ssociates, of 710 West 7th Street, Los Angeles, as its 
West Coast representatives. And Thomas F. Hamilton, 
resident of the American Ceramic Products, Inc., has 
Std J. H. Marpet, of New York, as representative in 
New England and the Middle Atlantic States for Winfield 
Handcraft China and La Mirada Mandarin dinnerware. 
s Pp, Skinner Co., Inc., New York, has been made exclu- 
on United States representative for Berry’s Electric, 
Ltd. of London, manufacturers of Magiclog and Magi- 
coal Fire, simulated burning logs and coal. 


William H. Lederer, who represents Bernard Lipman 
‘n Chicago, has been elected president of the 15th Floor 
Merchandisers Club of the Merchandise Mart, succeeding 
Norval Slater, of the Fostoria Glass Co. 





TRADITION GEARED TO NEW CUSTOMERS 


(From page 274) 


Hertzberg’s first venture into the clip-the-coupon branch 
of merchandising. It was hoped the old-line-trade would 
take no offense. That was the crux of their hopes. No one 
objected; orders poured in by mail in quantities that the 
store had not dreamed was possible. There were not 
enough porringers to fill even the mail orders and a hasty 
wire had to be sent to the manufacturer for more. 

The experiment clearly proved the reward that could 
be reaped from clip-the-coupon business and a coupon is 
now a part of every ad. 





Hertzberg’s experience is like that of a play which has 
enjoyed a long and successful run with the orchestra seats 
consistently filled at $8.80 each—and still going strong. 
It would be foolhardy to throw this production out of the 
window by turning the production into something de- 
signed to cater to the movie crowd at fifty cents a head. 
But, if a balcony could be installed that would bring in a 
lot of additional customers at somewhat lower rates with- 
out upsetting the valuable business in orchestra seats, it 
would be a profitable move. 

That’s exactly what Hertzberg’s did, and it succeeded. 
Mr. Harker gained his added volume without sacrificing 
anything. 

Gone with yesterday is the public’s impression that one 
had to possess a membership card before being able to 
patronize Hertzberg’s. It is quite commonplace now to 
witness strange faces registering awe as they pass through 
the arcade and into the China and Crystal Court for the 
first time. And people enjoying the charm of the setting 
with its formality as a new experience resolve to make 
another visit soon, accompained by a friend who just 
couldn't believe the Court’s existence. 

It might be added that Hertzberg’s have not added a 
stock of cheap stuff for the new trade. High quality pre- 
vails, as always. 

“After all,” says Mr. Harker, “all we did was to find 
new customers with a taste for our type of merchandise. 
Or,” he added with a smile, “arrange for them to dis- 


cover us. 








Concorde Fine 





Chirea AFTER-DINNERS 


AT THE CHICAGO GIFT SHOW — ROOM 778 — Palmer House 
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A Selection of distinctive shapes and appealing floral decorations are offered in a wide price range. 
No. 1066 No. 1070 No. 1062 No. 1063 No. 1065 
$15.00 dz. $15.00 dz. $18.00 dz. $18.00 dz. $18.00 dz. 

No. B-1083 No. B-1082 No. 1069 Gold En- No. B-1081 No. 1061 
$27.00 dz. $27.00 dz. crusted $37.50 dz. $27.00 dz. $30.00 dz. 

FOR IMMEDIATE DELIVERY PRICES ARE WHOLESALE 
pvt HERMAN C. KUPPER, INC. s<","°":,: 
23rd STREET - | = NEW YoOrR K 
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Illustrated are several items from our popular line of filigree 
metal frames, trays, perfume bottles, clocks, dresser sets, 
jewel boxes, etc. 

Also our many other well-known lines: 


*ARTHUR ARMOUR NEWMAN STUDIO 

H. G. CHADELL PLAMETWOOD PRODUCTS CO. 
HUBLEY MFG. CO. S. VOLLMAN & SONS 

lORIO GLASS CO. *ZENITH ART 

J. LEVI Co. CRYSTAL FRAMES 


At Chicago Gift Show, Palmer House, Rooms 785, 786. 
At New York Gift Show, Hotel New Yorker, Room 650. 
*Not at Chicago. 


A. STANLEY BRUSSEL 


225 Fifth Ave. New York 10, N. Y. 














SILVERPLATED HOLLOW-WARE 


in authentic designs of 


i ee 








Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 
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Dodge Trophies. 


Standard and special trophies by the world’s 
largest makers. Since 1926 








PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in Los 
Angeles, San Francisco and Chicago. 





401 East 6th St., Los Angeles 14, Calif. 
INC 706 North Hudson Street, Chicago, Ill. 
e 126 South Street, Newark, New Jersey 



































































Credit Selling Is Possible .. , 
If You Avoid the Pitfalls 
by DAVID MARKSTEIN 


RECENT authoritative survey made by the Ninh 
District Federal Reserve Bank disclosed that in it 
midwestern section credit sales were becoming an jp. 
creasingly important part of the total. Similar survey, 
made by Federal Reserve Banks located in other sections 
have disclosed facts leading to the same conclusion: credit 
selling, which experienced a sharp slump during the war 
years, is undergoing just as sharp a rise. The trend ig 
more and more prevalent. 

The problem of profitable credit selling has proved the 
undoing of many an otherwise well-run jewelry business, 
The jeweler going into credit selling faces many prob. 
lems: “Shall I use my own capital—saving bank interest 
but risking bankruptcy? If I do, what is the best pro. 
cedure? Where may I find commercial capital and knoy. 
how to back me up if I decide to ‘farm out’ the credit 
problems?” 

These are sometimes old questions. Today, he faces g 
new one: “With the trend pointing to longer terms and 
lower down payments, should I revise my previous credit 
policies?” 

Is there an answer that will fit each business? One can 
be devised. For credit selling can be profitable merchan. 
dising—provided it is handled rightly. 

Credit selling offers an opportunity to expand volume 
considerably. But credit selling also offers problems: 
collections must be made, working capital must be ex. 
panded or a farming-out operation arranged with a bank 
or commercial credit house, etc. 


The troubles can be made negligible, and the profitable 
possibilities can be made to come true in all their long 
green splendor, by intelligent planning. For the facili- 
ties open to the jeweler are broad ones. He has merely 
to pick the method or methods of handling his credit 
volume that best suit his business. 


TWO TYPES OF FINANCING 


Principally, there are two ways in which credit selling 
can be handled. They are (1) financing from the com- 
pany’s working capital, and (2) financing through banks 
and commercial sales finance firms. There are many 
twists that can be given each method. They can even 
be combined effectively by the jeweler who wishes to keep 
as much of his business as close to home as he can by 
financing what he is able to finance, and farming out 
the remainder. 

What are the main ways in which each can be worked? 
What are their relative advantages and disadvantages? A 
good understanding of the possibilities is the first step 
for the jeweler who wishes to tailor a credit plan to the 
particular angles of his own firm and the peculiarities of 
his customers. 

Only the larger operator, who has at his command a 
considerable amount of working capital, can afford to 
finance all of his credit sales himself. An attempt to do 
so by the jeweler whose capital is not large often leads to 
disaster. It has been the one-way road to bankruptcy 
court for many in the past. 
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As an illustration of how credit financing can deplete a 
small working capital, consider the case of a small 
Southern jeweler who went rashly and blindly into credit 
selling—and wound up with the lawyers in less than a 
year. A few minutes or hours of planning for credit 
profits might have shown him the disaster toward which 
he was heading in financing too much credit with too 
ital. 

—_ credit sales were so high that roughly $1,000 per 
month became tied up. The suppliers from whom this 
merchandiser purchased expected to be paid in the usual 
thirty days. Counting in the payments which began to 
roll shortly, he still tied up more than $6,000 in accounts 
receivable in less than a year. Beginning with a working 
capital not much in excess of this figure, he soon found 
failure staring him in the face. 

Fortunately, there is a bright ending to the story. The 
attorney to whom he brought his troubles was an ex- 
perienced bankruptcy lawyer. Deciding that the business 
might yet be saved from the wolves, this attorney took his 
client to a bank and laid the cards on the table, pointing 
out that although the firm’s financial standing was then 
shaky, most of its accounts receivable were sound. Would 
the bank extend a loan? The bank did. Today, this 
jeweler does a profitable—and very large—credit busi- 
ness. Half of his sales he finances himself. The re- 
mainder are financed through a bank loan. 

If there is a moral to the story, it is this: store financ- 
ing of credit sales is a good idea only if the store’s work- 
ing capital is sufficiently large. 


OVERHEAD IS IMPORTANT 


Besides the drain on his working capital, there is an 
additional factor that should be taken into consideration 
before deciding to finance credit sales from operating 
funds. This is the matter of overhead. 

In running a complete credit department, the jeweler 
finds it necessary to hire extra clerks to interview, pass 
on credit ratings and, most important and most costly, 
keep records of payments received, check on late pay- 
ments, see that the delinquents come across, and handle 
other operational overhead chores. These credit depart- 
ment chores can total a good amount of work if credit 
selling is done on a large scale. 

Business men in various fields who have had experience 
in company financing of credit sales report that the cost 
of putting a credit sale on the books—counting direct 
labor costs, direct material costs, and indirect overhead 
expense—costs from one to three dollars. And that’s not 
all. Firms with experience say that four to twenty cents 
must be charged to each installment collection. These 
costs do not take into account possible bad-pay customers, 
in whose cases there is an additional overhead burden for 
sending collectors, paying lawyers, or possibly re-pos- 
sessing the merchandise. 

There are, indeed, pitfalls to financing credit sales. 
especially for the operator whose working capital is not 
large and who is not set up to handle the increased over- 
head. But there are advantages as well. The firm re- 
mains in complete person-to-person contact with its cus- 
tomer. When the customer’s purchase has been paid for, 
the jeweler is in a position to approach him with an eye 
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Krome Kraft 


FARBER BROTHERS 


nationally 
advertised 


Be 


No. 5990 Cock- * 
tail Set — Shaker, 
tray and six 3 oz. 
cocktail glasses. _. 


ae 


hospitality sets and 
table accessories 


nu ing and, , tine i 


Good reason why Krome-Kraft is 


No. 5569 Compote 
—51/,” diameter glass 
liner in amber or am- 
ethyst. Non-tarnishing 
chrome holder. 


snapped up by discriminating host- 
esses and gift-seekers: it’s strikingly 
different. Lustrous quality chrome and 


fine hand-made colored glass are com- 


Peppers — Gay, jug- 
jtype containers. Snap 
‘on - off holders. 21/,” 
high. Amber, Amethyst. 


bined in modern beverage and table 
services of startling beauty and utmost 


utility. Patented holders protect the 





glass, snap on-off for easy cleaning. 

Send today for descriptions and prices 
of complete line. 

No. 5852 Wine Set — Ball-type 

38-oz. tilted jug, six 2-0z. wine 


glasses. Duchess filigree tray. 


REPRESENTED AT THE GIFT SHOWS 


Farber Brothers + 17 Crosby St., N 
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TROPHY-CRAFT TROPHY-CRAFT 


TROPHY-CRAFT 





Awards for Champions 


een Rs RE 


New Novelty Designs... 


the most complete line of Sport Trophies 


for all major events . . . of "GLOTONE" 
metal (resembling 18K Gold) throughout— 
with genuine American Walnut bases. 
Many new trophies have been added to 
our line. 


Write for New Catalog 


Trophy-Craft Co. 


249 N. Reno Street, Los Angeles 26, California 
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to additional sales. Moreover, if it is done in a bio 
_and if the firm is financially able to carry its oy 





B Way, 


Nn ae. 
counts, the costs can often be lower than farming-out Ms 
a 


bank or commercial house. 


V/HY USE OUTSIDE AID? 


What are the pointers, advantages and disadvantages of 
working through financial institutions? 


The first and most obvious advantage is the fact thay 
it allows the small jeweler to offer his customers the same 
charge account and long-term credit facilities as his larger 
competitors offer. This permits him to enter the lucra. 
tive field of credit merchandising without reducing his 
small capital to the danger or possible vanishing point, 


Next, he has the help of experienced and competent 
credit men at his disposal. These men—risking thei; 
money—are only too glad to advise and aid him in mgt. 
ters of credit rating, length of terms, and such. 


Third, this kind of operation saves the smaller jeweler 
the overhead burden of keeping records on collections— 
although he can, by arrangement with the bank or finance 
company, have collections paid into his cash registers, to 
be turned over later to the finance house. 

The most popular financing scheme today is the dis. 
count plan. Under this, the bank or finance company 
purchases the accounts receivable (credit accounts) out- 
right, discounting them by a certain percentage. Just 
what this percentage will be depends on several things: 
the jeweler himself, his credit rating, the size of his op. 
erations, the kind of customers to whom he sells, the 
probability of their paying promptly, and the local con- 
ditions and state laws in effect. Just as the interest paid 
by banks on savings deposits varies slightly from one 
locality to another, so the prevailing discount rates on 
purchases of accounts receivable likewise varies. 

In some instances, the bank or credit house that dis- 
counts the accounts owns them outright, making collec. 
tions itself. In others—and this must be arranged indi- 
vidually—the banking house advances money on the 
notes, but permits the owner to make his own collections. 

In some cases, too, the jeweler must assume the risk 
for unpaid balances. In other words, should the customer 
default then the jeweler must repay what the finance com- 
pany or bank has advanced. On the other hand, under 
the provisions of some plans, the financing company takes 
on the risk when it takes the notes. 

As a general rule, banks tend to drive harder bargains 
in this kind of financing than do commercial finance 
companies, but they charge smaller discounts or lower 
interest. Where a finance company may advance up to 
eighty per cent of the notes’ face value—and sometimes 
even more—the average bank will lend only seventy to 


eighty per cent. 


CREDIT SELLING METHODS 

There are two general methods of credit selling in use. 
One is the charge account. The other is long-term in- 
stallment credit such as most customers use to make heavy 
purchases. Some jewelers with limited working capital 
prefer to handle their charge accounts, and farm out the 
installment credit to commercial houses. An advantage 
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‘s that it keeps the quick credit customers at 
the boss’s fingertips, while relieving him of the responsi- 
bility (and sometimes liability ) of carrying long terms 
on his books. Too, it allows him to stay in ready contact 
with his choice charge accounts. | ae 

An important part of profitable credit selling is pick- 
ing the good credit risks. To do this, the jeweler must 
know more than the applicant's name, address and tele- 
phone number. Standard credit application forms can be 
bought at most stationery stores. On these, the applicant 
‘ndicates age, position, dependents, earning power, his 
credit references and, sometimes, the amount of long- 
term credit he has outstanding at the time. This last in- 
formation is as important as the amount of his earnings 
for deciding whether the applicant is able to meet the 
payments with which he proposes to saddle himself. 

After the customer has supplied these facts, the jeweler 
should attempt to verify them. If there is a credit bureau 
in his city, this task is simplified. If, however, there are 
no such expert facilities, he still may check the customer’s 
credit by contacting his bank, other companies that have 
sold to him, and sometimes his neighbors. 

After corralling the facts, it is necessary to decide care- 
fully. One “bad credit” sale can kill the profits from 


many good sales. 


to this plan 


DELINQUENT ACCOUNTS 

What can be done with delinquents? Firms with long 
credit selling experience report that the wisest thing is to 
follow up a missed payment immediately. It should be 
done before another payment becomes due since two pay- 
ments are obviously twice as hard to make as one—giving 
the jeweler half as good a chance to collect on the second 
go- round as on the first. 

Many jewelers have made the mistake with delinquent 
accounts of writing angry letters. These usually infuriate 
the customer. Often they bring in his money but, in the 
process, they alienate him so effectively that he never 
goes near the store again. Remembering that more pay- 
ments are missed through forgetfulness than for any other 
reason, the foolishness of too quickly making an enemy 
of a potentially profitable future customer can be seen. 

Instead of writing in the vein: “Look, Joe you’re over- 
due. Come across, chum, or you'll hear from our lawyer 
in three days,” as many jewelers mistakenly do, it is bet- 
ter to be tactful. In a friendly letter point out the ad- 
vantages of a good credit rating. Tell the customer that, 
however you regret it, you are forced to report all overdue 
accounts to the credit bureau or to some similar rating 
organization. You know he would not like this, and you 
want to help him avoid it. A letter making it to the cus- 
tomer’s advantage to pay promptly will bring in the 
money many times faster than a curt, surly note—and, 
in the process, make a friend of the delinquent payee. 

If investigation discloses that the customer is actually 
unable to pay according to the qriginal agreement then 
revised terms should be arranged. The jeweler should 
see, however, that these are strictly adhered to. 

If all else fails, do not hesitate to get tough. Hard col- 
lection problems should be turned over to an experienced 
collections attorney, whose nudging often will bring in 
the money without recourse to the courts. 


FOR JANUARY, 1948 
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P<! Built and- Guaranteed by 
the Makers of the GEM: . . 
Safety Razor See 


RETAIL 50 
$ | NO FEDERAL TAX 


KEYSTONE LIST $9 
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e PRECISION BUILT 
e RHODIUM FINISH 
e SINGLE ACTION 


CHOICE OF LINE DESIGN ABOVE OR ENGINE-TURNED BARLEYCORN 


Send Your Order Now 


Al.dos Raltin x Co. ,.. 


740 SANSOM STREET, PHILA. 6, PA. 


MEMBER OF THE NATIONAL WHOLESALE JEWELERS ASSOCIATION 
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6 5 ® Q Q Q ® Q OQ Q will know “the RIGHT time” 


Basep oN THE THEME “There is always a 
right time,’ Harvel advertising month after 
month will reach 65,000,000 readers in 
Life, The Saturday Evening Post, Esquire, 
Collier’s. Woman’s Homie Companion, Vogue, 
Cosmopolitan, True and the Sunday maga- 
zine section of The New York Times. 


These range from quarter pages to full 


pages in 4 colors. This 12 month campai 


' a a a... 
will produce profitable results for all dealers 


holding the select and exclusive Harve] 
franchise. 

Available to all Harvel dealers, free of 
charge, are sales-producing newspaper 
mats and displays to support and take full. 
est advantage of this national advertising 





Harvel watches are Right for Accuracy, 
Right for Beauty, Right for Price. 


AW RANA Dy 
3 Fm eee ——=sdséONE:« OOF:« THE WORLD’S FINE WATCHES 


HARVEL WATCH COMPANY: ROCKEFELLER CENTER: NEW YORK 20, N.Y- 
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Foreign Ban on Jewelry Imports 
Costs U. S. $5,000,000 in Trade 

Are the large exporters of jewelry down 
in the mouth because foreign outlets for 
their merchandise have been shut off as 
q result of the widespread dollar shortage? 

They are feeling the loss of an estimated 
$5,000,000 worth of business, but a quick 
survey in the Rhode Island area reveals 
that they are not down in the mouth as 
a result of it. 

One of those contacted was Carl Gold- 
berg of American Pearl Co., one of the 
largest exporters of pearls in the country. 
He sold heavily in Brazil and Mexico. 
Canada was considered almost a domestic 
customer. 

All three markets have been closed and 
today the only large foreign outlet is South 
Africa. But Carl believes that he has no 
cause for worry. He is assured a good 
spring business on the domestic scene and 
is planning to develop the domestic mar- 
kets for all they are worth, using more 
than 600 radio programs a month and a 
great deal of newspaper and magazine ad- 
vertising to keep his product in the lime- 
light. 

Business abroad isn’t all its cracked up 
to be, he says, explaining that he and 
many others who have supplied Brazil with 
merchandise have been waiting many 
months for their money. Dollars are so 
scarce that they are virtually “standing in 
line” for payment and have to wait 
patiently for their turn to be paid. 

There is. a widespread belief that the 
Canadian ban will be short-lived. This 
belief is based principally on the fact 
that there is a Canadian market for jewelry 
and the ban on imports does not permit 
the creation of items with either stones 
or pearls. The opinion is rife in this 
country that the all-metal jewelry will 
hot go over and that the restrictions will 
be modified if not retracted. 





Internal Revenue Collections Down 


Internal Revenue collections of the 20 
per cent retailers’ excise tax on jewelry 
for October, 1947, amounted to $16,723,- 
510.66. This represented a decrease of 
ee under collections of October, 


October collections showed an increase 
of $2,942,103.73 over those for September, 
nd when collections reached $13,781.,- 
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New England Manufacturers Note Good Business 


November Employment Level Establishes a Record High; 
Manufacturers Looking Forward to 1948 with Optimism, 
Believe They Have Not Fully Developed Domestic Market 


Jewelry manufacturers \in the Rhode 
Island area have just completed a sur- 
prisingly busy Fall and Winter season. It 
was surprisingly good because of the poor 
start the industry made on the year 1947. 

The industry has virtually pulled itself 
up by its bootstraps, and, if the spirit 
with which the new year is looked for- 
ward to is any criterion, it never ex- 
pects to allow itself to go so low on the 
business activity chart again. 

The doldrums encountered during the 
first half of 1947 were not the fault of 
the jewelry producers alone. Many condi- 
tions combined to make a situation such 
as the industry had never experienced be- 
fore. 

True, manufacturers in Rhode Island as 
well as in other parts of the nation had 
been experiencing something new in their 
business careers. The war had created a 
scarcity of costume jewelry and at the 
same time had raised an unprecedented 
demand for it. Everything being made— 
even outmoded numbers—were meeting a 
ready sale. 

Notwithstanding that in the face of 
such high demand it seemed that the needs 
of American jewelry wearers would never 
be satisfied, some of the far-seeing manu- 
facturers foresaw the day when the public 
would turn against the lines that had not 
been kept up-to-date. 


PREPARED NEW ITEMS 


Some of them prepared new items and 
generally freshened up their lines. They 
entered into advertising campaigns—using 
both radio and printed advertising. They 
used every means to create a demand for 
their brand of jewelry. 

The day they foresaw arrived and with 
it a sudden disappearance of business. 
Jobbers’ and wholesalers’ inventories were 
so large that it looked as though there 
would be no jewelry business for a long 
time to come. Factories went on shorter 
work weeks—dropping from 48 to 40 and 
fewer hours a week. Workers were laid 
off in large numbers. It looked as though 
the bottom had dropped out of the in- 
dustry. 








But such was not the case. Buyers 
changed their style overnight. Where 
they had been buying all they could get 
their hands on, they developed a policy 
of sample buying. It was not unusual for 
a manufacturer to sell a twelfth of a 
dozen. 

The freshening up of lines, national ad- 
vertising of trade names and the introduc- 
tion of bright, new items turned the trick. 
There was a response on the part of the 
public for the new merchandise bought 
by the buyers in such small quantities. 

Orders began making their appearance 
again and before the buying for Christmas 
really got under way, the buyers recog- 
nized the need of doing their Christmas 
shopping early. 


SCARCITY OF HELP 


Factories hung out signs advertising jobs 
for men and women. Where there had been 
a general lay-off in progress a few weeks 
ago, there was a scramble to add every 
available worker to factory payrolls. 

A scarcity of female help was soon 
evidenced. Men were hired to do work 
usually performed by the women because 
manufacturers saw that the biggest Christ- 
mas in their history was in the making. 

Since June the employment level has 
been gradually on the increase. Past 
peaks have been passed and the report 
of the Rhode Island Department of Labor 
for the month of November shows that 
total employment for that month came 
within an ace of topping 20,000 persons, 
setting a record high. 

The 19,954 working in November this 
year was 0.6 per cent above the previous 
month and 2.9 per cent ahead of Novem- 
ber of last year when the industry be- 
lieved it was setting a hard-to-beat record 
with a total of 19,395 men and women on 
its rolls. 

What the industry would have achieved 
had it not been for import bans in effect in 
Brazil, Mexico and Canada cannot be 
measured, but it is. generally conceded 
that $5,000,000 worth of business was lost 
because of the restrictions. 


(Please turn to page 305) 
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Report Describes Germany's Methods 


In Watch, Clock and Jewel Bearing Industry 


Running hairspring wire between gra- 
phite-coated pads to reduce wear on fabri- 
cating equipment and increase output is 
one of several novel methods described in 
a report on the German watch, cleck, time 
fuze, and jewel bearing industry now on 
sale by the Office of Technical Services, 
Department of Commerce. The report, 
prepared by OTS investigator James G. 
Shennan, is based on visits to six factories 
in Southwestern Germany. 

The graphiting method was used at the 


—————— 





Karl Haas company in Schramberg. The 
spring wire was run through powdered 
graphite after final cleaning in the round 
and again before the first pass through the 
rolling mill. The wire was also run 
through in the flat before coiling. The 
procedure was believed to reduce the wear 
on rolls and also reduce production losses 
due to springs sticking together after heat 
treatment. 

At one of the factories making jewel 
bearings, the investigator noted an unusual 
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machine for charging diamond 

flat laps. A tapered changing adil i: 
used so that there would be no ri, 
action between the charger and the la 
It was of extremely heavy construct p. 
The small diameter of the charging ae 
was the same as the inner diameter Pr 
lap, the outer diameters also being “al 

The investigator found the plants well 
equipped with Swiss or Swiss type machin. 
ery. During the war many of the plants 
made springs and precision parts for ans; 
aircraft time fuzes. 

The report contains general informa. 
tion about the firms visited, including fe. 
tail prices and wages paid employees, 4) 
appendix contains drawings of a vir 
rolling machine designed, built and Used 
by the Karl Haas firm. 

Mimeographed copies of the report 
(PB-1272; Watch, clock, time fuze, § 
jewel bearing industry in Southwestem 
Germany; 35 pages, drawings) sell fo; 
$1.25. Orders for the report should be ad. 
dressed to the Office of Technical Ser. 
vices, Department of Commerce, Washing. 
ton 25, D. C., and should be accompanied 
by check or money order, payable to the 
Treasurer of the United States. 





Fear Canadian Diamond Import Ban 
Will Put Cutters Out of Business 


Ernest W. Gardner, Canadian represen. 
tative of the International Jewelry Workers’ 
Union, said that members of his union fear 
the government ban on the import of dia. 
monds, precious and semi-precious stones 
will put them and their employers “out of 
business.” He stated the union was join- 
ing the employers asking Rt. Hon. C. D, 
Howe, minister of reconstruction, to have 
the ban lifted at least partially. 

“If the diamond cutting and diamond 
setting business have to close up,” Mr. 
Gardner said, “it is going to affect hundreds 
of workers across Canada, including many 
veterans. And it will be the veterans who 
will suffer most because they are just 
learning the trade. The highly trained, 
skilled men can turn to other occupations, 
but the half-trained veteran will find that 
he has just been wasting his time and 
gratuities in learning the diamond cutting 
and setting trades.” 

Mr. Gardner reckoned there were about 
200 workers in Toronto, a similar number 
in Montreal, 100 in Vancouver and slightly 
fewer in Lendon, Windsor and Hamilton. 

“In Toronto,” he stated, “there are 50 
veterans who were encouraged to go into 
the diamond cutting and setting trades. 
Now they’ll be out of jobs shortly after 
Christmas.” 

Mr. Gardner said no imitation stones are 
made in Canada. 

“Even the men engaged in making 00s 
tume jewelry will be affected because they 
won’t be able to get rhinestones or other 
imitations they need to make the jewelry, 
he declared. 

Mr. Gardner pointed out there was 00 
way to estimate the backlog of diamonds 
in Canada. “Big firms can afford large i0- 
ventories,” he said, “but the smaller firms 
will go to the wall while the bigger firms 
carry on.” 
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COMING EVENTS 


January, 1948 
Jewelers’ Association, 74th 


hicago ; 
ae uet, Stevens Hotel, Chicago, 


Annual Banq 


M. 19-Pittsburgh China & Glass Show, 
William Penn Hotel, Pittsburgh, Pa. 
12-16—New York Lamp Show, Hotel 
New Yorker, New York, N . Y. 
13-16—Southeastern China, Glass and 
Gift Show, Municipal Auditorium, Atlanta, 


"ha eel our Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. : | 
95.27—Oregon Retail Jewelers’ Associ- 
ation, Annual Convention, Hotel Multno- 
mah, Portland, Ore. 
95-30—California Gift & Art Show, Los 


Angeles. 


February 


9.7—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

7—Boston Jewelers’ Club, 60th Annual 
Banquet, Hotel Statler, Boston, Mass. 

9.13—Chicago Gift Show, Palmer House, 
Chicago, Ill. 

9.14—Gift, China, Glass and Pottery 
Market, Merchandise Mart, Chicago, III. 

48—Western Spring Gift, Jewelry and 
Housewares Show, Civic Auditorium, San 
Francisco, Calif. 

92—-Illinois Retail Jewelers’ Association, 
Annual Meeting, Springfield, III. 

92-27—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

93-27—225 Fifth Ave. Association Show, 
New York. 

93-27—New York Gift Show, Hotels New 
Yorker and Pennsylvania, New York, N. Y. 


March 


15—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

79—Ohio Retail Jewelers Association, 
Annual Convention, Hotel Deshler- Wallick, 
Columbus, Ohio. ° 

7-10—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

15-19—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

21-23—1948 Conclave of the American 
Gem Society, Statler Hotel, Washington, 
D. C. 

21-24—Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma City, Okla. 


April 
10-12—Nebraska Retail Jewelers’ Asso- 


ciation, Annual Convention, Hotel Lincoln, 
Lincoln, Neb. 

18-19—Oklahoma Retail Jewelers’ Asso- 
ciation, Annual Convention, Skirvin Hotel, 
Oklahoma City, Okla. 

18-20—Florida Retail Jewelers’ Associ- 
ation, Annual Convention, Tampa, Fla. 

25-28—California Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Bilt- 
more, Los Angeles, Calif. 


June 


18-20—United Horological Association of 
America, Annual Convention, Lord Balti- 
more Hotel, Baltimore, Md. 
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Air Express is the fastest possible way to get the supplies and 
equipment you need. That’s because your shipments go on every 
flight of all the Scheduled Airlines. No waiting around. And Air 
Express packages are picked up and delivered right to your door 
at no extra cost. 

This speedy service helps your business keep moving — lets 
you serve your customers better. Coast-to-coast delivery overnight 
is now routine. And with low rates, there’s profit for you in Air 
Express. Use it regularly! 


opecity Air Express-Worlds fastest Shipping Method 


@ Low rates — special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. @ Moves on all flights of all Scheduled Airlines, 

e Air-Rail between 22,000 off-airline offices. 

e@ Direct air service to and from scores of foreign countries. 

True case history: Electric switches located in Tulsa, Okla., were wanted in 

Newark, N. J., to complete equipment and fulfill contract date. 21% Jb. 

package picked up the 17th at 5:05 P.M., delivered 3:35 A.M., just 10 

hours later. 1239 miles, Air Express charge only $8.10. Other weights, 

any distance, similarly inexpensive and fast. Just ‘phone your local Air 

Express Division, Railway Express Agency for fast shipping action. 


RESS 


GETS THERE FIRST 








Rates include pick-up and delivery door 
to door in all principal towns and cities. 


AIR EXPRESS, A SERVICE 
OF RAILWAY EXPRESS te 
AGENCY AND J 


tHE scnepuLED AIRLINES of tne united STATES 
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Jewelers Must Cooperate and Work Together 
Declares President of Ohio RJA at Forum 








































































“During the war, with no new cars on the © 
market, no furniture, no radios, no appli- in other lines of business; not your neigh- 
ances, washing machines or refrigerators for bor, the jeweler. He is really your partner 
sale, it was easy for you,” Raymond Hay, and I can prove it. Every ad he runs, 
president of the Ohio R. J. A., told retail every good window display he puts in, 
jewelers of Youngstown, O., at a merchan- makes your public just a little more jewelry 
dising forum on November 12th. Mr. Hay conscious. The more Mrs. Jones sees new 
added: “Without effort on your part, you styles and gets new ideas about jewelry, the 
had more than your share of sales, and sooner she'll go shopping. You'll get your 
profits. Remember that the automobile share then and not before. If your neigh- 
dealers and furniture salesmen are no boring jeweler (let’s call him ‘partner’) 
shrinking violets. They are going to fight stops advertising, stops promoting jewelry, 
each other and you for their lost markets. diamonds, watches and silverware, it puts 

“Your competitor is really the merchant all the burden of creating interest and de- 





Q¢¢ can do a good business 


with this Hleeu Read of Memory Gook 
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The BOOK OF REMEMBRANCE is designed for the permanent recording of gifts and 
bequests — to serve as a memorial — and to hold historic data * It is welcomed by churches 
and organizations, as well as by individuals ¢ It is especially suited for listing those ’“’Who 
served their Country in World War II” © Its fine dignity is enhanced by title page in illuminated 
hand lettering in red, black ond gold, reflecting the superb cover design and providing space 
in which may be lettered the name of the organization or individual * Covers are of selected 
morocco leather and are deeply padded and round cornered. They may be had in rich brown, 
dark blue and ecclesiastical red. Title and symbolic design are stamped in gold * Pages are 
of heavy parchment finished rag content paper, assuring permanence * In secular design 
cover, the number is G-1166. With cross —G-1156 ¢ Each book is priced at $12.50 Net — and 
prompt shipment may be had. 
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Complete Line — Write for new Catalog. 
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sire on you. That’s too much of an adver. 
tising burden for any one store and vou 
lose. There is no sale for anyone” — 

In concluding, Mr. Hay told the jewel 
ers to stretch their own advertising budge 
in 1948, stressing good honest values and 
avoiding “gyp bait” advertising, Ttems 
jewelers should put emphasis on jp their 
advertising, he asserted, are Silverware 
watches, diamonds and the double ring 
ceremony. 

Over 100 jewelers from a radius of 35 
miles attended the meeting which yas 
under the auspices and sponsorship of the 
Jewelers Association of Youngstown, 

H. Bruce McCague of Cleveland, imme. 
diate past president of the Ohio RJA, and 
Clarence Moses, its executive director, als 
addressed the meeting. Mr. McCague 
stressed the importance to the jewelry jp. 
dustry of its public relations. He empha. 
sized the fine constructive job being done 
by the Jewelry Industry Council and ap. 
pealed to his audience to conduct their 
local public relations in a manner that 
would reflect favorably on all of their local 
retail jewelry stores. He specifically em. 
phasized the promotional value of birth. 
stones and showed samples of birthstone 
promotions developed by Birthstone Pip. 
motions, Inc., of Cleveland. 

Clarene Moses pointed out that advertis. 
ing is a positive and everyday source of 
“public relations” and commended Youngs. 
town on its splendid advertising code which 
permits local retail jewelers to put their 
best foot forward in advertising. He cited 
jewelry sales statistics over the war period, 
and emphasized that in the last three years 
of the current five-year period department 
store sales of jewelry increased at a greater 
rate than independent jewelry store sales, 
Using this as a foundation he pointed out 
the need for more intensive promotion of 
jewelry store items throughout the year. 

Chairman Ritter Levinson in closing the 
meeting said that because of the tremen- 
dous success of the meeting in both at 
tendance and interest, more forums would 
be held in 1948. 

Charles Schmutz, chairman of the meet- 
ings committee arranged the dinner mett- 
ing. Ritter Levinson, president of the 
Youngstown association, was chairman of 
the forum assisted by Milton Klivans and 
Martin Dittman. 


—_—_—__—___ — 


Watchmakers of Des Moines, lowa, 
Attend Regular Monthly Meeting 


The Capitol City Horological Guild of 
Des Moines, Iowa, held their regular 
monthly meeting on Wednesday, December 
3rd, at Bishop’s Cafeteria. 

The meeting was well attended, in spite 
of adverse weather conditions, and all who 
attended had the pleasure of viewing the 
Hamilton Watch Company’s sound film, 
“What Makes a Fine Watch Fine.” A 
general discussion followed the showing of 
the film and everyone present expressed 
their appreciation of the feature. The 
picture showed some of the intricate and 
exacting details that take place in the mat 
ufacture of a watch. 

The next meeting will be held Wednes 
day, January 7th. 
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Employees of Webster Co. 
Honor Veteran Co-worker 


For 47 years John T. Cullen, engineer at 
the plant of Webster Co., silversmiths of 
North Attleboro, Mass., pulled the cord on 
the plant’s team whistle signaling em- 
ployees to commence or stop working. 

The whistle, during its half century of 
served in varied capacities. Heralding 


use, 
any event of consequence to the towns- 
eople of North Attleboro, it proclaimed 


e of World War I, was used 
for Civilian Defense activities in this war 
to warn the populace of air raids, and was 
ysed again on VE and VJ days to inform 
the townsfolk of the war's ending. 

Several men at Webster Co. are grand- 
fathers now, who, as scholars in by-gone 


the Armistic 





Pictured above is the lamp presented to 

John T. Cullen by employees of the Webster 

Co. of North Attleboro, Mass. The former 

bronze whistle, capped by an appropriate 

shade, becomes a lighted lamp when Mr. 
Cullen pulls the whistle cord. 


years, listened for the “No School Signals” 
blown by the whistle, during storms. 

When the company recently converted 
to electrical equipment and dismantled 
their steam plant, the whistle was salvaged, 
and with the sanction of the officials, was 
taken over by the employees. As a 
gesture of friendly regard, employees con- 
verted the whistle into a lamp, designing 
and constructing it themselves. 

Presented to Mr. Cullen at a recent sur- 
prise party, the lamp weighs 18 pounds 
and stands 28 inches high. A sterling 
silver plate attached, bears this inscription: 
“Presented to John T. Cullen, this whistle 
was blown by him at Webster Company 
from 1901—1947 ‘Calling the craft from 
labor to refreshment and from refreshment 
to labor again.’ ” 


Jewelry Division Pledges $20,000 
At Third Annual Luncheon of NCCJ 


The third annual luncheon of the jewelry 
division of the National Conference of 
Christians and Jews was held at the Wal- 
dorf-Astoria Hotel on November 25th. It 
was announced that President Truman had 
accepted the honorary chairmanship and 
Robert P. Patterson, former Secretary of 
War, the general chairmanship of American 
——-_ran Week February 22nd to 29th, 


The vital force that education plays in 
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the world today in eliminating inter-group 
intolerance and misunderstanding was 
stressed by leaders in the educational and 
religious world. 

From the industry’s assessed quota of 
$50,000, more than $20,000 was raised at 
the luncheon. 

The keynote of the program to stamp out 
bigotry and to foster amity, justice and 
understanding among inter-religious and 
racial groups was sounded by Dr. George 
N. Shuster, president of Hunter College; 
Rabbi Charles E. Shulman, pastor of 
Riverdale Temple at Riverdale, New York; 
and Dr. Henry Noble MacCracken, Gen- 
eral Secretary for Administration of the 
National Conference of Christians and Jews 
and president emeritus of Vassar College. 





W. Waters Schwab, president of J. R. 
Wood and Sons, is chairman of the Jewelry 
Division and acted as toastmaster. Gustaw 
H. Neimeyer, of Handy and Harman, Col. 
Harry Henschel of Bulova Watch Co., and 
William B. Ogush are co-chairmen. 

At the speakers’ table were: M. Fred 
Cartoun of Longine’s-Wittnauer Watch Co.; 
Henry L. and Victor A. Lambert of Lam- 
bert Brothers; Benjamin Lazrus, president 
of Benrus Watch Co.; Andrew Laredu, 
president of International Jewelry Work- 
ers’ Local No. 1; Aaron Sverdlik of 
Robinson and Sverdlik; Milton Weill of 
Arrow Mfg. Co.; Hyman Palatnik, secre- 
tary-treasurer of International Jewelry 
Workers Union; and Samuel E. Bernstein, 
president of the National Silver Co. 





The distinctive Soret Rose ina heart 
brooch, 14 karat gold 


Heart locket, set with 
diamond, precious stones 
plain or engraved 3 sizes 


Three of hearts brooch 
in round or square tubing 


14 karat gold match 
ing earrings in round 
or square tubing 


- Heart & Flower 
Brooch 


Bracelet 


Cultured pearl! heart brooch 


SOMERS - ERNST CO., INC. 


MANUFACTURERS OF 14 AND 10 KARAT GOLD JEWELRY SINCE 1902 
O. J. SOMERS CO. * DIAMOND IMPORTERS © 42 WEST 48th STREET, N. Y. 18 
BRACELETS «© MEN'S JEWELRY « EARRINGS + PENDANTS * BROOCHES « LOCKETS « RINGS 
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Gem Appreciation Classes 


Will Be Conducted By GIA 


Under sponsorship of the American Na- 
tional Retail Jewelers Association, the 
Gemological Institute of America will offer 
between the dates of February 1 and July 
1 a series of Gem Appreciation classes 
throughout the East and Middle West in 
cooperation with state retail jewelers asso- 
ciations. These classes, presented as com- 
bination lectures and demonstrations, will 
be held as six evening lectures covering 
a two week period in larger cities or in 
two or three days of intensive study in 
conjunction with conventions of various 
state associations, and are designed to 





give a practical talking knowledge of gem- 
stones to assist in the building of sales. 

Los Angeles and Chicago were used as 
proving grounds of the practicability of 
such classes last fall, and later a similar 
series was presented in Portland and 
Seattle under the auspices of the Oregon 
and Washington Retail Jewelers Associa- 
tions. 


In cooperation with the ANRJA, the 
Gemological Institute is now working on 
an itinerary which will enable it to bring 
the classes to as many sections of the East 
and Midwest as possible in the allotted 
period of time, with consideration to be 
given all requests from city or state asso- 
ciations. Those interested in having the 
course presented in their cities or sections 






































PLATFORMS 


Tailored to Your Own 
Window Display Requirements 
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Designed for Maximum Window Display 


Each window platform is custom made with any number of tiers, 
dividers, covered turntables with Lucite stands, separate display 
niches and other features to fit your special requirements. All 
crafting is done in our own exacting workshops. Wide color selec- 
tions of finest velvets and choice silk bengalines. Extra set of lift- 
out pads and floorboards permits seasonal color changes and recov- 
ery of soiled set. Send in your specifications and window dimen- 
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of the country should contact either their 
state or city association or the ANRJA in 
New York or the GIA in Los Angeles 

No attempt is made in this brief ciel 
to teach the science of gemology. Rather 
it is slanted toward giving the retail sales. 
person a better general understanding and 
appreciation of gemstones which, it js be. 
lieved, will result in increased jewelry 
sales. Practical sales aids are given by 
pointing out how the knowledge gained 
from the lectures can be used to that end 
Through the projection of sketches, 
diagrams, and color plates to illustrate al] 
important phases of the course, the lectures 
are approximately 25 per cent visual. 

In addition to discussions of the origin 
properties and appeal of gemstones, a 
evening is devoted to the mining, cutting, 
and grading of diamonds. In another ses. 
sion an explanation is given of how the 
trained gemologist identifies gemstones, 
and instruments used in such procedures 
are demonstrated. Subject matter in the 
six-evening lecture course, or in the two 
or three-day session held in conjunction 
with state conventions, will be identical. 
The classes will be conducted under the 
direction of Ward Cook, a GIA graduate, 
who has been specially trained for this 
work. 

There are no requirements as to eligibil- 
ity and anyone in or out of the jewelry 
trade may enroll. However, a minimum 
enrollment of 15 students is required for 
the two day classes held during conventions, 
and 25 for the two-week course. The cost 
in either series is $23.50 per student and 
reservations can be made through the 
ANRJA in New York, the State RJA, or 
with the GIA in Los Angeles. 


E. W. Meier Opens Jewelry Store 


The E. W. Meier Jewelry Store at 629 
State St., Madison, Wis., formerly known 
as Staub’s Jewelry and Gift Shop and 
later as Talbert’s, was formally opened 
on November 25. 

Meier carries a complete new line of 
jewelry and gift items. He was associated 
with A. C. Possin, Milwaukee wholesale 


jewelers, before going to Madison. 


Search Canadian Tourists at Border 
For Diamonds, Other Precious Stones 


Canadian authorities at United States 
border points are on the look-out for Ca- 
nadians who try to take diamonds or other 
precious stones across the line for sale in 
the United States to supplement their $150 
tourist allowance under the new regula- 
tions. 

While Canadians might technically take 
across diamond rings and the like as per- 
sonal effects, a Foreign Exchange Control 
Board spokesman explained, if these arti- 
cles are sold there is an obligation to bring 
the funds obtained back to Canada. Other- 
wise heavy penalties are involved. 

At the same time it was pointed out that 
while diamonds entered Canada free until 
the recent ban, there is a heavy duty on 
diamonds entering the United States, and 
persons trying to take them into that coun- 
try for sale are likely to run afoul of 
American Customs officials. 
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ANRJA Distributes Corrected List 
Of Current Committee Chairmen 


A corrected list of members of the 
American National Retail Jewelers Asso- 
ciation who have accepted President 
Maurice Adelsheim’s appointments to serve 
as Committee Chairmen for the present 
association year was recently distributed. 
Committee Chairmen and the commit- 
tees they head are as follows: . Clarence 
S. Moses, Cleveland, O., Auction Ordi- 
nance; Henry W. Rank, Milwaukee, 
Wisc., Cooperative Advertising ; Louis 
Haimann, Morristown, N. J., F air Trade; 
Myron Everts, Dallas, Texas, Finance; H. 
A. Goldberg, Portsmouth, Va., Installment 
Selling; Erwin R. Fuchs, Milwaukee, 
Wisc., Insurance; Walter R. Thomas, At- 
lanta, Ga., Intra-Trade Relations; C. I. 
Josephson, Jr., Moline, Ill., Legislative; 
W. J. Breckenridge, Hastings, Nebr., 
Membership; Oscar Kind, Jr., Philadelphia, 
Pa., Merchandising; H. Victor Paul, New- 
ark, N. J., Silver; Wilson A. Streeter, 
Philadelphia, Pa., Tax; Phineas Peters, 
Brooklyn, N. Y., Trade Diversion; Sidney 
L. Stevens, Salem, Ore., Trade Marks & 
Qualities, and Robert J. Slagle, Houston, 
Texas, Watch. 


MFRS. NOTE GOOD BUSINESS 
(From page 299) 


One effect of the import curbs has been 
more jewelry for American retailers and 
less disappointment among Americans 
who had decided to give jewelry for 
Christmas gifts. Much of the jewelry be- 
ing made for Mexico was channeled into 
the domestic outlets early in the Fall. The 
same thing occurred when the Canadian 
ban suddenly descended a bare two weeks 
before the deadline for Christmas ship- 
ping. 

Manufacturers believe that they have not 
fully developed the domestic market. They 
express the opinion that much more 
jewelry can be sold on the home grounds 
and that the return of trade with foreign 
countries when the dollar shortage is out- 
lived will set the stage for healthy expan- 
sion for the future. 

It is generally believed that the slack 
left by the closing of foreign markets can 
be taken up with concentrated emphasis 
on the American market. 

As a result, the industry is looking for- 
ward to 1948 with optimism. True, there 
are a few pessimists about. They look for 
a repetition of this past Spring’s doldrums, 
but manufacturers who have been spending 
some time honestly appraising conditions 
and trends see good business ahead for 
this Spring. 

The weatherman has been saying a lot 
about a long Winter and a short Spring. 
The jewelry-making weatherman sees it a 
little differently. He is predicting a long, 
good Spring business. 

He bolsters his opinion with the fact 
that the jobbers and wholesalers are not 
all cluttered up this year with outmoded 
and unwanted merchandise. Their shelves 
are clean. The same goes for the retailer. 
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He has had an exceptionally good Christ- 
mas buying season. His shelves are ready 
for replenishing. 

And the manufacturer is ready to re- 
plenish the supplies of them all. He has 
been busy making jewelry for the °47 
Christmas season, but the same time has 
been very active on sample Spring lines. 
The result is an array of jewelry items that 
have really captivated the buyers. 

Orders are pouring into the jewelry 
plants in the Rhode Island area. A sur- 
vey shows that employment is going to 
hold quite steady. There have been some 
trimming of personnel here and there since 
the Christmas rush ended about the middle 
of December. Some of the people laid off 
realized that they were working for the 
seasonal boom and were not surprised to 
be let go. Other plants are trimming in 
anticipation of a drop in business and 





are hoping that they will have to re-hire 
again as they did last Summer. 

All in all, the Spring lines are spelling 
good business for little Rhody and nearby 
Massachusetts. Manufacturers who have 
just returned from business trips and from 
meetings with their sales representatives 
say that there is no need for houses with 
name merchandise to do any worrying. 
The national advertising campaigns are 
about ready to pay out in real, live, tan- 
gible business. 

They have a word of sympathy for those 
who have not been advertising and estab- 
lishing trade-name consciousness. Their 
advice to them is to get themselves known 
as soon as possible and to make it the 
rule of their lives to put the best of their 
ability into design, plant efficiency and cost 
reduction so that gift buyers will not be 
able to pass the jewelry counters by. 
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This Holiday $ 


More ZIPPO W 


Than Ever 
Before--- 


eason Dealers Sold 
indproof Lighters 


A ZIPPO once sold 
stays sold — it will give per- 
fect satisfaction because it works. 
And if by chance, a ZIPPO needs 
repair—no matter how long ago you sold it—we’ll 
fix it absolutely free of charge—no service fees, not 


even postage or wrapping charges—no dealer or his 


customer ever paid a cent to repair a ZIPPO. 
—And you'll be pleased that the job is done thor- 
oughly and rapidly and we mean rapidly. 
We want you always to be pleased to sell ZIPPO 
LIGHTERS— just as pleased as are the customers. 
So always feel that ZIPPO backs you up. 


ZIPPO MFG. CO. 


Dept. X, Bradford. Pa. 


P.S. Start them off 
right — sell ZIPPO 
Flints and Fluid — 
they‘If come back 
for more. 
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Honor Isidor Lassner at Dinners; sented to Mr. Lassner on behalf of those ganization. Following this, a birthday cake 


Celebrates 55th Year in Industry present by Lawrence H. Sanders, his | was brought in to the usual accompaniment 
brother-in-law. of everyone singing “Happy Birthday T 
On the occasion of his 70th birthday After the dinner which was served in You.” Mr. Lassner concluded is : 
and his 55th year in the stone industry, the usual Waldorf manner, the guests were ceedings with a short talk on how Ree 
a dinner was tendered Isidor Lassner of entertained by several artists thoughtfully successful in business and still have frie d 
Lassner and Lassner, importers of pearls, provided for by the committee. His address was followed by a floor shiie 
precious and semi-precious stones, 10 West On December 1, 1947, the Jewelers Isidor Lassner was founder and first 
47th St., New York, on November 25, 1947, Square Club gave its first birthday party president of the American Stone [p. 
in the Jansen Suite of the Waldorf-Astoria in honor of Mr. Lassner on the occasion porters Association, then known as the 
Hotel by the American Stone Importers of his birthday at Schwartz’s Restaurant, 
Association and other friends in the in- 183 Broadway, New York. 





dustry. After the dinner, which was preceded 
Fifty-five men were present in addition by cocktails, Jimmy Theise once again 
to the guest of honor. The chairman of took over as toastmaster and introduced ISIDOR LASSNER 
the dinner was Leo Nathan, assisted by Mr. Lassner’s two sons who delivered brief 
Sol Gordon and Harry Smolin. Toast- talks. After their short speeches, Bill 
master of the evening was Jimmy Theise. Stern, president of the club, presented Mr. 
A platinum Hamilton wrist watch was pre- Lassner with gifts on behalf of the or- 








Precious Stone Dealers Association. Later, 
after serving as its secretary for seven 
years, he retired to be succeeded by his 
son Lloyd with whom he is now associated 
in business. Mr. Lassner was first treasurer 
and later president of the Jewelers Square 
Club. He has been a worker for the 
Jewish Federation of Charities since its in- 
ception as well as for the United Jewish 
Appeal, Red Cross, Greater New York 
Fund and the various war charities. 








Watchmakers of Washington State 
Form Licensing Act Committee 
Watchmakers of the State of Washing- 


ton, aware of the advantages of watch- 


: maker licensing, are anxious to put through 
NO OTHER CALIPER : a licensing law for watchmakers in their 
8 state, at the next Legislatuve session, Jan- 


a uary, 1949. To accomplish this end, they 
have formed a Licensing Act Committee to 
determine sentiment among the state’s 


. horologists. 
HAS THIS ORIGINAL JEVIN FEATURE! "To date, results of a poll indicate an 


overwhelming majority in favor of the 








“THE UNIVERSAL INDEX,” featured only in the LEVIN Balance legislation. 

Truing Caliper, is the secret of its efficiency, say thousands of 

current users. | : October Retail Sales Down 9%, 

You will be amazed at the ease with which the index finger is Sales of independent jewelry stores 
adjusted to any size balance—at the exact point most convenient were nine per cent lower in October, 1947, 


than during the same month of 1946, ac- 
cording to data compiled by the Bureau 
of the Census, Department of Commerce. 

Retail jewelry store sales for the first 


for use. The thinner end of the Caliper, with the smaller pivot 
holes, accommodates the small bracelet balances; the other end 
holds the larger size balances. The index arm can be easily trans- 


ene NE Se eT ten months of 1947, in comparison with 
Index parts, made of finest tool steel... fully provided with fric- the first ten months of 1946, showed a de- 
tion adjustments in all directions. Hardened, polished pivot bear- crease of 12 per cent. 


ings, nickel silver frame... You will find this UNIVERSAL INDEX September, 1947, jewelry store sales, in 
comparison with the same month of 1946, 


an indispensable feature, once you have used the LEVIN Caliper. ie 

Se a ey a ae are shown for five cities as follows: Los 
Angeles decreased 17 per cent; St. Louis 

18 per cent; Portland 25 per cent Seattle 

13 per cent, and Chicago showed an in- 

crease of eight per cent. 





Directors of the Gruen Watch Co. on 
December 9 at Cincinnati, announced the 
declaration of the firm’s quarterly dividend 
of 35 cents a share on the common stock, 
payable January 1 to holders of rec- 
ord December 15. 









MANUFACTURERS OF WATCHMAKERS 
TOOLS SINCE 192C 
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Rogers & Co., Jewelers 
Observe 25th Anniversary 


of the leading figures in the na- 
nd watch industry attended 
a dinner at the Van Cleve hotel in Dayton, 
Q.. on November 20th to celebrate the 25th 
anniversary of Rogers & Co., jewelers of 33 
South Main St., Dayton. | . 
‘ Sam H. Thal, president of the firm and 
prominent Dayton civic and _ business 
leader, was host to the dinner tendered by 
130 employees, friends, business associates 
and relatives. 

Among out-of-towners present at the event 
A. L. Zeitung, vice president, Inter- 


Some ' 


tion’s J ewelry a 


were: 


on its 126th anniversary as a voluntary 
agency, Chester Rohrlich, president, an- 
nounced. 

More than 1,600 boys and girls from 
homes temporarily broken by death, illness 
or separation of their parents are cur- 
rently under care of the association in 
foster homes and in two institutions. 

The agency provides care for children 
from earliest infancy to 21 years of age, 
and the length of stay may vary from a 
few months to a number of years. During 
the past 125 years, the Jewish Child Care 
Association has served approximately 50,000 
children. 

The Jewish Child Care Association is 
one of 116 participating agencies in the 


NEW AND MODERN 





The store front of Wade the Jeweler, now 
located at 1937 Mariposa St., Fresno, Calif., 
presents this modern appearance. 


Taste- 





national Silver Co., Meriden, Conn.; S. Ralph oP poring , — 

Lazrus, president, Benrus Watch Co., New Sains $ f J a ” Shieh oo , ful, well-planned and often-changed win- 

York; Col. and Mrs. Harry Henshel, vice Ne wr S Manthropies 0 dows keeps passerby interest in jewelry at 
New York. 


president, Bulova Watch Co., New York 
and Mr. and Mrs. Abe Braude, Gruen 
Watch Co., Cincinnati. 

Mr. and Mrs. Morton Sagorsky, I. 
Sagorsky & Son, Philadelphia; Al Wallen- 
stein, president, Wallenstein-Mayer Co., 
Cincinnati; Howard Schaeffer, vice presi- 
dent, Elgin National Watch Co., Elgin, III., 
and Paul Seibel, national sales manager, 
Hamilton Watch Co. 

Morton Devertz, New York diamond 
merchant; —Tom O’Donnell, district sales 
manager, Elgin National Watch Co.; Mr. 
and Mrs. Harry Kohane, district repre- 
sentative, Benrus Watch Co.; Mr. and Mrs. 
Barney Blickman, of Barney’s Jewelers, 
Indianapolis, and Adolph Blickman, presi- 
dent of Rogers in Indianapolis. 

With Mr. and Mrs. Thal for the occasion 
were their son-in-law and daughter, Mr. and 
Mrs. Edwin K. Levi. Levi is vice president 
and general manager of Rogers & Co. 


S 


—/e 








Pictured above are a few of the many 
prominent officials of the nation's jewelry 
industry who were on hand in Dayton, O.., 
on November 20, 1947, to congratulate Sam 
H. Thal, president of Rogers & Co., on the 
25th anniversary of the founding of his 
firm. Shown greeting Mr. Thal at a dinner 
tendered him were the following: Col. Harry 
D. Henshel, vice president, Bulova Watch 
Co., New York; A. L. Zeitung, vice president, 
International Silver Co., Meriden, Conn.;: 
Mr. Thal, S. Ralph Lazrus, president, Benrus 
Watch Co., New York, and Howard Schaef- 
fer, vice president, Elgin National Watch 
Co., Elgin, Ill. 


Lazrus Elected Associate Treasurer 


Of Jewish Child Care Ass'n of N. Y. 

Oscar M. Lazrus, of Benrus Watch Co., 
was elected Associate Treasurer of the 
Jewish Child Care Association of New 
York and will start his term of office in 1948, 
the year which will launch the Association 
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California Guild of AGS Celebrates Anniversary 





The smiling faces on the group pictured above indisputably proves the fact that members 
and guests of the Southern California Guild of the American Gem Society enjoyed them. 
selves at the Guild's second anniversary party held on November 18 in Los Angeles, 


The Southern California Guild of the 
American Gem Society celebrated its two 
year existence November 18 with an anni- 
versary party attended by 60 members and 
guests at the Chapman Park Hotel in Los 
Angeles. 

During the business meeting, following 
dinner, John D. Losee, Registered Jeweler 
of Whittier, Calif., was elected to head the 
activities of the Guild as president for the 
coming year. Others named as officers for 
1948 are William Theis, Lynwood, vice- 


where he was with the U. S. Geological 
Survey doing mineralogy, geology, and 
topography and strategic minerals. While 
in Brazil he opened several gem mines, in. 
cluding the newly-discovered brazilianite 
deposits. 


When he returned to California after eight 
years in South America he brought with 
him a large stock of cut stones for the 
jewelry trade, and rare gems and minerals 
for museums and collectors. Many of his 
more unusual specimens were on display at 


president; Don Wight, R. J., Ontario, the Guild meeting. 
treasurer; Wesley Savage, R. J., Santa Bar- 
bara, asst. treas.; Dorothy M. Jasper, secre- 
tary; and Alfred Woodill, asst. secretary. 


Rene Vauges and Charles Parkhurst were REPAIRS ans PLATING 


appointed official greeters. 
Principal speaker of the evening was yey GOLD ane 

Edward R. Swoboda, Los Angeles, who SILVER 

gave a fascinating illustrated account of 

his experiences in the interior of Brazil 
























cradled in the 
EARTH... 
fashioned by 
MAN... 


29 Years of Continuous 
Service to the Trade 





Palestine Finance Order Extends 






. from 
imported by Payment Periods for Diamonds Coast 
STERN! According to a recent issue of Foreign to 
Commerce Weekly, the Palestine Gazette 
of September 2nd carried a story announc- 4 Coast 
ing an extension of the periods stipulated ( Before) 
by law for the payment for diamond exports. ( After ) 


Gems, of course! Dia- 


A maximum period of four months after 
monds and colored the date of export will be allowed for pay- Highest 
stones in all shapes ment of 60 per cent of the value and six Quality 


months for payment of the remainder. 
This new financial regulation, which re- “ B 
vokes the Defense Order of 1943 governing os 


the regulation of payments on diamond ex- ——- 
ports, was issued because it was found that HOLLOW WARE—FLATWARE 
consignments of diamonds exported from REPAIRED EQUAL TO NEW 
Palestine were not always taken up by the NEW PARTS SUPPLIED 
consignees within the five-month period 

ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 


Workmanship 











stipuated in the 1943 order. The pro- 
visions of the new order do not apply to 

diamonds exported as personal effects. 

Total exports of cut and polished dia- Special Order Work 

monds in 1946 totaled 116,588 carats with 

a declared value of P£5,502,878, of which WILLIAM HERTEL & C0., INC. 

98.230 carats valued at P£4,628,219 or 84 Mastercraftsmen—Sliversmiths 

per cent of the total value, were exported 17 West 45th St. New York 19, N. Y. 
: to the United States. (The Palestinian Est. since 1918 
a pound is equivalent to $4.03, U. S. cur- AT THE SAME ADDRESS 
a rency.) 


IMPORTERS 
17-23 John Street N.Y. 7, N.Y. 
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ufer recently announced the 
roe gs Ronell, Inc., 660 Fifth Ave., 
: York, and the formation on December 
aa of a new corporation, Sidney 
- Inc., of which he is president 


& Co., 
=) cae, His brother, Saul Kaufer, 
‘f 108 North State St., Chicago, IIl., will 


be associated with the new firm as vice 
president, and also act as salesman. 

4 La France Jewelry Shop, 64 Fulton St., 
New York, recently announced that Sol B. 
Walker will no longer be connected with 
the firm after January Ist, 1948. 

q Tenen Brothers, manufacturing jewelers 
of gold, platinum, and diamond mountings 
located in downtown New York for the 
past 30 years, moved to their new quarters 
at 36 W. 47th St., New York, on January 
1, 1948. In their new location the firm 
occupies 3,000 square feet of floor space, 
three times as much as formerly occupied. 
Isidore Tenen is treasurer of the Associate 


Jewelers, Inc. 

4 An unusually large group of members 
and guests attended the final meeting of 
the Fall season of the New York Guild 
of the American Gem Society held on 
November 18th at J. R. Wood & Sons’ 
ofices, 216 East 45th St., New York. Dr. 
Ralph J. Holmes, instructor, of Columbia 
University, gave an exhaustive talk on opal, 
showing numerous specimens to illustrate 
the varieties found in different parts of 
the world. A pair of synthetic rutile stones 
were also brought in and discussed as to 
their properties and future. 


qA certificate of partnership has been 
filed in the county clerk’s office for Kas- 
per’s Jewelry, 1172 Walden Ave., Buffalo, 
N. Y. Partners are Anthony Kasprzyk and 
John Kasprzyk. 


q A business name has been filed in the 
county clerk’s office for the Lenann Budget 
Jewelry Co., Buffalo, N. Y., by Alvin M. 
Kantor. 


(Members of the Metropolitan Retail 
Jewelers Association held a meeting and 
election of officers at the Commodore Ho- 
tel in New York on November 20th. E. 
M. Belman was re-elected president, Mor- 
ris Wexler was re-named Ist vice presi- 
dent; J. M. Weismann re-named 2nd vice- 
president. Also re-elected were Henry As- 
tor, treasurer; Samuel Horowitz, general 
secretary, and Israel Pearl, sergeant-at- 
arms. Henry Astor was also re-elected 
chairman of the board of directors, with 
Hyman Goldschmidt serving as vice-chair- 
man. Other members of the board of di- 
rectors are Max Aszkenas, Harry Kramer, 
Sidney Pitkin, Harris Sacks, Harry Was- 
serman, and Henry Fischer. 


Highlight of the meeting was a resolu- 
lion passed by the association condemning 
the business of tie-in sales forced on re- 
tailers by certain manufacturers, jobbers 
and wholesalers. The consensus of the 
members at the meeting was to cease buy- 
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ing such merchandise until a fair and 
equitable deal will be offered. President 
Belman was presented with a 14 karat gold 
wrist watch in appreciation of his fine 
leadership. 

q Arthur J. Block, prominent Buffalo jew- 
eler, has been reappointed as a member 
of the Buffalo City Planning Commission. 
q Van Cott’s Jewelers, 60 Court St., Bing- 
hamton, N. Y., will move across the street 
next Spring. Kenneth Van Cott, proprie- 
tor, has leased the ground floor at 39 Court 
St. and the new location will provide 25 
per cent more space. Front of the building 
will be modernized with a combination 
stone and glass exterior. 





Debate on Watchmaker Licensing 
Main Feature of Jewelers Meeting 


All officers of the Executive Board of the 
Retail Jewelers Associations of Greater 
New York were re-elected at the business 
meeting of that organization held at the 
Commodore Hotel on the afternoon of Sun- 
day, November 23. They are: Phineas 
Peters, Brooklyn, Chairman; Harry Gross 
of the Bronx, E. M. Belman of Manhattan, 
and B. H. Schwartz, of Queens, vice-chair- 
men; Samuel Jacobson, Advisory Chair- 
man; Samuel Horewitz, Executive Secre- 
tary; Harry Brown, Honorary Secretary; 
and A. Siegel, Sergeant-at-Arms. 

The meeting was featured by a debate 
between Robert G. Taylor, President of the 
New York State Watchmakers Association, 
and William Wagner, Executive Secretary 
of the Associated Credit Jewelers of New 
York and New Jersey, on the subject “Shall 
Watchmakers Be Licensed?” with Mr. Tay- 
lor upholding the affirmative and Mr. Wag- 
ner the negative. 

The proposal to examine and register 
watchmakers, said Mr. Taylor, is in the 
interest of the retail jeweler because it’s the 
jeweler who gets the blame for incompe- 
tent work, and the examination and li- 
censing of watchmakers will help to insure 
the jeweler of getting more competent men. 
He emphasized that no jeweler’s business 
would be injured by the bill as is some- 
times supposed, but that, on the contrary, 
both the jeweler and the public would be 
protected against shoddy workmanship. 

These statements were disputed by Mr. 
Wagner who insisted that the proposal 
would give control of the watch repair busi- 
ness to the workman at the bench and that 
it would tend to create a monopolistic set- 
up since the right to license includes the 
right to refuse to license. 

The present watch repair situation is not 
as bad as it is often painted, Mr. Wagner 
continued, and stated that in his opinion 
the fundamental idea of licensing is un- 
desirable and should be resorted to only 
when the public health or safety is in- 
volved. Neither of these, he said, enters 
into the question of watch repairs. 

A lively question and answer period 
closed the discussion. 
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New Jersey Jewelers Meet, Elect Officers: 
Haimann is Again Chosen for the Presidency 





Despite his pleas of inability to give to 
the association job the time and attention 
which the office requires, Louis Haimann, 
Morristown, N. J., was again “drafted” and 
unanimously re-elected as president of the 
New Jersey RJA. At a business conference 
of that organization held on Sunday, Nov. 
23 at the Essex House, Newark, N. J., mem- 
bers were willing to change the by-laws of 
the organization in order to have Mr. 
Haimann continue as president. Present 
by-laws have been drawn up so that no 
president can hold office for more than two 
successive years. 

After repeatedly asking members to nom- 
inate someone else for the office, Mr. 
Haimann called upon Bertrand A. Weber, 
of Ridgewood, to explain to the members 
his reasons for declining the nomination. 
However, Mr. Weber was probably in ac- 
cord with the members’ sentiments and 
asked Mr. Haimann to continue until the 
next convention. In the meantime, associa- 
tion members will be asked to vote on re- 
pealing the by-law which limits the presi- 
dent to a two-year term. 

President Haimann finally consented to 
remain in office until the next annual con- 
vention which is tentatively scheduled for 
May when another election will be held. 
Also re-elected were Joseph Imbelloni, 
West New York, who continues as vice- 
president; Henry C. Gelula, Atlantic City, 
secretary, and Ralph M. Fava, Paterson, 
treasurer. 

The meeting began with a business ses- 
sion at 2 p.m., which was opened by the 
annual report of the president. Mr. Haimann 
told of the activities which had been pur- 
sued by the organization since their last 
convention in May, 1947. Speaking on 
watchmaker licensing for New Jersey, Mr. 
Haimann said: “We have been very much 
interested in securing a watchmakers’ li- 
censing law for New Jersey, but personally 
I think that a® present it could not be very 
effective. The damage is done—the state is 
now filled with repair men who would never 
have been able to set themselves up had 
this proposed law been in existence. There- 
fore, we have to stand by and view with 
amazement while many good, honest watches 
sold by well-known, established, reputable 
jewelers are permanently ruined by un- 
scrupulous so-called watch ‘repairers’.” 

In concluding, Mr. Haimann expressed 


his sincere appreciation for the privilege of 
serving as president of the New Jersey RJA 
for the past two years (not then realizing 
that he would later be re-elected). “T have 
tried, and believe me, tried very hard to 
unite many of the retailers to join with us, 
make our work easier and support us mor. 
ally and financially,” President Haimann 
said, “but find the reaction like an accor. 
dion—we get them in and then deflate and 
lose them. Somehow they are thoughtless 
people, who are all for themselves, and 
those that are carrying the brunt unhesi- 
tatingly can truly say that they are cer. 
tainly a lot of free riders.” 

After Secretary Gelula and Treasurer 
Fava read their reports, the featured 
speaker of the afternoon, Homer E. Scace, 
Assistant to the Director of Research De. 
partment, Department of Public Affairs, 
New Jersey Chamber of Commerce, was 
introduced. For the past few years, he 
stated, the state of New Jersey has been 
operating at a huge deficit. Several tax pro- 
posals and studies have been made to raise 
the additional revenue needed. After re- 
vealing some interesting facts on proposed 
state tax legislation, Mr. Scace explained in 
detail how some proposals that were sub- 
mitted were later discarded as impractical 
or discriminatory and others were substi- 
tuted in their place. Keen interest in his 
talk was evidenced by the members who 
listened attentively, fully realizing that their 
trade is already hampered by the burden- 
some excise tax and hoping that other addi- 
tional state revenues would not be imposed 
upon them. 

In resolutions adopted at the close of the 
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business session, the New Jersey Retail 
ssociation : 
er — emphatically that manufac- 
turers, wholesalers, and trade press quote 
only keystone or suggested prices in their 
printed matter because the practice of quot- 
ing net cost prices in mailing pieces, cata- 
Jogues, and in the trade press, makes the 
matter less — and often injurious to 
il jeweler; 

eames’ $100 from the funds of the 
association as a donation to the Charles J. 
Michaels Memorial Fund. An additional 
$100 was donated to the Jewelry Industry 
Council and members were urged to sup- 
port the Jewelers Vigilance Committee; 

Authorized Secretary Gelula to write to 
all manufacturers whose products members 
handle to officially find out if they now 
have or are contemplating having their 
product Fair Traded in New Jersey and 
to have the findings published in the Jersey 
Jewelers Journal, and, 

Resolved to continue publishing the Jer- 
sey Jewelers Journal and empowered the 
executive committee to consider the method 
of distribution and finances. 

At the annual banquet in the evening, 
members and their guests danced between 
courses until the close of the dinner. Guest 
speaker at the banquet was Mrs. Luella 
Koons, of Atlantic City, who had returned 
two weeks earlier from a European trip. In 
her travels she visited England, the Ameri- 
can zone in Germany, Switzerland, Italy 
and France. Her talk dealt mainly with 
current living conditions in those countries, 
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stressing the food shortage in particular, 
damage inflicted by the war, and efforts 
that are being made to revive industry. 
Mrs. Koons’ address was very well received 
because many members and guests that 
were present still have relatives or friends 
living in those countries. 

The evening was climaxed when Ber- 
trand A. Weber, in behalf of the members, 
presented President Haimann with a pen 
and pencil set in appreciation of his untir- 
ing efforts in association work. Also, Mr. 
Haimann’s mother was presented with a 
beautiful bouquet of red roses. 


Purdom Plans Watch-Rating Classes; 
To Be Conducted in Oklahoma City 


Four-day classes in watch-rating have 
been planned by Charles Purdom, veteran 
watchmaker, at the Fidelity National Bank 
Building at Oklahoma City, Okla. The 
classes will be divided into three groups. 
One for students and apprentices, another 
for expert watchmakers, and the third for 
Horological School instructors. 

Instruction will cover the cause of errors 
in watch-rate and the most efficient means 
of correction. So thorough is the plan of 
study that watch-rating to three, five and 
eight positions will be included in certain 
classes. In all cases the WatchMaster will 
be used to check the effects of adjustments 
on watches. Chart records will be analyzed 
for the speedy detection of mechanical 
faults in the watch. 

The purpose is to assist all watchmakers 
to become so expert in watch-rating, that 
the investment of their time at these classes 
will be quickly repaid in faster, better, and 
more economical work. The natural result 
should be more customers, fewer call-backs, 
and consequently greater profits, when their 
advance knowledge is applied at the bench. 

There will be no charge for instruction 
but loupes, tweezers and similar tools, as 
well as several watches, should be brought 
to the classes. Enrollment should be made 
one week in advance and if hotel reserva- 
tions are required, this fact: should be 
stipulated. 

It is expected that this opportunity will 


be grasped by many watchmakers and stu- 


dents in all parts of the country. It is not 
necessary to be a WatchMaster owner to 
attend. The class schedule which covers 
six hours each day are scheduled as fol- 
lows: For horological school instructors— 
January 7, 8, 9 and 10, and February 7, 8, 
9 and 10. For students and apprentices— 
January 14, 15, 16 and 17 and February 
14, 15, 16 and 17. For advanced watchmak- 
ers—January 28, 29, 30 and 31 and Febru- 
ary 28, 29, March 1] and 2. 

Applications should be addressed to: 
Charles Purdom, WatchMaster Watch- 
makers Institute, Fidelity National Bank 
Building,- Oklahoma City, Okla. 


Appointed to State Licensing Board 


Clyde J. Cauwenburgh of Green Bay, 
Wisc., has been appointed to the State 
Board of Examiners in watchmaking in 
Wisconsin by acting Governor Oscar Ren- 
nebohm. He succeeds R. L. Avery who 
resigned and will serve the remainder of 
Avery’s term which ends May 15, 1948. 
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| Weisburger, Hirtz, and Traubner 


Open Diamond Importing Concern 


A new diamond importing and cutting 
concern, Weisburger, Hirtz and Traubner, 
formally opened offices at 542 Fifth Ave., 
New York on January l. 

Mr. Weisburger, who for the past 20 
years has been European buyer for Arn- 


HERBERT 
WEISBURGER 


stein Brothers, is president of the com- 
pany. He will continue his European buy- 
ing and cutting operations for the new 
firm. 

Martin Hirtz, who covered the eastern 
territory for Arnstein Brothers for 11 years, 
is now serving his friends throughout the 
country. Edward Traubner is covering 
the metropolitan area where he has spent 
15 years serving jewelers. 





Taus School of Watchmaking 
Holds Commencement Exercises 


Commencement exercises of the first 
class to be graduated from the Taus School 
of Watchmaking, 35 West 64th St., New 
York, were held on Sunday evening, De- 
cember 14, at the Hotel Empire, in that 
city. 

Sixty-five men who had _ satisfactorily 
completed their courses of study were 
presented with diplomas by Dean Teddy 
Taus. Other speakers included Philip 
Strauss as toastmaster, Dr. Ross of the 
New York State Board of Education, and 
Fred V. Cole, Editor of JEWELERS’ Cir- 
CULAR-KEYSTONE. 

The ceremonies were preceded by a 
dinner tendered by Mr. Taus to the 
graduates and a number of prominent 
guests from the horological world. 





U. S. Circuit Court of Appeals 
Upholds Meyer Gordon Conviction 


The conviction of Meyer Gordon of 
Chicago, who was fined $20,000 and sen- 
tenced to 20 years in Federal Penitentiary 
by the Detroit Federal District Court in 
May, 1946, has been upheld by the U. S. 
Circuit Court of Appeals in Cincinnati. 

Gordon appealed immediately after the 
original trial, and has been out on bail 
pending the outcome, but now that the 
conviction has been upheld by the higher 
court, he will have to start serving his 
sentence without further delay. 

Gordon, who was convicted on a charge 
of conspiracy to violate the national stolen 
property act, and five others were accused 
ef robbing a watch company official of 
$10,000 worth of watches in Detroit on 
September 7. 1940, and transporting the 
watches to Chicago. 
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Exhibit of Fine Australian Opal 


: OPALS = 
 AUSTRALIA’S 
OWN UNIQUE GEM... 


Some of the finest opal being mined in 
Australia today is now on exhibit in the 
Australian Display Center, RCA Building 
Concourse, Rockefeller Center, New York 
City. 

The entire history of the opal industry in 
Australia is represented by a comprehen- 
sive collection from the rough material to 
the finished gem. 

The exhibits comprise excellent speci- 
mens of Queensland Boulder opal; the 
famous Lightning Ridge black opal, now 
very rare; Andamooka light “crystal” opal; 
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and the colorful pin-fire light opal from 
Coober Pedy, South Australia, where re- 
cently a rich pocket was found. 


The Andamooka light opal which is of 
exceptionally fine quality is shown both in 
the rough and finished state. The material 
is extremely “clean” and possesses an un- 
usual brilliance. 


With the rarity of black opal, Australian 
craftsmen have developed the opal doublet 
to a high degree of perfection. It has not 
been possible previously to manufacture 
a cabachoned opal doublet, but Australian 
techniques have evolved a method whereby 
a particularly colorful transparent type of 
Andamooka opal is now produced with a 
cabachoned surface. This is unusual to the 
U. S. market. A striking example of opal 
doublets is the set which has been named 
“Crowning Glory,” and is part of the dis- 
play. It comprises two pendant stones and 
an oval ring stone to match, all of mag- 
nificent color and pattern. It is considered 
one of the finest of its type in the world. 

Added interest is given to the exhibition 
of this romantic Australian gem by the 
showing of comparatively rare opalised sea 
shells, and wood and bone fossils the result 
of millions of years of transition from their 
original calcium and organic origin. 

The opal exhibit is shown by courtesy of 
E. Gregory Sherman, Sydney, Australia, 
world renowned authority on opals, who 
recently arrived in the United States. 


Jeweler Celebrates First Anniversary 


Max Voronoff, jeweler and _ watch- 
maker, at 59014 Bloomfield Ave., Bloom- 
field, N. J., recently celebrated the first 
anniversary of the founding of his jewelry 
store. 


Starting his career as a watchmaker at 
the age of 11, Mr. Voronoff served his ap- 
prenticeship under a watchmaker who had 
the distinction of receiving a medal from 
the Czar of Russia for making the Czar 
a gold hand-made watch, smaller than the 
size of a dime, with a Chronometer es- 
capement. Mr. Voronoff was one of the 
very few who helped to make this watch. 
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To the Editor 


— as 
Mr. Babson Replies 


The following letter has been Teceived 
from Roger W. Babson, Chairman of the 
Board of Business Statistics Organization, 
about whose diamond selling activities we 
commented editorially in ‘the November 
1947 issue: 

November 28, 1947. 
Mr. Fred V. Cole, Editor, 
JEWELERS’ CIRCULAR-KEYSTONE, 
100 East 42nd Street, 
New York 17, N. Y. 
Dear Mr. Cole: 

My attention has been called to you 
editorial in the November issue of the 
JEWELERS’ CrRCULAR-KEYSTONE, wherein 
you criticize the method of selling diamonds 
by the Business Statistics Organization, of 
which I am Chairman of the Board. 

For many years our Organization ad. 
vised clients to diversify their holdings go 
as to be prepared for any emergency. Some 
years ago we suggested that they purchase 
and put aside annually a certain proportion 
of their assets in the form of gold to be 
used as “emergency currency” ... This was 
not a “scare appeal,” but was based upon 
sound and conservative judgment. 

When it became illegal to hold gold we 
sought another commodity which could be 
used as “emergency currency.” Diamonds, 
we felt convinced, came nearest to serving 
this purpose and they offered the further 
advantage that even greater value could be 
condensed into smaller bulk. They too had 
a universal value and could) at all times be 
used as “emergency currency” in any part 
of the civilized world. So, after careful 
consideration, we decided to advise our 
clients to buy high quality diamonds in the 
same way as we had formerly advocated the 
purchase of gold and for the same purpose. 

You may now be wondering why we have 
opened our own diamond department. ... 
[It is because] we felt that we could serve 
many who would prefer to know that their 
diamonds came from an organization with 
which they had a friendly association and 
confidence over a long period of years. 

So we arranged to obtain these diamonds 
through an unquestioned and long estab- 
lished concern which assured us a contact 
at the source. Our markup is modest be- 
cause our overhead is low; but our compe 
tition with the established retail jeweler 
cannot be criticized .. . 

We have advised the purchase of dia 
monds—not as jewelry, but for their in- 
trinsic value alone—to be put aside from 
year to year and held, only to be used as 
currency in case of emergency. 

It has come to my attention that some 
retail jewelers have actually complained 
that the selling of diamonds by my organi- 
zation was unfair competition. . . . How 
can a plan, coming from an organization 
whose judgment has been valued for many 
years, which advises people to buy dia 
monds annually and to hold them for theif 
own security, in any way do harm to the 
diamond industry? 

If my clients consider it a good course t0 
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llow, why should not the customers of 
—s retail jewelry store in the country see 
file of the same argument? ; am _ 
convinced that I have opened t he pom 
every jeweler to greatly increase - = 
mond sales and at the same time do is 
customers a good turn. If 1 were a so 
jeweler I think I would place one of BSO’s 
pamphlets on every counter in my store. 

| trust that the above information will set 
at ease any misgivings that you or the 
established retail jewelers may have had 
regarding the sale ol diamonds by the 
Business Statistics Organization for use as 
“emergency currency. 

Very truly yours, 
(sgd) Rocer W. Basson, 
Chairman of the Board. 
RWB/IML 
Editor's Note 

Mr. Babson, in our opinion, has com- 
pletely failed to refute either of the points 
on which we criticized him in the editorial 
to which he refers. 

He says that his recommendation to pur- 
chase diamonds was not a “scare appeal.” 
We don’t know what Mr. Babson’s idea is 
of a scare appeal, but here is what he says 
in his circular urging the purchase of dia- 
monds as “emergency currency”: 

“In an emergency, the great advantage of 
diamonds lies not only in their selling price 
and their universal marketability, but in 
their small size. When fleeing from cities 
which are being bombed you must leave 
your land, furniture, etc. . but fine 
jewelry can be taken in a handbag or 
pockets. Diamonds are so small as to take 












Specially 
Designed 
To Power Any 
JEWELER'S LATHE 


THE precision craftsmanship of the finest 
jewelers’ lathes is matched in the design 
and construction of this new RACINE UNI- 
VERSAL Fractional H.P. Reversible Motor. 
Dynamically balanced, developing 1/12 
H.P. Sturdily housed in crackle-finish case, 
th wide base pedestal. 

Allen-Bradley foot rheostat furnishes speeds 
from zero, gradually increasing to maximum 
speed. Turns up 13,000 R.P.M. without load, 
6000 R.P.M. full load. 


4SK YOUR DEAEER, or write direct for details. 


In Canada: Chas A. Branston, Ltd. 
2508 Yonge $t., Toronto, Ont. 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold St.. J-1. Racine. Wis. 
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almost no space and can be secreted in 
many ways.” 

Get ready to be bombed, says Mr. Babson. 
Be prepared to flee for your life with only 
what you can carry. But please don’t think 
I’m trying to scare you. 

Maybe he can reconcile those two state- 
ments. We can’t. The language of the 
circular clearly shows that the whole 
scheme is an attempt to breed a psychology 
of panic in order to sell goods. 

His remark that if he were a retail jeweler 
he would place Babson’s literature on every 
counter in his store strikes us as being a 
bit naive. His circular states that his 
prices are “substantially under those of 
most other dealers because we are not in- 
volved with heavy overhead.” Does Mr. 
Babson really believe that any retail jeweler 
would be so incredibly stupid as to give 
free advertising in his own store to an 
outfit that claims to undersell that jeweler. 

Please, Mr. Babson—we’re not that 
dumb. 





Mark Chance Bandy, Mineralogist, 
Joins GIA as Director of Research 


Mark Chance Bandy, Ph.D., who re- 
turned to the United States this fall after 
20 years in the Latin American countries, 
has joined the staff of the Gemological In- 
stitute of America in Los Angeles as Direc- 
tor of Research. 

A native of Iowa, Dr. Bandy received 
his bachelor’s degree from Drake Univer- 
sity, along with a fellowship to Columbia 
University, in 1922. At the conclusion of 
four years at Columbia he had earned a 
mining engineer’s degree as well as a mas- 
ter’s degree in geology. Later, in 1935, 
he returned from Chile to attain his doc- 
tor’s degree in mineralogy from Harvard. 

Dr. Bandy, who is considered an out- 





oe MARK C. BANDY 


standing mineralogist, has spent most of 
the working years of his life in Mexico 
and South America. In Mexico he was 
petrographer for the Huasteca Petroleum 
Co.; in Venezuela he had charge of pros- 
pecting the El Pao Iron Deposits for the 
Bethlehem Steel Corporation; in Chile his 
five years were spent as geologist for the 
Chile Exploration Co. and later in collect- 
ing minerals for Harvard University and 
the Smithsonian Institute. The balance of 
his time in South America was spent in 
Bolivia where we was, first, geologist for 
the Patino Mines and Enterprises Con- 
solidated (Inc.) at Llallagua, and later 
manager of the Bolivian Tin and Tungs- 
ten Mines Corporation, a Patino interest 
in Huanuni. He remained with the Patino 
Co. for 11 years until his return to the 
United States to join the GIA. 
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The whole town's buzzing 
about the current values at 
Che House of Tobert. Shipment 
after shipment from England 
and the Continent have been 
arriving at the lowest prices 
in years. The entire fnnse of 
Tohert building is bristling 
with select pieces of antique 
and modern silver, Victorian 
plate, Sheffield reproductions, 
bric-a-brac and other objects 
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Old Sheffield Plate-candelabra en 
suite comprising 4 sticks and pair 
of candelabra. Made by Matthew 
Boulton, Sheffield, England — circa 
1820. 


We are importers for the trade. 
* Antique English Silver 
° Old Sheffield Plate 
¢ Victorian Plate 


¢ Sheffield Reproductions 


Produced in our English 
Factories 


¢ Bric-a-Brac 
¢ China + Glassware 
¢ Objects d'Art 


Symbol of authentic Sheffiald 
reproductions made _ from 
our original antique dies. 


L. TOBERT CO., Inc. 
22 West 55 St., N. Y. C. 


Circle 7-2430-| 
Correspondence Invited 
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Sizes from 1-64 always 
in stock. In half sizes 
from 1-10. None genu- 
ine unless stamped 
JE VIN on face. Stocked 
by all leading material 
dealers. 
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q Members of the Diamond Peacock Club 
held their annual meeting and election of 
officers at the Copley Square Hotel on No- 
vember 28. John McNamara of the E. H. 
Saxton Co., Washington Bldg., was elected 
President to succeed Vincent Chapman of 
the Jewelers Board of Trade, Providence. 
Robert Brennan of Speidel Corp., Provi- 
dence, was moved up from Secretary to the 
post of Vice-President. William L. Selberg 
of the Elgin Watch Co., was named trea- 
surer, and David C. Percival of the D. C. 
Percival Co. was elected Secretary. Direc- 
tors of the Club include the above-named 
officers and Vincent Chapman; Bert Dehlin 
of the Handy & Harman Co., Providence; 
Bernie Smith of Smith & Zaff, Jewelers 
Building; Michael Mahar of Mahar & Eng- 
strom, Jewelers Bldg.; Arthur Wright of 
Wolfsheim & Sachs, Jewelers Bldg.; Robert 
Abbott of the Wood-Abbott Co., Lowell; 
Mathew Brown of Scott Jewelry Co., 
Lowell; and William Murray of the Jewel- 
ers Building. Harold Barry of Barry & 
Epstein was named head of the Dance 
Committee, and plans are under way to 
stage the annual dinner-dance at the Hotel 
Somerset on April 10, 1948. A_ steak- 
lobster dinner, followed by entertainment 
and presentation of a Lord Elgin gold 
watch to retiring President Chapman com- 
pleted the program. 

q Kays Jewelry Stores of New England, in- 
cluding the three in Boston and those in 
Salem, Lynn, Malden, Framingham, Brock- 
ton, and Lawrence, held a dinner-dance at 
the Hotel Kenmore on November 24, with 
entertainment and dance music by Jacques 
Renard’s orchestra. 

q Striking feature of the new store of 
Romm’s, Inc., Brockton, which formally 
opened to the public on November 28, is 


the new front with show windows which run 


through the central dorway and extend in- 
side the store, itself, affording plenty of 
brilliant window display. 

q The New England Guild of the American 
Gem Society omitted the December meet- 
ing, due in part to the Christmas rush, and 
will hold its next meeting on January 28 
at the Harvard Faculty Club. There will 
be a guest speaker, along with the conductor 
of the Guild, Dr. Cornelius Hurlburt of 
Harvard University. An hour’s laboratory 
session will precede the dinner, followed by 
a gem quiz in which all the students will 
participate. 

q At the half-way mark, which brought the 
Boston Jewelers Bowling League to the 
Christmas holidays, the Mahar & Engstrom 
team was leading the scores. No bowling 
took place during the holidays, but was 
resumed at the Kenmore Recreation Alleys 
on January 6. 

q A new gray cement front with green trim 
on the A. deMontigny Jewelry Store, 
Nashua, N. H., has attracted a great deal 
of Christmas trade, it is reported. 

q Word has spread around the Washington 
Building that the B. L. Makepeace blue- 
print firm, which now occupies a large sec- 
tion of the fourth floor, will move to,other 





NEW ENGLAND 


Screnal fom hove on ops nnaaa 

. or addition) 
space, including the Barry & Epstein St 
in Rooms 400-401. - 
q A. Marino, jeweler at 313-314 Washing. 
ton Building, recently enlarged his quarte 
adding new cases and new retail oe 
J. C. Romano, clock repairman associated 
with Mr. Marino has moved his electri 
clock service to larger quarters at 120 Tre 
mont St. , 
< Daniel W. Brennan, for 43 years at 8 
Scollay Square, Boston, who was forced to 
move out this past year when the building 
was torn down, is now back in a new build. 
ing on the same site, holding a formal te. 
opening of the brighter, newer quarters on 
December 6. 
q William Mushkin, formerly with Kay 
Jewelry Co., Washington, D. C., and also 
associated with Markson Brothers, Rogers 
Jewelry stores, Boston, recently was named 
Sales Manager of the Pierce Watch Co, 
Inc., 22 West 48th St., New York City, 
q Among the group of 16 jewelers of the 
United States and Canada who recently 
completed the gemological course and regu. 
lar examinations of the Gemological Insti. 
tute of America was one New Englander, 
John C. Dow of Dow & Stubling, Portland, 
Maine. 
q Aaron Minsky, jeweler at 1008 Jewelers 
Building, Boston, has just completely reno. 
vated his place, adding new cases and an 
attractive retail line of goods. 
q Among out-of-towners visiting Boston 
during the height of the pre-Christmas sea- 
son were Mr. and Mrs. Mark Gillis of 
Claremont, N. H.; Leonard H. Vancore of 
Colebrook, N. H.; Majoric A. Noury of 
Manchester, N. H.; and P. W. Milkey of 
Turners Falls, Mass. 
q Mrs. Sidney Bloomfield of 601 Jewelers 
Building, Boston, is recuperating at her 
home following an operation. 
q Among the many attractive jewelry store 
window displays during the pre-Christmas 
season, that of the Thomas Long Co. 
brought much favorable comment with the 
tiny Santa Claus statuettes in each section 
which held “Christmas Suggestions” signs 
between them. The same motif was re- 
peated with jewelry, watches, silverware, 
and gift items. 
q At the Smith-Patterson new store, the 
“New Look” for men is being emphasized 
this season in extra displays of cuff links, 
tie clasps, key chains, watches, and other 
items for the male of the family. With 
its three entrances, the new store is attract: 
ing much more traffic than formerly. 
4 Daniel Dannemann, jeweler of Berlin, 
N. H., died on December 3. 
4 Camillus V. Hoffman of 504 Jewelers 
Building recently inaugurated a clever little 
stunt which other jewelers might easily 
adopt for relieving the monotony of other- 
wise plain partitions. Cutting out two 
small windows, about 13 x 22, he framed 
these and backed them by boxes about 4 
foot deep in which dispays are changed 
frequently. For the Christmas season, the 
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ere lined with gold and silver and 
ny Christmas statuettes aug- 
display of jewelry and silver- 


boxes were ! 
red, with tl 
menting the 


4 Jon Calley and Charles White are two 
new employees listed with the Katherine A. 
Murphy Co., successors to C. W. Sweetland 
& Son, 509 Jewelers Building. . 

q An anniversary party was staged in the 
Everett Scannell store, Lawrence, Mass., on 
the occasion of the formal opening early in 
December of the enlarged store. 

4 Phil Webber of the Mahar & Engstrom 
Co., Jewelers Building, reported on the 
formal opening he attended on December 4 
of Guild No. 7 of the Berkshire County 
Horological branch of the U. H. A. A. Cer- 
emonies took place in the Richmond Hotel, 
North Adams, Mass., with the new Guild 
headed by Lorenzo Charrand of Pittsfield, 
and with Harry Jolley of the Jolley Jewelry 
Shop, North Adams, being named as 
Treasurer. 

4 “Open House” was held in many of the 
Jewelry and Washington Building places 
on Christmas Eve, with invited guests tak- 
ing part in the festivities. 

4 Mr. and Mrs. Richard Hinckley of the 
Myron L. Hinckley firm in Middleboro, 
Mass., are receiving congratulations on a 
“new addition to the company”—Phyllis 
Louise, who joined their household early in 
December. 

4 Mrs. Rose Marshall, Secretary with the 
Travis, Farber Co., 909 Jewelers Building, 
flew to Palm Springs, Calif., for the Christ- 
mas-New Year’s holidays. 
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NEW CLUB EXECUTIVES 





At the annual meeting of the Diamond 


Peacock Club held on November 28th at 


the Copley Square Hotel, the men _ pic- 


tured above were chosen to serve for the 
coming year. They are, left to right: Robert 
Brennan of the Speidel Corp., Providence, 


R. |., vice president; John McNamara of | 
E. H. Saxton Co., Boston, president; David | 


C. Percival of D. C. Percival Co., Boston, 


secretary, and William L. Selberg of the | 


Elgin Watch Co., treasurer. 





q Donald Alberts, son of Nathan Alberts, 
has just joined the sales force of I. Al- 
berts’ Sons, 8th floor of the Jewelers Build- 
ing. 


| @q Mr. and Mrs. Edwin Guiness of the Louis 


F. Guiness firm, 711 Jewelers Building, left 


| Boston on Christmas Day for a vacation in 





St. Petersburg, Fla. 

q Colored watch cords in red, green, and 
yellow leather were among th “New Look” 
items which caught newshawks’ eyes and 
made the pages of the daily press when they 
were noticed recently at the Bigelow, Ken- 
nard store. They were part of a Swiss 
House of Gubelin display. 

q Another new jewelry store has opened in 
Boston. The City Hall Jewelers, 33 Court 
St., opposite City Hall Annex, opened on 
November 25 in a window corner of the 
Ehrlich Pipe Shop. Morris Goodfader, 
formerly in the Province Building, is pro- 
prietor, and F. Mehlinger, watchmaker is 
associated with him. 

q Because of similar store names in this 
area, Bond Jewelers of 270 Broadway, 
Chelsea, Mass., recently changed the firm 
name to Pond Jewelers. 

q Carl O. Swanson’s Jewelry Store, Arling- 
ton, Mass., was robbed recently of $1,902 
worth of items by sneak thieves. 

q Palmer’s Jewelry Store, Gardner, Mass., 
is now trading as Stanley’s Jewelry Store. 
q Mrs. Gwendolyn Clough, daughter of the 
late Alice E. Galvin, who took over her 
mother’s place temporarily, assumed com- 
plete ownership on January Ist. 

q Pre-Christmas business was so heavy in 
many Boston jewelry stores that signs an- 
nouncing “No Watch Repairing until Jan. 
|.” appeared in several. 

q George Moses, senior member of the 
wholesale department at Thomas Long & 
Co., has-been out ill for some time, but is 
now recuperating. 

q The new stairway to the second floor of 


| the A. Stowell Co. store was completed just 


before Christmas and opened to the public, 


| even though finishing touches to adjacent 





space had not been added. 

q Herbert W. Stranger of 305 Washington 

Building, who sold out his Cape Cod sum- 

mer places a year ago, just can’t keep away 
(Please turn to page 318) 
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To Start the 
New Year 
Give Your Trade 
The Newest 
and Finest in 
Settings 


@ One-piece construction— 
no solder. 


@ Modern setting created to 
enhance the size of the dia- 
mond. 


@ Each designated size can hold 
a wide range of stone sizes 
depending upon the desired 
spread — without distorting 
the fine design and shape of 
the setting. 


@ Made in sizes from 1/16 to 
| Ct. 
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cow Jewelry is the~ 

_-year-'round choice of discrimi- _ 
nating people everywhere. 

| Unique as costume accessories _ 


Pe . delightful as gifts. 


UY” _¢ Sterling Silver 
—” P Totem Pole <i 
g 4 Pin 7.50° 
Earrings to match 7.50* 
Stick pin to match 2.00* — 


Sterling Silver 
_~. Palm Tree 
(Pin, as shown _‘10.00* | 
Pin, with one tree 7.50* ; 
Earrings to match 7.50* : 
Stick pin to match 2.00* 








Cini's famous Symbols of 
the Zodiac continue to en- 
joy their high popularity. 





- Send for our free illustrated 
| Zodiac booklet. Illustrations 
and price lists of other items 
also available on request. 
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NEW ENGLAND 
(From page 217) 


from the Cape a year. Right now, he’s 
doing a bit of architectural designing and 
planning a new cottage to be built soon 
for year-reund purposes at Truro, Cape Cod. 
q All during December, many firms in the 
Jewelers and Washington Buildings were so 
busy with Christmas sales that they re- 
mained open on Saturdays, and not a few 
extended their hours to evenings. 

q.H. L. Hirsch & Co. have opened a new 
office and showroom in the Province Build- 
ing, 333 Washington St. 

q Roy L. Spring, 706 Jewelers Building, 
flew to Yarmouth, N.S., and back over the 
week end of December 7 to inspect a new 
boat which has just been built there for 
him. Mrs. Earl McDonald has joined the 
store, and Miss June Gray, a niece, was 
helping there during the holiday season. 

q B. Yaffe & Sons, 716 Washington Build- 
ing, were among those remaining opening 
each day through the pre-Christmas season 
to 8 p.m. 

q Miss Jane Barber, of the S. Barber & 
Sons firm, Washington Building, has added 
Miss Ann McLauglin to her staff of pearl 
stringers. 

q J. Alkon, 704 Washington Building, has 
been displaying a “Space to Let” sign in 
his jewelry and diamond-setting place of 
business. 

q John M. Tonry is now representing A. 
Micallef & Co., of Providence, R. [., manu- 
facturers of gold filled ladies’ costume 
jewelry, specializing in cameos. Mr. Tonry 
has left on an extensive trip through the 
East and South calling on the wholesale 
trade. 

q Joseph Stone, formerly associated with 
Hub Material Co., 311 Jewelers Building, is 
now employed by the Louis F. Guiness Co. 
q Leo Rosman, of Hub Material Co., 311 
Jewelers Building, recently purchased the 
entire watch material department of the 
D. C. Percival Co., taking over the com- 
plete stock. 

q Harry H. Goff of 601 Jewelers Building, 
visited New York on a business and plea- 
sure trip over the Christmas-New Year 
holidays. 

q Howard Wright of the Louis A. Jacob- 
son firm, 607 Jewelers Building, was laid 
up for several weeks during December with 
a serious illness. 

q Poliquin the Jeweler, of 240 Lisbon St., 
Lewiston, Maine, recently moved to new 
and larger quarters a few doors along the 
same street. 

q Solomon Cote of Fort Kent, Maine, who 
has been working on the remodeling of his 
store since last spring, recently announced 
formal opening of the newly renovated 
quarters. 

q The George Gerber Co. of Providence, 
Pawtucket, Fall River, New Bedford, 
Springfield, and Worcester, recently opened 
a second store in Worcester, giving that 
city one at 391 Main St., and also at 373 
Main St. The new store is most modern 
in every way, with a recessed doorway per- 
mitting large window displays. Both Wor- 
cester stores will be managed by Milton 
Shore. Other Gerber jewelry stores are 
scheduled to open soon in Holyoke and 


Salem. In the latter city, the Gerber fir 
recently purchased Rogers Jewelry store at 
216 Essex St. 


q Charles E. Ransom, of the C. E. Ransom 
& Co., Boston, at one time associated with 
the M. S. Page Co., and who later took ote 
their Salem St. store, died on November 9 


q Thomas 5S. Poole, proprietor of Thom; 
S. Poole Co., ring manufacturers of Proy;, 
dence, R. I., established in 1923, liquidated 
his business as of November 30, 1947, y, 
Poole has been a manufacturer of rings " 
Providence since 1910. Ill health was the 
cause of the liquidation. 


q The final meeting of the year of the 
Central New England Guild of GIA mem. 
bers was held November 11, 1947, at Har. 
ford, Conn. A very interesting and jp. 
formal discussion based on the identifies. 
tion of gems and selling points was held 
Ernest Hill, C.G., presided over the meet. 
ing, welcoming all contributions from the 
croup. The next meeting is planned for 
January 19, 1948. 


q Wowk Jewelers formally opened thei 
new and larger store at 30 South St., Pitts. 
field, Mass., on Saturday, November 2, 
1947. To help celebrate the occasion, a 
drawing of door prizes was held. Names of 
winners were announced on Station WBEC 
and in the Berkshire Evening Eagle. 


q Miss Elizabeth Brown, who conducted 
the fall evening classes of the Gemological 
Institute, stated that preparations are un- 
der way for a new series of evening classes 
to start soon covering the Institute’s course 
012 and course one in gems. 
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e AGAINST BREAKING 
e COMING OUT 
e LEAKING DUST 
e or DISCOLORING 
and NO CEMENT IS USED 


ANY SIZE OR SHAPE 
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FREE FITTING 
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Effects of the new Canadian Import ban 
on diamonds, precious stones and costume 
jewelry were viewed with foreboding in 
| Canada, and it was felt that unless the 
| government took a more liberal attitude 
this trade’s position would be a very un- 
happy one. 
| In a survey conducted among wholesalers, 
importers, retailers, and one diamond cut- 
ting firm, these fears came to light: 

1. Canada’s diamond cutting and polish- 
ing industry would be shut down; 

9 Jewelry importers will be forced to 
close their businesses ; 

3 Wholesale and retail jewelers will 
probably suffer a major deduction in busi- 
ness. 

Considerable confusion has highlighted 
the implementation of the new import regu- 
lations announced by Ottawa recently, inso- 
far as they affect this line of business. 

At first it was announced that the ban 
was imposed against all precious stones 
except diamonds. Later, Ottawa announced 
that diamonds were also included. 

Wholesalers and retailers were at a loss 
to understand why diamonds and precious 
stones were placed under the import ban, 
since most of these items were bought in 
England and other soft currency countries. 
| The trade was hit further by the fact the 
, government has placed a quota on the im- 
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A NEW SERVICE 
FROM AN OLD FIRM 


© Peerless Platers wants to serve 
you from ifs modern shop. 


© We are now ready to accept your geld and 
silver replating and rebuilding. 

© We are fully equipped to rebuild and re- 
— hollowware, candelabra and silver ser- 





* i he you maximum quality at minimum 
® We are the oldest silversmiths and platers in 
the west. 


© We employ only the finest, most skilled 
craftsmen. 


© Write or phone today for a price list. 
FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists In repairing expansion bands and 
bracelets. 


143 Ceres Avenue, Los Angeles 2! 
Phone Vandyke 5417 
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Diamond Cutting Industry inCanada Affected 
By Import Ban on Diamonds and Other Stones 


portation of watches from all sources. The 
quota was set at 42 per cent of previous 
imports. 

It was estimated by an official of the 
Canadian Jewelers’ Associaion that there is 
only about a three-month supply of dia- 
monds on hand. Because diamonds had 
never been restricted before, he said, it was 
not common practice to keep a large stock 
on hand. 

“The government in working out the 
trade agreements were trying, apparently, 
to follow a non-discrimination policy,” said 
the official. “But insofar as this trade is 
concerned, the agreements have worked out 
very much to the disadvantage of both 
Canada and England. 


"WHY THE BAN?" 


“What we can’t understand is why this 
restriction was placed on diamonds. They 
were one of England’s biggest exports to 
this country and were paid for in either 
Canadian dollars or pounds sterling.” 

However, it had been intimated, the 
official declared, that some quota system 
may yet be worked out to ease the situation. 

Predicting that the trade would have to 
fall back on wartime austerity jewelry made 
with enamel instead of stones, it was point- 
ed out that it was economically impossible 
to produce synthetic stones in this country. 

Synthetic stones were very costly to man- 
ufacture and required a world market. 
Brilliants could not be substituted since 
most of those came from Europe also. 

The major part of the jewelry business 
was the sale of diamond engagement and 
wedding rings. Thus the official explained, 
the trade would be very hard hit, since once 
the supply of diamonds on hand is used up 
the diamond-studded rings will no longer 
be available. 

Other items that will be in short supply 
in Canada in future will be electric shavers, 
men’s jewelry, including studs, cuff links, 
and fancy watch chains for dress wear, and 
pearl necklaces. 

M. Gross, of the Dominion Diamond Cut- 
ting Co., Toronto, said that firm would be 
forced to close its doors early next year, 
unless some change was made in the regu- 
lations. This firm imports rough diamonds 
to cut and polish. 

It is believed to be the only firm of its 
type in Canada, employing approximately 
100, most of whom are war veterans. They 
have been trained in the plant under D.V.A. 

“Tt will be hard on these vets,” said Mr. 
Gross. “They are only now beginning to 
catch on, and as a result make more money. 
They were assured that their jobs would be 
permanent, and the government even en- 
couraged them to take up the trade.” 

He pointed out that the type of equip- 
ment used in his business was absolutely 
no good for any other purpose, so the plant 
could not be converted to produce other 
goods. 

“All I will have left that I can use will 
be the floor space,” Mr. Gross concluded. 
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q Sol Davis, watchmaker of 713 Sansom 
St., has recently moved to Miami, Fla. 
q Miss Helen Wood of Charles H. Dean, 
101 S. 8th St., was married Nov. 26th to 
John Fisher of Upper Darby. 

q Both Snellenburg’s and Frank & Seder’s 
Department Stores have conducted sales in 
which jewelry items, especially costume 
jewelry and watches, were featured at re- 
duced prices this month. Both labeled the 
events “Christmas Sales.” 

q Mickey Orloff predicts that his company 
will have an announcement concerning “an 
exciting new development in_ watches” 
ready for the trade in February. This much 
we know—it will be a watch of the Orloff 
Company’s own make—more details will 
appear in this column soon. 

q Miss Marie Leonhardt of Jenkintown is 
planning to renew tours conducted by her- 
self in conjunction with her travel bureau 
housed in the same building with her 
jewelry and gift shop to which it lends 
atmosphere. The first one will be an Easter 
tour March 27th to April 2nd. Prior to 
this Miss Leonhardt will take a vacation 
trip to South America. She is planning to 
leave January 10th. 

q Several jewelers report having consider- 
able success with “packaged units” of gift 
items gathered together because they would 
be suitable to the same type of person and 
wrapped attractively. These gift packages 
have personality and can be prepared in ad- 
vance if desired, or can be “custom-made” 
to suit the needs of the customer on the 
spot. 

q The Retail Jewelers Association held a 
dinner meeting at the Ritz Carlton Hotel 
Tuesday, November 25th, which was excep- 
tionally well attended. On the agenda for 
the evening were such important matters as 
methods of meeting the competition of 
door-to-door canvassers and other matters 
pertinent to the welfare of those in the 
jewelry business. A similar meeting took 
place Tuesday, December 23rd, at the same 
place. 

q J. E. Caldwell and Co. decorated one 
window showing giftwares in an unusual 
and modern manner, using real evergreen 
boughs, holding colorful balls cascading 
down them without obvious means of sup- 
port to point to the merchandise. However 
repeated attempts to capture and reproduce 
this picture have failed because of conflict- 
ing holiday lights on Chestnut Street a 
spokesman for the store informed us. Un- 
fortunately, we will not be able to show it 
in THE JEWELERS CIRCULAR-KEYSTONE. 

q Louis Sickles, wholesale jewelers at 1015 
Chestnut St., have leased the entire 4,000 
square foot fourth floor at 914 Walnut St. 
which they expect to occupy this Spring. 

q Benjamin Wolfberg, formerly located at 
224 Bridge St., Phoenixville, Pa., is now 
located at 12 S. Maine, that city. The store 
is trading under the name of Glenn W. 
John, Successors. 

q Murray Friedlander and Alan Marged, 
well known jewelers of “Jewelers’ Row” who 
recently endangered their lives and were 


§ PHILADELPHI 


both painfully injured in helping to Capture 
three armed burglars who attempted to ro) 
them, have been offered a monetary rewar4 
by Mickey Orloff. Mr. Orloff also presented 
the five policemen who pursued and cap. 
tured the burglars, after Mr. Friedlander 
and Marged were injured, U. S. Savings 
Bonds. Both Murray Friedlander and Alan 
Marged refused to accept the reward gl. 
though the entire Sansom Street Business 
Men’s Association expressed the unanimoys 
opinion that their actions contributed to 
the safety of all the occupants of the neigh. 
borhood, who might have been future yi. 
tims if they had not been caught. 

The Association sent a petition signed 
by all the officers to the Assistant District 
Attorney commending the work of the 
Police Bureau and the District Attorney's 
office in capturing and prosecuting the 
would-be-burglars. The men have been 
tried and convicted but not yet sentenced. 
It is the hope of the business men in this 
neighborhood, officially expressed by the 
Sansom Street Business Men’s Association, 
that they will be given maximum sentences 
in prison to assure the safety of the public 
at large from these dangerous characters 
who have already beaten both Mr. Fried. 
lander and Mr. Marged. 

q The Sansom Street Business Men’s Asso. 
ciation will meet at the Benjamin Frank. 
lin Hotel the fourth Thursday in January 
at which time a diamond lecture and film 
will be included on the program and dis. 
cussions of further actions to advance the 
welfare of the jewelers and other business 
men on “Jewelers’ Row.” 

q Smith & West of 1538 Lincoln-Liberty 
Building have repeated their successful 
promotional campaign of last summer with 
slight, and seasonal variations. The article 
“Midsummer Silverware Contest Acts as 
Three-Way Promotion” beginning on page 
258 of the December issue of THE Jewtt- 
ERS’ CIRCULAR-KEYSTONE gives full details 
on this contest which brought in over 600 
people who had never been in this store. 
The summer contest had been held in the 
store in the Broad Street Suburban Station 
Building. This one was conducted in the 
Lincoln Liberty Building shop. The current 
contest, which closed December 5th after 
an entire month of pre-Christmas running, 
was announced on blotters distributed 
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throughout the office building with nse 
blanks attached. Recipients were require 
bring the contest blank into the store in 
” n. The results on this promotion have 
0 just as successful as their optimistic 
snticipation, Albert H. West, co-owner of 
the two stores, informs us. er 
4 Robert Snyder of Norristown 1s still in 
the midst of completely redecorating his 
store, but this has not prevented him from 
making plans for an extensive trip to and 
through California beginning early in 
February. er 
4 We're still looking for the practical joker 
who gave us that erroneous statement about 
Jack Green, manager of the Louis S. Gross- 
man store at 415 West Girard Ave. When 
we find him we won’t do a thing to him— 
except turn him over to Jack Green—as a 
means of expressing our apologies of course. 
In case you have not read the news item 
about Mr. Green in this column a couple 
months ago—don’t bother. 
q Louis C. Grieneisen, who was associated 
with Baily, Banks & Biddle Co. for 44 
years and had attained the position of man- 
ager of this firm’s manufacturing depart- 
ment at the time of his retirement four 
years ago, died Friday November 28th at 
Lankenau Hospital following a long illness. 
Mr. Grieneisen lived at 2324 Brown St., 
Philadelphia. 
q Milton E. Smith has informed us that 
S. Smith’s Sons of 1046 N. 2nd St., Phila., 
Lakein’s of Baltimore, Md., and Lowe’s of 
Richmond, Va., have joined together in an 
organization sponsored by the E. H. Scull 
Co. of New York. The Scull Co. has or- 
ganized similar groups in the clothing, shoe 
and other retail fields, but this is believed 
to be the only one in the jewelry field. 
The group is known as “The 1947 Jewelers’ 
Group.” It’s purpose is the mutual ex- 
change of information such as the amount 
and kind of business each is doing weekly 
or monthly and comparing notes in matters 
which have proven helpful or troublesome 
in conducting a jewelry business. Mr. 
Smith claims the member jewelers will wel- 
come inquiries which might lead to mem- 
bership from other jewelers in other cities. 
No cooperative buying is contemplated. 
q The Crown Jewel Shop of 22 S. 52nd St. 
has been completely remodelled with spe- 
cial attention given to the show window 
which has been given a large, heart-shaped 
mirror as a back-drop. At present a model 
ferris wheel is being used to display mer- 
chandise. Each “seat” contains some item 
of jewelry which is brought to the atten- 
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tion of the onlooker when the wheel brings 
it around facing the front. 

q Buddy Ringold, ex-service man now as- 
sociated with his mother in the Ringold 
Jewelry Store of this city is now collab- 
orating with a friend in the composition 
of popular songs. From confidential sources 
we hear that he already has made contacts 
with an interested publisher and looks for- 
ward to seeing them come out soon. 

q The Leonard F. Fellman and Associates, 
Agents, have passed on this bit of early- 
bird news. Their client, the Louis Stern Co. 
of Providence, R. I., is introducing the new 
Lustern Emperor Waltz Epaulette Set with 
earrings to match—inspired by the Para- 
mount production, “Emperor Waltz,” star- 
ring Bing Crosby and Joan Fontaine. An 
Emperor Waltz campaign is being readied 
for release in national trade and consumer 
publications. 





q The Eastern Pennsylvania Guild of the | 


American Gem Society held a meeting | 


Thursday, November 20th, at the Academy 
of Natural History which 30 members at- 
tended. The Harvard University collection 
of Gem Minerals were shown on slides, ac- 
companied by a lecture given by this 
Guild’s regular instructor, Nicola D’As- 
zenzo. The talk was followed by practical 
laboratory work in identifying gem stones 
with the use of the refractometer, with in- 
structions in the use of this instrument. 
The meeting in December was held in 


the same place on December 18th with an- | 


other lecture by Mr. D’Aszenzo, followed by 


laboratory work in identifying stones. The | 


next meeting will be held in January on | 


the 15th with a similar program, and the 
same location. This season the members 
have begun the practice of meeting infor- 
mally for dinner at Holland’s before going 
to the Academy. They all enjoy this social 
addition to their business evening and in- 
tend to continue the practice. 
q The Jenkintown Business Men’s Associa- 
tion, enlarging upon Miss Leonhardt’s plans 
carried out for the past two years which 
included a Santa Claus parading through 
the streets of Jenkintown, sponsored a 
Santa Claus parade December 2nd at 8 p.m. 
The parade this year consisted of a dozen 
bands, several floats from local stores in- 
cluding one from Strawbridge & Clothier, 
clowns, and, of course, Santa himself. The 
jewelers of the community contributed 
financially to this extravaganza, according 
to the representative of the Business Men’s 
Association. Miss Marie Leonhardt, owner 
of the Leonhardt gift and jewelry shop in 
Jenkintown, has a Santa Claus mail box in 
front of her store. Each letter was answered 
by her personally, and those whose letters 
expressed a real need for substantial and 
necessary items were investigated and sup- 
plied with the essentials for a happy Christ- 
mas through her work. 
q The I. Miller store at 1225 Chestnut St., 
Philadelphia, have completed redecorations 
which the store ads describe as: “The new- 
est and most beautiful store in Philadel- 
phia.” Fifteen foot high plate glass windows 
starting at the ground make the entire store 
a show place for jewelry and other acces- 
sories. 
q A representative from M. Sickles and 
Sons, Inc., informed us that a new Rhap- 
(Please turn to page 325) 
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q Max Kohner, wholesale jewelers, Balti- 
more, Md., recently announced that Doug- 
las Gregg is now associated with their firm. 
Mr. Gregg was formerly connected with 
Albert E. Price in Philadelphia. 

q Warren Walker is the new owner of the 
Rogers Jewelry Store, 831 Broad St., Au- 
gusta, Ga. “I do not intend to make any 
changes in the staff at present,” Mr. Walker 
stated. 

q The Reliable Store Chain opened the 
Bates Jewelry Store at F and 9 St., N. W., 
Washington, D. C., on December 13. Mr. 
Berger, formerly with Castleberg’s, in Bal- 
timore, is the manager. 

q Roberts Credit Jewelers, of Baltimore, 
will open their fifth and largest store in 
this city shortly after the first of the year 
at 27 W. Lexington St. These stores are 
operated by the Eddie Morris Chain. 

q Washington jewelers report that business 
in their city had been slow up until De- 
cember 6, at which time it became excep- 
tionally good. Pre-Christmas business in 
Baltimore was very good. 

q National Jewelers, 306 S. Elm St., Greens- 
boro, N. C., have remodeled their store 
and had a formal opening on November 21. 
q James R. Mclver, of Charlotte, N. C., 
has moved from 219 S. Tryon St. to 113 E. 
Fourth St. 

q M. L. Sullivan, of York, Pa., opened 
their newer and larger store at 30 N. George 
St., on November 21. Miss York County 
was present and assisted in the presenta- 
tion of the door prizes, which included an 
Art-Carved diamond ring. 

q E. DeCarlo, who closed his store in Sil- 
ver Spring last June, has purchased some 
property and opened a new store at 408 
Emory St., Asbury Park, N. J. . 

q J. Gordon, of Washington, D. C., retired 
and sold his business to J. L. Musher. 

q C. Roger Hyde, of Washington, D. C., 
retired and sold his business to Herman 
Gaist. 

q The Jewelry Shop, of Washington, D. C., 
have completed the remodeling and en- 
larging of their store in the Pentagon 
Building. 

q Paul K. Morgan, who has been conduct- 
ing a class in watchmaking in Ridgeley, 
W. Va., since Feb. 1, 1946, has opened a 
school on North Ave., Baltimore, known 
as the Morgan Vocational School of Watch- 
making. There are day and night courses in 
Horology and Machinist Trade, and the 
school reports that drop-outs have been 
very low since the school started. The at- 
tendance now is 53 in Baltimore and 83 in 
Ridgeley. After the first of the year, Mr. 
Morgan is planning to open a night class 
in Ridgeley where up to the present time 
there has been a day class only. 

q Troy Wynn has sold his interest in an 
Elgin, Tex., jewelry shop to his brother, 
Elmo Wynn, who will continue business as 
Wynn Jewelry. Troy Wynn will continue 
as watchmaker and repairman, it was an- 
nounced. 

q James S. Reed, well-known jeweler of 


THE SOUTH 


Sedalia, Mo., has been elected president of 
the Young Democrats of Pettis County, 

q Norman Bros., Jewelers, 602 Haywoog 
Road, West Asheville, N. C., is going out 
of business there. Stock is being disposed 
of at a special sale at “fraction of cost.” 
q W. C. Sylvan of Sylvan Bros., Jewelers 
Columbia, S. C., has been elected president 
of the Columbia Merchants’ Association, 
q Ayre & Taylor Co., of Durham, N, ¢ 
has been incorporated with capital stock 
of $100,000 to engage in a retail jewelry 
business. The incorporators are F, L, Fy. 
ler, Jr., James Newsom and Harriette Fuss, 
all of Durham. 

q LeGrand Jewelry Store, 120 Alabama S$, 
Atlanta, Ga., is conducting a “going-outof. 
business” sale. Store used large space jn 
local newspapers to announce: “LeGrand’s 
quitting-business sale is the talk of the 
town. Never have jewelry prices been cy 
so drastically.” 

q Tommie Thompson, manager of Moore's 
Jewelry Co. in Manchester, Ga., has jp. 
stalled an electric clock on the inside cep. 
ter wall of the Meriwether County Cour 
House at Greenville, Ga. 

q J. R. Mclver, for the past 40 years promi- 
nent in jewelry circles at Charlotte, N. C, 
has moved his jewelry store from 113 East 
Fourth St. to its new location at 135.4 
South Tryon St. The store, which will con. 
tinue to specialize in watches, diamonds 
and jewelry, has added lines of small gifts, 
Mr. Mclver stated. 

q Underwood Jewelers, of Jacksonville, 
Fla., has just announced the appointment 
of Jack Mahaffey as a member of its sales 
organization. Mr. Mahaffey, well known in 
retail circles, has spent some 18 years 
serving shoppers in the Hogan St. area and 
is particularly well posted on gift items for 
both men and women. Mr. Underwood 
stated that Mr. Mahaffey’s addition is in 
keeping with the firm’s endeavor to provide 
a well-trained, experienced sales organiza 
tion. 
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Klein Anders and J. B. Lacher have 
he stock of Smart’s Jewelers, 
Greenville, S. C., and 
the new owners will operate under the name 
of Anders-Lacher Jewelers. Messrs An- 
rs and Lacher have had years of experi- 
, the jewelry business. 

Virginia Lawson, formerly manager 
welry department of a Fifth Ave. 
New York City and also similar 
departments in Dallas and Fort Worth 
stores, will open a modernistic jewelry shop 
at 314 Miracle Mile, Miami, Fla., in the 
led Christian Jensen Coral Gables 


q W. 
purchased the 
904 North Main we 


de 
ence ll 
q Mrs. 
of the je 
store 10 


remode 


building. 
4 The jewelry store of Mr. and Mrs. A. D. 


Mhoon at Hope, Ark., was opened for busi- 
ness on December Ist. The Mhoons will 
continue to operate their store at Warren, 
Ark., which was established about six years 
ago and will be under the mangement of 
their son and daughter, Buddy Mhoon and 
Miss Marguerite Mhoon. Plans have been 
made for enlarging the Warren store early 
in 1948. 

4 Petty’s Jewelers was opened for business 
on November 22nd at Eureka Springs, Ark. 
The owner, Dwyatt L. Petty, and his wife 
who had lived in Eureka Springs and oper- 
ated the Watch Shop there for 20 years, 
have lived in Albuquerque for the last few 
years. 

q The Eagle Credit Jewelers, 814 Virginia 
St., E., at Charleston, W. Va., has been in- 
corporated with an authorized capital of 
$5,000 and the starting capital to be the 
same amount. Incorporators are Andrew 
H. McCutcheon, John E. Snodgrass and 
Burl E. Finch, all of Charleston. 

q Delbert Hughes, a watchmaker, has 
joined the staff of the Fitzpatrick Jewelry 
store at Osceola, Ark., going there from 
Pine Bluff, Ark., where he had a jewelry 
store of his own. He has had 20 years’ 
experience in the repair business and has 
specialized in railroad watches. 


q John Harrington, Jr., of Kirksville, Mo., 
was elected president of the Northeast 
Missouri State Retail Jewelers Association 
at a meeting in Macon, Mo., November 
16th. H. A. Petersen of Hannibal and Wil- 
liam James, Jr., of Brookfield, were named 
co-chairmen of their respective territories 
in the district. The meeting was presided 
over by Otto Kortkamp of St. Louis, presi- 
dent of the State jewelers association. Kort- 
kamp and Fred Lands of St. Louis led a 
discussion on the elimination of Federal 
excise tax on jewelry. Plans were made 
for the Missouri RJA’s annual convention 
to be held in St. Louis in the near future. 
q Sam Gottlieb has been appointed man- 
ager of the Walton Jewelry Co., 36 Walton 
St., Atlanta, Ga. Mr. Gottlieb has been as- 
sociated with the jewelry business for the 
past 20 years. 

q Bobby Davis, tackle on the Georgia Tech 
football team, received a watch from George 
Kanter, of Schneer’s Jewelry Co., Atlanta, 
Ga., for outstanding performances on the 
gridiron. Mr. Kanter has been awarding 
shock-resisting watches to athletes since 


1939. 
Maier & Berkele Display Rare Gem 


Maier & Berkele Jewelers recently put on 
display in their Peachtree St. showcase in 
Atlanta, Ga., one of the rarest of all gems— 
an orchid diamond, similar to one presented 
to Princess Elizabeth as a wedding gift. The 
pear-shaped cut diamond was acquired by 
Frank H. Maier, president of the Atlanta 
jewelry firm, from a New York cutter, who 
had obtained it in the rough. 

The gem is mounted in a platinum set- 
ting with tapering baguette diamonds on 
each side of the three-carat stone. The 
orchid-hued stone, valued at approximately 
$6,000, is said by Mr. Maier to be “one in 
a million” of that color. Commenting on 
the sale of the stone, Mr. Maier said he 
was “rather indifferent about selling it.” 
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Floral greetings from friends and well-wishers imparted an added air of beauty to the well- 


appointed interior of Ida Kuehn's new store on opening day. Formerly located at 630 Main St. 


or more than 21 years, Miss Kuehn is now located at 604 Main St.. Evansville, Ind. The store 


§ equipped with modern fixtures and all lighting in front of the store, with the exception of 


wall and showcases, comes from direct spots in the ceiling. 
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DOES IT AGAIN 


Introducing: 

The "North-Lite" Window Shade. It shuts out 
the sun but lets in the much needed North 
Light required in your work. Eliminates the 
necessity of all artificial lighting. 

The ‘North-Lite’ can be measured for and 
installed in the same manner as an ordinary 
window shade. 

immediate Delivery 
For sample and full particulars 


Call or write: 


SOLARPRUF SHADE CO. 


CHelsea 3-598! 
228 Seventh Ave. New York II, N. Y. 




















GEMOLOGY —- DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers’ merchandise except watches. 
Available under G. |. Bill of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Iac. 
Dept. J-1, 541 S. Alexandria, Los Angeles 5, Calif. 
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Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 

















Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 











10 S. Wabash Ave., Chicago 3 CENtral 6089 














SS . "Finger Print’ System 
a WHEN SELECTING 


WATCH mW 


aN 





MATERIAL 


Order From 
Your Jobber ~i> 


THE NEWALL MBG. CO. 
CHICAGO 2, ILLINOIS 




















WATCH DIALS 


REFINISHED 

4 DAYS SERVICE 

Complete Line Watch Cases and Dials 
MICHIGAN DIAL 

REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 























HAVE YOUR GEMS RECUT OR POLISHED 
BY A CERTIFIED GEM CUTTER 


pe la lel / 
— 


ROBERT REIS 
LAPIDARY 





PROMPT SERVICE 
REASONABLE PRICES 


3747 WEST 63rd ST. 
CHICAGO, ILL. 











Master 


“Famed the World Over 
as the School of Quality’’ 


CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1906 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 218 Chicago 47, Ill. 














MAYNARD LEVY 


Leading Jewelry Auctioneer for le- 
gitimate jewelers. Write for date and 
information, 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + CHICAGO 15 
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qM. A. Mead & Co., Chicago, announced 
two additions to their sales forces as of 
January Ist, William J. Hartman and 
John Sly. Mr. Hartman was associated 
with U. S. Time Corporation both before 
and following his service in the armed 
forces and will serve the Mead Co. as Chi- 
cago city salesman. Mr. Sly, formerly of 
the A. C. Becken Co., Detroit office has 
joined the Mead Detroit office as city sales- 
man in Detroit. 

q The announcement that Dr. Harlan Tar- 
beel, world famous magician and mentalist 
would entertain attracted an unusually 
large attendance at the monthly luncheon 
of the Chicago Jewelers’ Association at 
the Illinois Athletic Club on Thursday, 
November 20th. After a short business 
session during which the Gorham Mfg. 
Co., was elected to membership and trea- 
surer Mead Montgomery announced a bal- 
ance of over $15,000 in the treasury, Presi- 
dent Charles G. Brown introduced Dr. Tar- 
bell who entertained and mystified those 
present for more than a half hour. 

q Early in December George T. Erckman, 
president of Merit Ring Co., 5 N. Wabash 
Ave., and his son, George, Jr., were ar- 
rested by F. B. I. agents in Chicago and 
were charged with being receivers of $80,- 
000 worth of jewelry stolen in Birming- 
ham, Ala., on October 30th. They were 
arraigned before United States Commis- 
sioner E. K. Walker and upon a plea of 
not guilty were hold in bond of $10,000 
each. 


q The Golden Roosters of Chicago held 
their Fall frolic at the Knickerbocker Ho- 
tel on the evening of November 21. Cock- 
tail hour started at 5:30 and dinner was 
served at 7. The entertainment started off 
with songs by about 30 of Dick Maskes 
boys from the Division Street Y M C A, 
and during the evening members of the 
organization pledged sufficient funds to 
again sponsor vacations for about 200 of 
these underprivileged boys at Camp 
Channing next summer. Following a vau- 
deville show members played cards until 
a late hour. Out of town members pres- 
ent were Jake Levin, Kansas City; Wesley 
Jackson, Delaware, O.; Willis Patrick, St. 
Louis; Charles Ascherman and Mason 
Robbins, Cleveland. 


q Grant F. Olson, vice president in charge 
of advertising and foreign service of the 
W. A. Sheaffer Pen Co., Fort Madison, 
Iowa, is now making an around the world 
trip for the purpose of promoting distri- 
bution of both the U. S. and Canadian 
plants of the company in foreign markets. 
He left early in November for England 
and before he returns in April will have 
also visited European countries, South 
Africa, Egypt, Middle East, India, China, 
Philippines, Java, Malaya, Australia, New 
Zealand and Hawaiian Islands. From New 
York to England he travelled on the Queen 
Elizabeth and with that exception the en- 
tire trip will be by plane. 


CHICAGO 








q Bernard R. Fischer, founder of the B, R 

Fischer & Son business at 29 §, Madison 

St,. Chicago, died at his home in Oak 

Park, Illinois, on December 5th after a 

short illness. 

q The Newall Mfg. Co., located in the 

Heyworth Bldg., 29 E. Madison St. (hj. 

cago, for nearly four years now occupy 

over 8,000 square feet on the third floor 

of 139 N. Wabash Ave., corner of Wabash 

Ave. and Randolph St. This is four times 

their former space and George Cureton, 

secretary-treasurer of the company says 

the increased space became necessary to 

efficiently handle the increased business 

in tools, materials and findings and pro. 

vide additional storage space. 

q At the annual meeting of the Golden 

Roosters of Chicago at the Jewelers Clyh 

on Monday, December 22nd, Fred Gott. 
lieb, of Frederick M. Gottlieb & Co., was 
elected Chanticleer; Irving G. Jensen, 
National Jeweler, Scratcher, and Alvin 
Lauschke, Dee division of Handy & Har. 
man, Keeper-of-the Nestegg. These officers 
will be duly installed at the annual bap. 
quet at the Congress Hotel on February 
14th. The only other important business 
transacted was the raising of dues for resi- 
dent members from $18 to $24 including 
Federal tax and non residents from $9 to 
$12 including tax. Henry Vidt, Keeper. 
the Nestegg, reported that increased dona- 
tions to the Y M C A fund by members not 
present at the Stag party in November 
would bring the total donation to more 
than $3,000 which guarantees more than 
200 underprivileged boys a two weeks’ va- 
cation at Camp Channing next summer. 
q Gladys Babson Hannaford, noted lec- 
turer on diamonds and an authority on 
the lore and traditions of these precious 
stones, was principal speaker of Psi Delta 
Omega fraternity of Bradley University 
at a dinner session of the fraternity held 
on November 14th. Over 200 persons that 
were present heard Mrs. Hannaford tell of 
the origin of diamonds—at least that which 
is known of their origin. She spoke of 
“carats on the family tree,” their “flashing 
in fashion,” how they are made to shine, 
and named the principal cuts, new cuts, 
and creations. 

q William F. Juergens, of William F. 
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All-Plastic 
Interchangeable 
Price Markers 





Designed especially to price articies and augment the 
beauty of showcase and window displays. Gracefully 
fashioned, long-lasting and easily washable. Retains 
its beauty indefinitely. Any figure combination p08- 
sible. Size—1%” x %” 

PRICES COLORS 
Set (25 frames & 300 numbers) Frames—White, grey, 
$3. Additional Nos. (150 per black, red, green 
sheet) 30c. Additional frames Nos.—Black, white, 
—i0e each. red 
Orders sent C.0.D. $3.00 plus charges. To receive 
order postage-free, enclose $3.00 (check, money order). 


KOVEE PLASTIC CO. 
3753 N. Marshfield Ave., Dept. 120, Chicago 13, Ill. 
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Juergens & Co., jewelers of 31 North State 
~~ ee [ll., recently issued a com- 
ication, with the permission of Mrs. 
Robert Jerome Dunne, clarifying mislead- 
ing newspaper accounts of a law suit 
against Mr. Juergens for the return of 
Mrs. Dunne’s ring. Suit was filed against 
Hubert A. Fischer, Jan Taeyaerts & Co., 
and Mr. Juergens for the loss of Mrs. 
Dunne’s ring, which occurred while the 
ring was in transit by air express to New 
York. Mrs. Dunne has been fully reim- 
bursed for her loss by an insurance com- 
pany. Mr. Juergens is protected by in- 
surance, as well as the other two parties 
mentioned in the suit. However, a dispute 
has arisen, Mr. Juergens stated, between 
the insurance companies as to which com- 
pany is liable for the loss, and the suit 
has been brought to determine the lia- 


bility. 
Jewelers Ass'n of Greater Chicago 


Chosen as New Name for the CCJA 


The Chicago Credit Jewelers Association 
has changed its name to the Jewelers Asso- 
ciation of Greater Chicago. This was an- 
nounced by Secretary Ben Sacks at the 
meeting held Wednesday night, December 
3rd at the Standard Club. The change from 
Chicago Credit Jewelers Association was 
apparent at this meeting only when officers 
and members attempted to use the new 
name. The same interested group was 
present and, when President Joseph Hirten- 
stein called the meeting following dinner, 
immediately proceeded with a discussion of 
the subjects on the agenda. 

An effort to enlist all progressive minded 
jewelers of Chicagoland as members will 
be undertaken by the membership com- 
mittee under the leadership of Bob Appel. 
He will be assisted by Harold Cohn, loop 
district, Harry Iglow, west side, Peter 
Schurheck and Sid Willis, northwest side, 
John Hunt, south west side, Norman Ker- 
nis, south side, Victor Siegel, south east 
and south Chicago, Albert Marcus, East 
‘Chicago, Hammond and Indiana Harbor 
districts. 

Among the questions discussed were in- 
‘crease of dunes and provision to issue 
multiple memberships to members operat- 
ing more than one store, auctions, and the 
use of the association name in connection 
with advertising. Definite action was not 
‘taken on any of these, all being referred 
to the board of directors and committees 
with instruction to report at the meeting 
‘on January 7 at which time definite action 
will be taken. 

It was announced there will be an open 
session on January 7 at which Able Ber- 
land, a frequent speaker at the meetings, 
and Joe Meek, secretary of the Illinois 
Federation of Retail Associations, will talk. 





Philadelphia 
(From page 321) 

sody “Dream Girl” Duette, matched dia- 
mond engagement and wedding ring set, 
will be introduced this spring by this com- 
pany. The “Dream Girl” Duette has been 
inspired by the Paramount production, 
Dream Girl,” starring Betty Hutton and 
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MacDonald Carey, and featuring Virginia 
Fields. A national campaign, including 
dealer tie-ins with local showings of Para- 
mount’s “Dream Girl” has been schedaled. 
q S. Smith’s Sons of 1046 N. 2nd St., Phila., 
is currently conducting an intensive ad- 
vertising campaign to combat the effect of 
door-to-door salesman handling flat silver- 
ware. 

q Meyer Barr and Miss Pearl Asen of Barr 
Jewelers were the guests on the popular 
“Television Matinee” over Philco Tele- 
vision Station WPTZ on Monday Dec. 8th. 
The spot was titled the “Romance of 
Diamonds.” Mr. Barr gave a comment on 
grades of diamonds with the aid of a chart 
to illustrate his points. Miss Asen dis- 
played exact replicas of the famed British 
crowns of the King and Queen of England, 
and the India Crown. 





Four AGS Members Are Awarded 
Title of Certified Gemologist 


To the following Registered Jewelers of 
the American Gem Society, the coveted title 
of Certified Gemologist has been awarded: 
C. Noble Lednum, Lednum’s Jewelers, 
Cambridge, Md.; E. M. Allen, Birks-Ellis- 
Ryrie, Ltd., Toronto, Ontario; Murray S. 
Savuage, T. Eaton Co., Ltd., Toronto, On- 
tario, and Edward F. Wright, Wright, Kay 
& Co., Detroit, Mich. 

To receive this title of CG, the highest 
given in this classification in America, the 
above Registered Jewelers have maintained 
their standards of membership in the 
American Gem Society, and have continued 
their study of gemology beyond the award 
of their first title until they were able to 
complete and successfully pass three diff- 
cult examinations. Of the three examina- 
tions, one is written with reference to texts, 
one is written from memory, and the third 
comprises the correct identification of 20 
unknown gemstones. 

These jewelers are to be commended 
upon their diligent work, and upon their 
desire to offer the buying public their 
wealth of information. 





WINS FIRST PRIZE 





B. H. Schumacher, jeweler of Eureka, Ill., 

won first prize for this float in the Pumpkin 

Festival held in that city. Ronald Reagan, 

motion picture star and local Eureka boy, 

returned to be master of ceremonies. Over 

100,000 visitors were registered to see this 
gala celebration. 
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STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 


and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business inte your store. 


FREE SAMPLE 
on request if you use your letter- 
head. 
WELMAID MANUFACTURING CORP'N 
1737 No. Campbell, Dept. 21, 
Chicago 47 
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24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 
Rm. 418 5 S. Wabash Ave. 


CHICAGO 3, ILL. 











“THE PATHWAY TO SUCCESS” 





Aiea 


WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, (til. 








Which Case Rehanmng, 
Our work costs no more 
than ordinary work od 


BECKER-HECKMAN COMPANY 
29 East Madicon Street. Chicago 3. Illinois 











cmt WATCH CO. 


5S S.WABASH AVE. CHICAGOILL. 


USED WATCH 
MATERIALS 


1/2 


THE PRICE OF 
NEW MATERIALS 
Wheels, pinions, 


pallet forks, etc. 
for all watches. 














USED MOVEMENTS 
Good Condition 
Geod Dials 
O-Size Elgin, 
Waltham 
75, $3.00—i5), $4.00 
18 Size Hunting, 
Eigin, Waltham 
73, $2.00—i5J, $3.00 
18 Size O.F. 
Eigin, Waltham 
7J, $2.50—15J, $3.50 


SO01VLVD 404 GNIS Ey 


6 Size Elgin, Wal- Send somple of 


. tham, Hunting 
1d, $2.00--184, $2.50 what you wonti All 


ect. 
6J, $2.50—I5J, $3.50 


Guocranteed! Remit 
only if satisfactory. 
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CINCINNATI 


KLEIN BROTHERS || ===" 

















C O M p A N Y 4 Mrs. Carroll Seghers of Carroll’s Jewel- Co.; Harry Fine, diamonds, New York: 

ers, 5th and Main St., helped with the Howard Seback and William Reynolds 

Christmas rush at their Coral Gables, Fla., Carlot Jewelry Co.; and Mr. and Mrs 

store. Tiffany, retail jewelers, Xenna, Ohio, _ 

WHOLESALE JEWELERS q George E. Brown of Gerwe-Brown Co., q A well-dressed sneak thief stole a 

just returned from an eastern buying trip. woman’s 17-jewel watch containing 32 dia. 

q Friends of Cornelius “Connie” — monds, valued at $1,100 from the Louis F 

with the Adams Watch Co., New - York, Hummel jewelry store, 1 East 

ENQUIRER BLDG. CINCINNATI, O. will be pleased to know he is back on the St. The clerk who waited on him said rs 

road again after his long period with showed him a tray of watches and then 

Uncle Sam’s forces. went to the show window to obtain three 

q William Donahue, retail jeweler of more. Saying he would return with his 

4 q r r ' G r p Q n W 0 | d ( 0 Lawrenceburg, Ind., is back at his store wife at 3 p.m., the man left—and the watch 

. again after an absence of six months which left too. 

The House of Quality and Service he spent in California. q The Getz Jewelry Co., Kemper Lane and 

IS WEST 7th STREET, CINCINNATI, OHIO q Recent visitors to Cincinnati included: E. McMillan St., was held up and robbed 

P. J. Armany, Baker & Co., New York; of $2,400 in cash and rings on November 

VIRGIN Diamonds Paul Seibel, Hamilton Watch Co., New 14. An hour after the robbery, a struc. 

York; John Shaw, International Silver Co.; tural iron worker was captured by two 

CELLINICRAFT Jewelry Fred Lounsburg, Oneida, Ltd., New York; patrolmen, and admitted police said, tha 

Lawrence Murray, Seth Thomas Clock Co., he was the bandit who cowed five en. 

ASL TOM WAMTNIEE (meee, = ena 4 Thomaston, Conn. ; Willis Patrick, St. ployees with a double-barrelled Army flare 

lisid: ek GM GAMER alee yeu pee, Louis; George Willer, William A. Rogers, pistol and escaped in a commandeered 
in i MMe | (id: D. C. McLoughlan, Western Clock | automobile. 
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WATCHMAKERS ATTEND CLINICS ON TIMING MACHINES 


Ce is $ ; } 
3 $e $ ae Be. 
¢ : $ 
$ 






PROMPT SERVICE ALWAYS ‘ oe. 4 eb = 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 

















* L. D. Stallcup, special representative of Henry Paulson & Co., Chicago, Ill., shown address. 

ing watchmakers at one of the three-night clinics on timing machines held at the Newhouse 

Hotel in Salt Lake City, Utah. At these sessions Mr. Stallcup gave demonstrations, lectures, 
and led open discussions on timing machines and related horological subjects. 


Wl SPECIALIZE... 


in special suites poe Sad us your 
specifications. W. if sabmit a design 







th bhaati Approximately 100 watchmakers from discussion with watchmakers bringing in 
wil rout Oo igation. . * °¢ . . 
three states attended the three-night clinic their own watches for analysis. 
on timing machines held at the Newhouse During the period many watchmakers 


Hotel in Salt Lake City, Utah. Sponsored took advantage of holding personal con- 
by the Paulson Co. of Chicago and sultations with Mr. Stallcup. 


SCHUMER BROT , ERS CO. Freshmans Jewelers Supplies of Salt Lake The series highlighted a year of i 
1] lanupacturing Jeu elers City, the clinics featured the Paulson creased activity for watchmakers in the 
5 EAST THIRD STREET - CINCINNATI, OHIO Time-O-Graph. Salt Lake City region. 


L. D. Stallcup, special representative of ae 
the Paulson Time-O-Graph, gave lectures, 
demonstrations, and led open discussions 
on timing machines and related horological 
DIAMOND-CUTTING Sixes 

The first evening was devoted to a dis- 
cussion of timing machines, their history, 
the principle upon which they work, and 
their application. The value of the ma- 


chine as an aid to the watchmaker was 
FA s) T SERVI @3 clearly demonstrated. DIAMONDS 
The following night watches were timed 
T on the machine, analyzed, and adjusted THE D. JACOBS SONS co. 
LITWIN & SONS while the records made were projected on Wholesale Jewelers 
116 West 4th Street: Grncianals Ohic a screen, thus the entire audience was able 811-13 RACE STREET 


to see the records made. CINCINNATI 2, OHIO 
The last evening was devoted to open 











DISTINCTIVE 
JEWELRY 





EXPERT WORK 
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‘SINCERE REGARDS’ 


GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





8i8 LIBERTY AVE., PITTSBURGH 


undred department heads and employees of Barry's Jewelers, with stores located 
‘1 Los Angeles and Glendale, Calif., gathered on December 8th to celebrate the firm's annual 
employees dinner-dance. Entertainment at the affair was under the direction of Gerald 
Rashall, advertising manager of the Glendale store. Star of the show was Ruben Baron, 
salesman ‘n the Los Angeles store. Jeff Lawrence, of the Glendale store, stopped the show 
with his piano playing in which his boogie-woogie was noteworthy. Honored quests at the 
dinner-dance were the parents of Mr. Behrstock, president of the concern. 


Over one h 














LIKE to SEE the 









Sam Behrstock, shown at left, president of 
Barry's Jewelers, of Los Angeles and Glen- 
dale, Calif., was presented with an etching 
of his portrait at the firm's annual em- 
ployees dinner-dance held on December 8th. 
Gerald Rashall, advertising manager of the 
Glendale store, is shown in act of presenting 












ship that time has proven. In this spirit we, 
your appreciative employees and fellow 
workers, are proud to show our sincere re- 







gards for you." 





Unique Public Relations Program 
Undertaken by Retail Jeweler 


Sponsoring -a public relations program 
to enlighten the youth of Delaware on the 
fundamentals of how to recognize good 
diamonds, executives of the Jewel Box in 
Wilmington, have launched a newspaper 
and direct mail campaign giving grass root 
facts about gems. 

The first in this educational series was 
run as a newspaper advertisement entitled, 
“What Constitutes a Good Diamond.” It 
was eight inches deep by three columns 
wide, and according to members of the 
firm, “Extremely successful in our local 
community.” Direct mail was used to dis- 
tribute hundreds of reprints to educators 








NOW, 


you can convert your 
old style, agate jaw 


JEVIN 
POISING TOOL 


into an up-to-date Ruby Model. Our fac- 

tory will replace the old agate jaws with 
_ the new knife edge Ruby Jaws, 

full 34 inches long, for only . . 9.00 


LOUIS LEVIN & SON, INC. 
782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 
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and other civic youth leaders. These free 
copies, carrying no advertising, were espe- 
cially printed in large lots for availability 
to schools, churches, lodges, fraternities, 
or other similar organizations interested in 
helping promote youthful welfare. It is 
hoped that by a state-wide circulation 
through such organizations, young men and 
young women may better be able to make 
sounder purchases of gems, pearls, and 
other jewelry items. 

Reprints and detailed informations may 
be had free of charge from the Jewel Box, 
West 9th St., Wilmington, Del. 





A. J. Wilson, General Time's 
President, Heads Illinois 
Manufacturers Ass'n 


The Illinois Manufacturers Association 
has elected as president Arnold J. Wilson 
of LaSalle, Ill., president of General Time 
Instruments Corp., whose divisions and 
subsidiaries include Westclox, LaSalle; 
Seth Thomas Clocks, Thomaston, Conn.; 
Stromberg Time Corp., New York; Haydon 
Mfg. Co., Torrington, Conn., and Western 
Clock Co., Ltd., Peterborough, Ont. 

Mr. Wilson, who has been president of 
General Time since January, 1944, has 
been a director of the Illinois Manufac- 
turers Association for ten years. He was 
first vice president in 1947. The associa- 
tion has about 4,500 members. 





Mr. Behrstock with a memorial card signed RETURN 
by all employees which read: "The greatest the coupon 
. gift a man can receive is the gift of friend- and I'll SEND 


you this month's 

beautiful SHOW CARD 
and PRICE TICKET 

SERVICE. on o 


30 DAY FREE TRIAL 


(2S 0 OS OM GM SS 


Send this month's Display Service selling 
for $7.90 a month on a 30 DAY FREE TRIAL, 
EXPRESS CHARGES COLLECT. 







SIGN 
Attach this coupon to your letterhead and mail TODAY. 


1233 SIXTH AVE., NEW YORK 19, N. Y. 
98 Gi AS ees ee ee ee ee 











A GROWING DEMAND 


exists for competent, trained 


WATCHMAKERS 


If you are mechanically adept, 
and want to qualify for this well- 
paying profession, you can do so 
through our courses open to you. 
Physical handicaps do not dis- 
qualify you. 

Or if you are already a watch- 
maker, but want to qualify for a 
higher piane of income—or inde- 
pendent business — our Finishing 
Course wil' do it. 


Write for Catalog 


HOROLOGICAL INSTITUTE 
® THE PACIFIG COAST'S MODERN * 
SCHOOL GF MASTER WATCHMAKING 
2030 BROADWAY ® GLENCORTi-5483 
DAKLAND 12, CALIFORNIA 
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importers of 
ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 




















ROYAL DOULTON 


English Bone China and Barthenware 


DOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN CORPORATION 
2i2 Fifth Ave. New Yerk, N. Y. 











PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ireastene Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 
129 Fifth Ave., New York City 


ROYAL ALBERT 
Emglish Bone China 


MYOTT’S 
English Stafferdshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 
| New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 


- 
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Van Cleef & Arpels, New York and Paris 
jewelers, opened a salon in the swank shop 
of Don Loper, couturier, and most of film- 
dom’s 400 turned out to welcome members 
of the New York staff. Claude Arpels, de- 
signer for the firm, introduced a_ four- 
million dollar collection of gems, an ex- 
hibit which dazzled even blase Hollywood. 

Other representatives of the jewelry firm 








Hollywood Celebrities Attend Store Opening 


who came out from New York for the Open 
ing were Count Serge Kutusoy, Mise 
Angela, and Irving Goodman. 

Loper, who is located on Hollywood’, 
Sunset “Strip,” designs for and Manages 
a custom salon which caters to Most of 
movieland’s celebrities. Millinery, gown 
suits, coats, accessories, and footwear in 
featured. 





(1) Jack Dempsey and former wife, Estelle Taylor, were among Hollywood elite who attended 
opening of Van Cleef & Arpels salon at Don Loper's. Model displays ruby and diamond 
dinner ring, among four million dollars worth of gems exhibited. (2) Actress Barbara Britton 
seems enchanted with expensive diamond necklace being held by Claude Arpels, member 
of the famous jewelry firm. More than 400 famous Hollywood celebrities turned out for 
preview of dazzling gems. (3) Joining in the fun at the opening of Van Cleef & Arpels 
were Claude Arpels, Jess Barker, and wife, Susan Hayward. Party was given to celebrate 
opening of jewelry salon at Don Loper's shop on swank Sunset "Strip." (4) Actress Sylvie 
Sidney and husband, Carlton Alsop (left), admire sapphire earrings at the party. 





New Registered Jewelers of AGS 


The American Gem Society (United 
States and Canada) has just announced the 
ewarding of its title, Registered Jeweler, 
American Gem Society, to the following 
qualified members: Mrs. W. W. Putnam, of 
the firm of W. W. Putnam, Tallahassee, 
Fla.; Robert T. Doughty, Birks-Ellis-Ryrie, 
Ltd., London, Ontario; Vane C. Meador, 
Adams & Meador, Hutchinson, Kan.; Milo 
C. O'Dell, M. C. O’Dell, Inc., Waukegan, 
lil.; George C. Toler, Le Grand Jewelry 
Co., Chattanooga, Tenn.; Holland Cameron, 
Birks-Ellis-Ryrie, Ltd., London, Ontario; 
J. B. Millar, Henry Birks & Sons.,_Ltd., 
Saskatoon, Saskatchewan; Erwin A. Harvey 
and Orlando S. Paddock, of the Paddock 
firm, Hartford, Conn.; C. Fred Muth, C. F. 
Muth, Inc., Jenkintown, Pa.; Miss Maxine 
Scott, Mission Hills Jewelers, San Diego, 


Calif.; Tom Chauncey of the Chauncey 
firm, Phoenix, Ariz.; and Karl Shrode, 
Shrode Jewelers, Sarasota, Fla. 

The award of the Registered Jeweler 
title to these individuals and firms is 8 
declaration that the firms mentioned are 
complying with the business standards as 
advocated by the Society, that the indi 
viduals have completed certain gemological 
studies and have successfully passed seve- 
ral extensive examinations on the subject 
of gemstones and jewelry. 


——— 














SWEDISH CRYSTAL | 
Kosta Alsterfors 


Maleras Bo 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 380th Street New York 10, N. Y. 
PEnasylvania 6-0577 
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OBITUARY 


ser, 81, Decatur, Ill., jeweler 
Bonn died November 11. Mr. Bar- 
her began learning the watchmaker’s trade 
when he was 16 years of age and worked 
at the trade in Springfield, Ill., for ten 
In 1892 he opened his own jewelry 
store in Sullivan, Ill., and 17 years later he 
went to Decatur and opened a jewelry store 
at 100 block North Water St. He is sur- 
vived by his widow and two sons. 
Henry J. Eckert, 72, widely known 
Watervliet, N. Y., jeweler, died of a heart 
attack December Ist in Albany. 

Dave GOLDSTEIN, 49, Columbus, Ga., 
jeweler, died in Columbus on November 
30, He was a partner in a jewelry firm in 

bus. 

_ onl C. Hoover, 52, Certified Gem- 
ologist, of Hood and Hoover, 1165 E. Mar- 
ket St., Akron, Ohio, died suddenly of a 
heart attack on November 26. Mr. Hoover 
had been president of the Northern Ohio 
Guild of the American Gem Society a num- 
ber of times during his years of membership. 
Surviving are his widow and three sisters. 

Artruur W. Jones, 68, jeweler of Paris, 
Ill., for 21 years, died November 4th. For 
a number of years Mr. Jones was associated 
with the C. D. Peacock jewelry store in 
Chicago. He opened a jewelry store in 
Paris, Ill., in 1926 and operated it con- 
tinuously until he was forced to dispose of 
it in July, 1947, owing to ill health. He is 
survived by his widow and a daughter. 

SAMUEL Knopr, 77, who has conducted a 
jewelry business at 58 Colden St., New- 
burgh, N. Y., for the past 50 years, died 
November 21 after a long illness. He is 
survived by his widow, two sons and two 
daughters. 

Mrs. F. G. KRONBERGER, active in the 
jewelry business since 1932 when she, in 
partnership with her husband, started their 
own business at 327 W. 19 St., Houston, 
Texas, died November 13. Survivors in- 
clude her husband, who will continue to 
operate the business under the same name, 
and a daughter. 

Joun S. Lowe .t, veteran watchmaker of 
Boston, Mass., died at his home in Dor- 
chester on December 9th. He learned the 


years. 





watchmaking trade in Waltham, and was 
associated with the Howard Watch & Clock 
Co., Roxbury, before starting his own busi- 
ness 50 years ago. He had conducted a 
business in the Jewelers Building for more 
than 30 years. 

Apotr MELLER, 55, founder of the Adolf 
Meller Co., Providence, R. I., died in 
Miami Beach, Fla., on November 30. Mr. 
Meller, was president and treasurer of the 
Meller concern, manufacturers of black 
onyx and synthetic ringstones for the 
jewelry trade. For many years he was an 
importer of imitation, semi-precious and 
precious stones. In 1937 he established the 
first and only factory of its kind in the 
country, undertaking the making of black 
onyx and synthetic ringstones which had 
been manufactured solely in Germany for 
more than two centuries. During the second 
World War he was an adviser to the Na- 
tional Council of Defense and directed the 
making of jewel bearings for airplane in- 
struments. Mr. Meller was a founder of the 
Rhode Island Refugee Service. Before the 
recent war he financed the immigration 
from Europe to Providence of more than 50 
families. He held membership in the New 
England Manufacturing Jewelers’ & Sil- 
versmiths’ Association and the Jewelers 
Board of Trade. Besides his widow, he 
leaves two daughters and two sons. 

Tom Naco., 38, sales representative of 
the Gruen Watch Co. in Florida, Alabama, 
Mississippi, and parts of Georgia, died sud- 
denly December 10 in Brook Haven, Miss. 
Mr. Nacol, who resided in Tampa, Fla., 
was widely known to the southern jewelry 
retail trade, having represented Gruen in 
that region for the past 1] years. Surviv- 
ing are his widow, two sons and a daughter. 

Joun R. Ureckert, Jr., 47, co-owner and 
manager of the Ueckert Jewelry Co., Tex- 
arkana, Ark., died suddenly at his home 
there December 9. The deceased leaves his 
widow and a son. 

Hersert C. Watsu, 75, who had been in 
the jewelry business at Newark, N. J., for a 
number of years, died November 26 at his 
home in that city after a long illness. Sur- 
viving are his widow, a son and a daughter. 











NEW RETAIL ENTERPRISES 





Gordon’s Jewelry Store, 501 E. Houston St., San Antonio, Texas. 
Floral Park Jewelers, 115 Tyson Ave., Floral Park, N. Y. 

The Laurinburg Jewelry Co., Main St., Laurinburg, N. C. 
Blackman Jewelry Store, 114 W. Commercial St., Lebanon, Mo. 


Royal Jewelry, 308 Fifth St., Orange, Texas. 


Hart’s Jewelry Store, 126 W. High St., Lima, Ohio. 

Spalding’s Jewelry Store, 45 North Gratiot, Mount Clemens, Mich. 
McMullen’s Jewelry Store, 1659 W. Market St., Akron, Ohio. 

Carson’s Jewelry Store, 215 East North St., Decatur, Ill. 

BoMont Jewelers, Inc., 616 Federal St., Camden, N. J. 

Goodman’s Jewelers, South Broadway & Second St., Rochester, Minn. 
Hollingshead Jewelry Store, North Main St., Marseilles, Ill. 

Ayre & Taylor Jewelry Store, Fifth and Cherry Sts., Winston-Salem, N. C. 


Richard’s, 173 N. High St., Columbus, Ohio. 


King’s Jewelers, 1618 Seventh Ave., Beaver Falls, Pa. 

Daniel’s Jewelry Store, 112 West Chicago Road, Sturgis, Mich. 
Rogers Jewelry Store, 123 North Main St., Benton, Ark. 
Parker’s Jewelry Store, 29 Capitol St., Charleston, W. Va. 


FOR JANUARY, 1948 

















| Where to Buy 
| China and Glass 











ASTLETON CHINA 


INCORPORATED L. E. HELL MANN, President 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRAOEB 

MADE IN AMERICA- MADE OF AMERICA 

212 Fifth Ave., New York, N. Y. 


& 








ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelece 2-S702 and CHelsca 2-2568 

















THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


mA) om 1556 MERCHANDISE BART 
BONE CHINA 


Ahnsh U.S.A. Representatives 


FISHER, BRUCE & CO. » 


Phila.: 221 Market St. « New York: 1107 Broadway 


Keusinrfiion 


Giftwares of Distinction 
KENSINGTON METAL — GLASS 
KENSINGTON, INC. NEW KENSINGTON, PA. 
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FINLAND CERAMICS and CLASS CORPORATION 


A TTT 
SUOMI 
FINLANDIA 


Crystal China-Folence Art Pottery 
225 FIFTH AVENUE 


LEVY BROS. CHINA CO., inc. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom Showroom 
79 Fifth Avenue 225 Fifth Avenue 


MARY RYAN ‘sccessones 


FURNITURE 

















GIFT AND ART 
Merchandise Mart, Chicago NOVELTIES 


225 Fifth Avenue, New York 
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How to Make a Balance Staff 





First in a new series of articles concerned with the making 


of a replacement balance staff. This part considers making 


measurements and the tools and materials which are required. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author.) 


HEN a duplicate balance staff is unavailable and 

the nearest “match” requires too many adjust- 
ments, it is better to start from the raw material and 
make a new staff. 

One often hears that this skill is unnecessary, but it is 
hardly necessary to point out that in everyday watch 
repairing a competent watchmaker makes many different 
alterations in the various staff jobs he encounters and 
actually, the sum total of these represents the equivalent 
of the work involved in making the complete staff. One 
who can make a staff certainly is able to alter a ready- 
made staff to fit. 

This chapter will deal only with the making of the 
staff. Finishing and polishing has been covered in the 
chapter dealing with “Adjustments to the Balance Staff.” 

When the old staff is available and has served well up 
to the time of its breakage, it may be used as a sample. 
To guard against its being lost, a sketch is made and the 
measurements listed similar to those shown in Figure 1. 

It will be noticed in this illustration that many of 
these dimensions may be secured by mathematical deduc- 
tion. For instance, the height of the hairspring post to 
the tip of the pivot (C) is obtained by deducting height 
(D, E, B) from height (A). The length of the roller 
post (B), is obtained by subtracting heights (E, C, D) 
from (A). This system may be continued until all indi- 
vidual heights or gauges are secured. A review of the 
chapter, “How to Match a Balance Staff,” will also help 
in understanding how the measurements are obtained. 

Sometimes the old staff has been lost or its characteris- 
tics and measurements have been found faulty. In such 
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Fig. I. Old balance staff is first 


sketched (to guard against its loss) 
and dimensions ore secured therefrom. 
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Thousands received new watches at Christmas. 
Thousands more received gifts of cash, some 
of which will be used to have watches repaired 
in the months ahead. 


January is the time to invite this profitable 
business and each watch-repair customer be- 
comes a prospect for a jewelry sale. 


And, January is the month to prepare for han- 
dling watch repairs — better work, done 
quicker, more efficiently, more economically, 
more profitably—with a WatchMaster. 


Write for our “2-way Profit-plan” booklet 


The Watch Master produces a printed chart 
record, showing the 24-hour rate of any 
watch in any position, indicating the 

Pes cause of any irregularity—all in 30 seconds. 







AViilowleill Me Militias me witli lio Roem bi toe 
5B 0 FiIrFtsH a ee ae ee YEW YoRHR. » oe wi‘ 


Distributors of Western-Llectric Watch-rate Recorders 


FOR JANUARY, 1948 











a case, the new staff will have each part made “custom 
built” to fit according to its needs and available space. 

The thickness of the pivots and the shoulders of the 
staff are obtained from the parts into which they fit or 
parts which fit up on it. The heights of the shoulders and 
hubs are obtained from the movement. A millimeter mi- 
crometer may be used to aid in obtaining these measure- 
ments. 


HEIGHT OVER-ALL 

The complete length of the staff, from pivot tip to the 
opposite pivot end is called the “height over-all” (A, 
Fig. 1). This is obtained by using the micrometer to 
gauge the thickness of the movement at a point directly 
over the upper and lower cap jewels as shown in Fig. 2. 




















Fig. 2. Over-all height determined 
by subtracting cap jewel thickness. 


From this measurement (D, Fig. 2) subtract the thick- 
ness of the upper cap jewel (B) and the thickness of the 
lower cap jewel (C). The result will be the height of the 
new staff (A, Figs. 1 and 2). 

The next measurement to be obtained is the height of 
the roller post (B, Fig. 1). This includes the lower pivot. 
The height of this post is obtained by gauging the move- 
ment from the top of the pallet bridge to the bottom of 


KZA 








Fig. 3. The best method of deter- 
mining height of the roller post. 


the lower plate (A, Fig. 3), as shown. Subtracting the 
thickness of the lower cap jewel (C, Fig. 3) from this 
gauge will give the height of the roller post measured 
from the tip of the lower pivot to the roller seat on the 
balance hub. 

The distance from the tip of the upper pivot down 
to the lowest part of the hairspring post is measured next 
(C, Fig. 1). This is obtained by placing the hairspring 
in the balance bridge and levelling it in its natural posi- 
tion so that it is true in the flat. The hairspring may sag 
in the middle due to the weight of the unsupported collet. 
The micrometer is then adjusted so that one jaw rests 
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over the upper cap jewel and the other under the collet 
The micrometer is turned so that the collet sag js taken 
up and the hairspring becomes level and flat, simulating 
the position it assumes when the balance is assembled 
The measurement on the micrometer at this point is then 
noted. Subtracting the thickness of the upper cap jewel 














Fig. 4. Determination of height of 
hairspring post with upper pivot. 


(B, Fig. 4), from this gauge will result in the height 
of the hairspring post including the upper pivot (C, Figs, 
1 and 4). 

To obtain the height of the balance shoulder (D, Figs, 
1 and 5), sometimes called the riveting shoulder, gauge 
the thickness of the balance arm or spoke and add to 
this measurement .10 mm. for wrist watch staffs and 
.15 mm. for pocket sizes. The result will be the measure. 
ment (Figs. 1 and 5D) of the balance shoulder. The 
extra .10 or .15 mm. is provided to supply enough metal 
to be riveted on the balance arm. 

For the moment, we have all the heights of the staff 
needed except the balance hub. However, this is easily 
obtained if we add heights C, D and B and subtract this 
total from the height over-all (A). 

Previously we had determined the distance from the 
lowest part of the balance to the tip of the upper pivot 














Illustrating method of de- 
termining height of balance shoulder. 


Fig. 5. 


and the distance from the roller seat at the base of the 
roller post to the tip of the lower pivot. The connecting 
distance is occupied by the balance seat. The height of 
the balance seat also determines the clearance between 
the balance rim and the pallet bridge. 

The heights of the pivots and the thicknesses of the 
various shoulders or posts and pivots will be found during 
the actual operations of making the staff. 

Where the sample is available, the thicknesses are easily 
noted by gauging with a micrometer. These measure- 
ments should include the pivots, balance shoulder, hair- 
spring post, and the base of the roller post, as well as the 
tip of the roller post to note the amount of taper needed. 


TOOLS AND MATERIALS 
The five gravers shown in Figure 6, a micrometer and 
the polishing materials and tools illustrated in the chapter, 
(Please turn to page 336) 
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Order America’s fastest-selling Kitchen 
Clocks and this handsome metal display! 


© The latest surveys show what you probably know: women 
want more and still more of these attractive General 
Electric Kitchen Clocks! The demand (we’re telling 


you!) is heavy, continuous. 


Now you can get the most popular of all the new 
General Electric Kitchen Clocks in this fast-moving 
package: SEVEN clocks in all... SEVEN kitchen clocks! 
Plus, plus, PLUS a sturdy and colorful metal turntable 
display which shows off these much-wanted clocks to 
the Queen’s taste! 


This ingenious merchandiser itself is some bargain! 
Will act as a “silent salesman” on your counter month 
after month. The clocks are fair-traded for fast turn- 


over—at popular prices! 























1. CHEF TIMER—a most useful combina- GENERAL G4) ELECTRIC 
tion electric kitchen clock and 60-minute | 

timer! Times any household task to a sec- 
ond—or up to an hour. Especially useful for 
pressure-cooking. In popular ivory color to 
fit any kitchen color scheme. 


2. EPICURE—a new “streamlined” kitch- 
en clock, whose thin, beveled edges taper 
down and give that desired “built-in” look! 








Gleaming plastic case in white and ivory. 


= ee 


3. GARCON—the clock with the “clean- 
cut” look and the easy “readability”! Avail- 
able in red and green. A standout value. 


4. NEW HOSTESS—another goodlooker— 
the “pie crust” case in colorful plastic. 
The NEW HOSTESS will add a decorative 
and useful note to your kitchen. In white 
and red. 





Set yourself up in the kitchen clock business today. 


TRE PACKAGE (Kitchen Clock Assortment #1) includes 7 new- 
and-wanted General Electric Clocks—twoeach of the Epicure, 


Garcon, and New Hostess models, and one Chef Timer PLUS 
the handsome metal counter merchandise display. Contact your GE N ERAL @ ELE CTRIC 
distributor for details today! Appliance and Merchandise De- 
partment, General Electric Company, Bridgeport 2, Conn. 
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OLDERING—I have no trouble soldering ring joints, 
etc., but now am up against something else, a brooch 
(gold) that was put together by soldering, and one sold- 
ered part is so near where I must solder on a new catch, 
that the heat will melt the other solder. How can I play 
safe? (Question No. 6000) N. M. 


Answer—HMix plaster of Paris, 2 parts, and shredded 
asbestos, 1 part. Keep this on hand for jobs as described. 
Add water to the dry mixture, to make a very thick 
paste. Apply this to cover parts including any solderea 
places, near where the new soldering is to be done. The 
heat you apply will dry the plaster, around and supporting 
the solder that shouldn’t be disturbed, so that the heat 
you use for the new job will do no harm to the original 
joints. Plaster of Paris may be obtained at any hardware 
or drug store. Shredded asbestos is sold by jewelers’ 


supply dealers. 
SeneenC TING PEARLS—How can I protect pearls 


in a ring that has to be soldered, to prevent damage? 


(Question No. 6001) H. M. 


Answer—Although it is common practice, and is 
considered safe, to solder diamond-set jewelry without 
removing stones, we advise against attempting to do this 
on jewelry set with pearls; better play safe and take 
pearls out, and re-set them after soldering and polishing 
the job. Pearls are much more sensitive to heat, and 
could be ruined even after applying a mask or invest- 
ment of wet paper prior to applying heat. 


ONICAL PIVOT—In forming a conical pivot, is there 
any rule for getting the correct proportion of pivot 
to base? (Question No. 6002) E. N. 


Answer—Yes; there is a rule, based upon securing 
(1) the maximum strength of pivot against breakage or 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I—? 


bending under a shock like when a watch falls on a floor 
or suffers a blow; and (2) perfectly safe clearance of 
the acting (cylindrical) portion of the pivot in its jeweled 
bearing. These requirements are fulfilled, in normally 
designed bearings, by making the cylindrical portion of 
the pivot of a length twice the diameter of the pivot. 
Longer than this, would make a pivot unnecessarily liable 
to bending or breakage. Shorter, the beginning of the 
“conical” or curved portion of the pivot would be apt 
to bind in the jewel-hole, in the position of the watch 
with that pivot downward. 


| preeageter BALANCE STAFF—Do you recommend 
these tools or staking-tool attachments that are for 
removing balance staffs with a hammer? (Question 


No. 6003) A. T. 


Answer—No; a staff cannot be removed that way, if 
of usual type, without straining or distorting the balance- 
arms, usually in a way that makes re-truing the balance 
impossible. The design of staff that has a groove turned 
below the rivet, may be knocked out without damaging 
the balance. But it takes very little time to turn off the 
head of a rivet; or with carboloy or other “cemented 
carbide” gravers, even the hub of a staff may be quickly 
turned off, to free the balance safely. We think it pays 
to remove staffs by turning off either the rivet-head or 
the staff-hub, and so taking no chance whatever, of 
damaging the balance. 


‘wee CLEANING—Why couldn’t clocks be cleaned 
in a machine, like watches? Seems as if this would 
save time on that work. Are there any clock cleaning ma- 


chines obtainable? (Question No. 6004) A. F. G. 


Answer—Recently the L. & R. Manufacturing Co., 
577 Elm St., Arlington, N. J., announced a new model 
cleaning machine, under the name of “Industrial Cleaning 

(Please turn to page 336) 
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A new 





PIN-WALL ALARM .. . A new Telechron electric alarm that pins up, 


with a simple push-pin, on the wall. Alarm switch is on front. Ivory 

color with contrasting mahogany color at its decorative base. To 

CR Oe I on vince clbekscccccnccnescnadidavcessnsisinsnceans $7.95 
cs) 








WICKFORD ... Authentic period style Telechron in mahogany finish, 
with white holly inlay. Hour and half-hour strike. Roman numerals. 
ee ee N.C on scuvenccctecenadaivasaaaseadestbekss ae 


Here are your answers to the demand for hand- 
some showpiece electric clocks. In gleaming wood, 
gracefully styled, rich in detail, these new Tele- 
chrons add a smart note to a room; they make 
really fine gifts. 


And because they’re Telechrons, you can rec- 
ommend them with pride as timepieces that can 


MAHOGANY AIRLUX .. . Telechron alarm and occasional clock, be depended on for years of accurate service 


modern and smart. 


Mahogany wood-block case, numeral band in 


goid-colored metal, etched and filled. To retail at about...... $14.95 They never need winding, oiling, or regulating a 





they never run fast or slow. Every one has the 
famous long-life Telechron motor that has long 
been making accurate Telechrons the best-selling 
electric clocks in the world. Place your order for 
these four Telechrons with your distributor now. 


TELECHRON INC. © ASHLAND, MASSACHUSETTS 


THE FIRST AND FAVORITE ELECTRIC CLOCK 


RESOLUTE . . . Nautical design Telechron, mahogany finish wood case E&Leecreic Ccinmere 


with decorative carved rope trim. Strikes the hour and half-hour in 
ship's bell sequence. To retail at about.....................05. $37.00 
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HOW TO MAKE A BALANCE STAFF 
(From page 332) 


“Adjusting a Balance Staff,” are most of the tools needed 
in this operation. While the five gravers pictured are 
rather helpful, the use of gravers by watchmakers is not 
uniform. Some watchmakers have a favorite graver to 
which they have so accustomed themselves that they vir- 
tually use this one alone to perform all the operations 
in staff work. Most watchmakers, however, possess a col- 
lection of gravers, many of these shaped to suit a par- 
ticular purpose. The use and purposes of these gravers 
will be explained as the need for them arises. 

The material used in making a staff is drill rod or 
high carbon steel. The diameter of the metal should 
exceed slightly the thickest part of the staff, namely the 
balance hub. This will allow for.waste and truing up the 
metal as it is being “turned.” The balance hub should be 
slightly smaller in diameter than the width of the balance 
arm measured at the balance hole. (This is shown in Fig. 
7). This must be tempered before being placed in the lathe. 
The following tempering process is a standard practice 
that has had the benefits of long use and found quite 
satisfactory for hand-made staffs. 

The steel is first heated to a dull red and plunged into 
cold water or oil. This makes the metal dead hard. The 
rod is polished so that the annealing color may show up 
better. Polishing may be done with crocus cloth until 
some shine appears. The flame which heated the rod is 
then lowered so that when the rod is placed over it, the 






























































Fig. 6 These 
five gravers, plus 
a micrometer 
and the polish- 
ing materials il- 
lustrated in the 
chapter on ad- 
justing a_ bal- 
ance staff are 
all items needed. 
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heating process is much slower. This will help in C0 
trolling the at.:ount of heat to be absorbed by the polishea 
steel rod. The rod may be placed in the “bluing pan’ 
which receives the flame. The pan is moved gently oy, 
the flame so that the rod absorbs the heat evenly, Aj fra 
the rod will turn a light straw color. Next it will typ, 




















a 


Fig. 7. Balance hub should be 
smaller in diameter than width 
of the balance arm at the hole. 


darker and assume the color of red wine. Almost in. 
mediately after this, the rod will assume a rich blue color 
similar to that of a blue watch hand. As soon as this 
color appears, the rod is thrust into the cold water or oil, 
Steel “tempered” to this color may be cut on the lathe 
with sharp gravers resulting in a fine cut with a polished 
lustre. Staffs cut from this tempered stock need no further 
tempering. 

To permit the metal to be heated beyond the blue color 
will leave the steel too soft. Beyond the blue color, the 
steel will lose its lustre and turn to a dull grey and if 
heated still further will become red hot again. 

Tempering the staff after it is made requires many 
extra skills and may result in warping the staff. Some 
watchmakers prefer to temper their staff metal to a wine 
color and use the carboloy gravers to cut the staff. While 
this may be satisfactory for some purposes it may leave 
the pivots too brittle and may prevent the staff from being 
properly riveted as well as damaging the riveting punches. 

(To be Continued) 





WORKSHOP QUESTIONS AND ANSWERS 
(From page 334) 


Machine,” which uses the same principle as watch clean- 
ing machines, but has work-holding baskets large enough 
for aviation instruments, clocks, etc. This seems to be 
what you have in mind. We suggest inquiring of your 
material dealers; or, if necessary, you could write the 
manufacturers at the address given. 


EMENT—On an old French clock, the dial numerals 
are on plaques of white porcelain. One of these has 
come off of the brass dial plate, and nothing we have 
used as cement will stick; it dries and lets go, and the 


plaque drops off again. What cement will hold securely ? 
(Question No. 6005) P. L. O. 


Answer—A brand of cement recently placed on the 
market, sold by hardware and drug stores, is “Miracle” 
cement, which has the property of holding securely to 
non-porous surfaces like metal, porcelain, glass, etc. We 
can recommend it for job like the one described. Dr 
rections for using it are on the package. 
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GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 
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Filings—Scrap Gold and 
Platinum—Metals 


Your Old Gold Shipments 
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Kastenhuber & Lehrfeld, Inc. 


| 21 West 46th Street Tel. BRyant 9-1060 New York 19, N. Y. - 
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FIT-TITE MOULDED GLASS 


Wateh (hystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS * ROUND BALLS * ROUND FLAT TOPS 


.»e precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
Write for the new FULTON ~~ those capable of being modernized with moulded 
Moulded Glass Watch Crystal == Gass crystals. Completely finished and ready for 
Catalog No. } ’ —_* 

dustproof fit without further grinding. An opportu- 

nity to profit from the vast, new market in moulded 


' fl } glass with the finest quality moulded glass crystals 
) you —or your customers —can buy. 
7 Cabinet Assortments or refills. 


Your material jobber will supply you. 


























121 FULTON STREET, NEW YORK 7, N.Y © ESTABLISHED 1931 
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Hamilton Watch Co. Sponsors 
Christmas Television Program 
For Hospitalized Veterans 





i 


Starred in Hamilton's Christmas television 
show was lovely Ilona Massey. 


Screen star Ilona Massey and night club 
comedian Harvey Stone were featured 
among other acts on the Hamilton Watch 
Company’s Christmas day telecast from St. 
Alban’s Naval Hospital. The program, 
from 3:00 to 4:00 p.m., was telecast over 
the NBC Television network and _ took 
viewers inside one of the wards showing 
the entertainment provided for the patients 
confined to the hospital over the holiday. 
In addition to the stars who appeared on 
the show, sound films of the Hamilton 
Watch Company Chorus, who sent their 
Christmas greetings to the boys in the 
hospital, were shown. 

This was one of two Hamilton telecasts 
during the holiday season, the other being 
the first television transmission of a New 
Year’s Eve celebration from Times Square, 
New York. Advantage of the timeliness of 
the occasion was taken by references to a 
Hamilton watch giving the number of min- 


utes “before 1948.” 


Camfield Announces Change 
In Distribution Arrangement 


The Camfield Mfg. Co. has announced 
the cancellation, effective February 1, 1948, 
of its contract with the D. E. Sanford Co., 
manufacturer’s representative. Thereafter, 
Camfield will handle its own distribution, 
and is now in the process of appointing 
its own factory representatives for all ter- 
ritories of the United States. Announce- 
ment of the various representatives and 
their territories will be made shortly. 

Edward L. Taylor, Vice-President in 
charge of Sales and Advertising, foresees 
a closer working relationship with dealers 
and distributors under the new arrange- 
ment. Camfield’s principal product is their 
automatic toaster. They also manufacture 
fluoroshields for fluorescent lamps, and a 
line of laminated wood products including 
serving trays. 
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Oneida Distributes Christmas Bonus 


Employes of Oneida Limited received a 
heartily welcomed announcement over the 
loud speaker system in the company’s 
plants and offices at Oneida, N. Y., on 
Wednesday, November 26. 

A Christmas monus based upon the com- 
pany’s profits in 1947 is to be paid to 
everyone who has been in the cumpany’s 
employ for six months or more on Novem- 
ber 30, 1947. It was explained by M. E. 
Robertson, General Manager. Weekly, 
hourly and piece workers who have been 
with the company for six months or more 
but less than one year, will receive pay- 
ments amounting to 20 hours of their base 
pay, while those who have completed one 
year or more of continuous service on No- 
vember 30th will receive a bonus payment 
amounting to 40 hours. 

Salaried workers who have been with 
the company for one year or more will be 
given two per cent of their current annual 
rate and those with six months or more but 
less than one year will receive one per 
cent of their annual salary. 

“It should be emphasized,” said Mr. 
Robertson, in his statement to the company 
personnel, “that declaration of this profit 
bonus at this time is not in any way a 
commitment for the future or part of a 
regular continuing plan but is based en- 
tirely upon the results accomplished in 
the third quarter of 1947.” However, ii 
is not a gift from the management or 
stockholders, he declared, but is extra 
money that has been truly earned by the 


men and women of Oneida through their 


hard work and grand cooperation. 


Parkers of Transparent Lucite 
Make Demonstrations Clear 














e 


A new transparent Parker “51” demon- 
strator pen is now being made available 
to retail sales personnel selling the pen 
company’s line throughout the country, it 
has been announced by James N. Black, 
vice president and general sales manager 
of The Parker Pen Company. 

The pen, constructed with a clear Lucite 
barrel, has been added as an extra sales 
aid to retail salespeople in demonstrating 
to prospective customers the correct filling 
procedure and various mechanical features 
of the Parker “51” Pen. 


Phillips Joins Eichberg 


Harold G. Phillips who has been active 
in the jewelry field for 25 years has joined 
the firm of Eichberg & Co., in a sales 
capacity. 








a, 


Cards for Gift Enclosures 





A new item highly appropriate for those 
retailers who depend for a considerable 
part of their volume on gift buying has 
been introduced by the John Henry Co, 
Lansing, Mich. 

Named the “Card-Pak,” it consists of g 
box of 12 gift enclosure cards with match. 
ing envelopes in an acetate top box and 
retails for 25 cents per box of 12. The 
cards are attractively decorated with col- 
ored pictures of flowers, dogs, children, 
etc., and provide ample space for the 
donor’s name and a line or two for birth- 
day or other greetings. 

The cards are shipped to the retailer 
in packages of three dozen Card-Paks each, 
and the carton in which they are sent is 
so designed that it opens up to make 
a simple but attractive counter display and 
merchandising unit, as shown in the above 
illustration. 


-_—--  ——-- = 


Advertising Consultation Service 
For "'Lovebright"’ Ring Dealers 


A. Edward Fisher & Co., Inc., New 
York, diamond importers and makers of 
“Lovebright” diamond rings, has appointed 
New Era Advertising, Baltimore, as their 
agency. Albert Tralins is the account 
executive. 

Coupled with this appointment is the 
formation of a new sales promotion depatt- 
ment, throogh which “Lovebright” dealers 
will be offered a unique plan, whereby 
they may avail themselves of advertising 
and display consultation without cost. Pre- 
pared newspaper mats, window and coun- 
ter displays, car-cards, direct mail pieces, 
radio scripts and transcriptions, and other 
promotional aids will be used extensively. 

The company will continue its large ad- 
vertising schedule in trade journals and 
a substantial list of leading national con- 
sumer magazines. 


Heller & Heller in New Offices 


Heller & Heller, wholesale jewelry dis- 
tributors, announce the removal of their 
offices to new and more spacious quarters 
at 1025 Broad Street, Newark, where they 
will continue to serve the retailer ex 
clusively with watches, clocks, stone rings, 
cultured pearls, silverware, and gold jew: 
elry. The new phone number is Mitchell 
3-8036. Special announcements are now 1 
the process of being mailed. Heller & 
Heller were formerly located at 17 Acad- 
emy Street. 
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Mr. JEWELER: 


We will prove it. 


o Ponded—o 


Graduate Watchmakers 


We will protect you 
with a $100.00 Bond 


on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
women who are capable of repairing and rating cus- 
tomers’ watches in all positions to WATCHMASTER 
perfection. 

If, therefore, any graduate of W. P. H.I. that is placed 
with you and recommended by us as capable of meeting 
your requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. | 

To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 
NATIONAL COUNCIL 
OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


© Nationally accredited by the United Horological Association 
of America. 

e Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 





© Approved School for Veterans Training under the G.I. Bill |, 2-937 is a new interpretation of an ever 
f Rights 4 popular mantel style. Westminster 
° ents. : Chimes. Retails for $45 plus tax. 


The World's Largest Watchmaking School 
William O. Smith, President and Technical Director 


1. Tops in teaching watchmaking 
2. Finest school training 
3. Capable Proficient Graduates 


4. Most completely equipped school in 
the World. (over 48 Watchmasters) oi. uname ¢, 


p , iliustrated. | Mahogany 
Our Watchmaster curriculum compiled under the case. 80 in. high. Moon 
supervision of Charles Purdom, Author of Scientific Chimes. Retails for $425 


Timing. {7 plus tax. 


MOTORED 


For further information wire or write at once. 


Western Pennsylvania Horological Institute, Inc. NEW YORK OFFICE AND SHOWROOM: 37 West 47th Stree 


Dept. 52 807 Ridge Avenue Pittsburgh 12, Pennsylvanie SAN FRANCISCO SHOWROOM: 566 Western Merchandise Mart 
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Unusual Christmas Greetings 
Sent by Longines-Wittnauer 





A giant Christmas card in full color 
which could be used as the focal point of 
a window display, was the holiday greet- 
ing sent by the Longines-Wittnauer Watch 
Co. to their retail jewelers, this Christmas. 

The ecard, which is shown in the illus- 
tration above, is in green and red foil, 
trimmed with red ribbon and silver tinsel. 
The tree is sprayed with flitter to simulate 
snow and to reflect light. The old-fash- 
ioned figures dancing around the Longines 
watch are symbolic of the period of the 
establishment of the company. 

Also distributed by Longines-Wittnauer 
as a Christmas remembrance to its dealers 
was the sixth in a series of annual albums 
of recordings of famous selections played 
by the Longines-Wittnauer Symphonette. 
This year’s collection consists of the over- 
tures of four famous grand operas— 
Orpheus, Carmen, The Barber of Seville, 
and Porgy and Bess. 

The Symphonette, which has won nu- 
merous radio awards for its broadcast per- 
formances of “The World’s Most Honored 
Music,” is conducted by Michel Piastro, 
and is heard each Friday night from coast 
to coast over the Mutual Network. 





National Silver Salesmen 
Hear 1948 Promotion Plans 


The merchandising, sales and promo- 
tional plans for 1948 of the National Sil- 
ver Co. were outlined to the sales staff 
at the annual salesmen’s convention held at 
the Pennsylvania Hotel, New York, during 
the week of December 15, and at simul- 
taneous conferences at the company’s Los 
Angeles and Miami branches for the sales- 
men in the Western and Southern terri- 
tories. 

Vice-President Bernard Bernstein, ad- 
dressing the group in New York, expressed 
confidence that 1948 would be a year of 
excellent sales opportunities for the manu- 
facturer or merchant who offers merchan- 
dise of quality and style, at prices which 
the consumer is able and willing to pay. 
National Silver Company’s goods and pol- 
icies, he said, are in line with those re- 
quirements. Furthermore, substantial ap- 
propriations have been made for advertis- 
ing the company’s lines in both consumer 
and trade magazines, he added. 

During 1947, the company augmented its 
manufacturing facilities by expansion of 
several of its factories and by the addi- 
tion of new automatic machinery in each 
of them. Appropriations for further ex- 
pansion have been set aside for 1948, since 
in spite of stepped-up production since the 
end of the war, the company still finds it- 
self unable to meet the demand. 
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Aids to Valentine Promotion 


An attractively gotten up book of prac- 
tical Valentine’s Day promotional ideas for 
the jeweler has been issued by Elgin Amer- 
ican, Elgin, Ill., prominent compact man- 
ufacturers. 

In it are set forth both the merchandis- 
ing possibilities for the jeweler on that oc- 
casion and a wealth of suggestions to help 
him to capitalize upon it. Included are 
details of the aids provided by Elgin 
American, such as their weekly radio pro- 
gram, their national advertising campaign, 
newspaper ad mats, gift cards, window and 
counter display material, sketches for win- 
dow displays, and scripts and photographs 
for publicity stories. The jeweler is thus 
given a complete well-rounded package of 
merchandising ideas that he should be able 
to use to good advantage in capitalizing to 
the fullest upon Valentine Day gift busi- 
ness. 


—_— ———— 


Sales of Parker Pens 
Hit All-Time High 


Despite scattered pessimistic predictions 
concerning the specialty field, The Parker 
Pen Company’s sales have continued to 
soar to new all-time highs with the Christ- 
mas rush, according to James N. Black, 
vice president and sales manager. The 
company’s dollar volume of sales was 13 
per cent higher in October than the pre- 
vious best sales month (May, 1947) in the 
history of the company, Mr. Black report- 
ed, and 33 per cent ahead of October, 1946. 

From present indications November, 
1947 will show even greater sales, both in 
dollar volume and in number of units, Mr. 
Black said. 


—_______— 


General Mills Makes Millionth lron 


On Wednesday afternoon, November 26, 
General Mills’ Home Appliance Depart- 
ment’s 1,000,000th electric iron came off 
the assembly line—eighteen months from 
the time that manufacture of this item was 
started in June, 1946. 

While there could be no definite veri- 
fication, company officials were certain that 
the manufacture of 1,000,000 electric irons 
in an eighteen months’ period had estab- 
lished an all-time record for the produc- 
tion of a single model in this field. And 
it was made, they pointed out, despite the 
fact that General Mills started from 
scratch in the home appliance business. 

Officials of the company are frequently 
asked why this concern, which for many 
years concentrated in the flour milling field 
with such products as Gold Medal flour, 
Bisquick, etc., should have embarked upon 
the manufacture of electric appliances. 
The reason is that during the war Gen- 
eral Mills converted its machine shop, 
which the company has always operated 
for the maintenance of its milling equip- 
ment, into an engineering production unit, 
lurning out war equipment; and with the 
end of the war it was felt that the produc- 
tion know how which had been developed 
in this shop during the war should not be 
thrown away. 

The question was only to what type of 
products the available equipment and proc- 
esses could be most readily adapted, and 
electric home appliances was the answer. 
The Tru-Heat iron was the first item to 
be introduced in the line and has met with 
a remarkable degree of success. 








Production of ASR Lighters 
Increased to Meet Big Demand 


With holiday sales for the new ASR. 
lighter exceeding expectations, Milton 
Dammann, President of the American 
Safety Razor Corp. (Gem Safety Razors) 
who are the producers of the new lighter 
announces that the company is planning 
extensive production increases for the new 
item. He predicts that well over 1,000,000 
of the lighters will be produced and sold 
in 1948, 

The A.S.R. is operated by simply rolling 
down a small latch which automatically 
snaps the lighter open and ignites the wick 
It- has only three moving parts—the safety 
latch, a spring which opens the cover and 
turns the flint wheel, and the flint whee] 
itself. All mechanism is completely covered 
and the working parts shielded from dust. 

The lighter is available in two styles 
which were selected by a panel of leading 
retail jewelers out of an assortment of 19 
suggested designs. Both are rhodium plated 
packaged in a box of simulated reptile 
leather, and retail at $7.50. 

A substantial advertising campaign js 
being conducted which includes full pages 
in several leading consumer publications 
and cooperative newspaper advertising 
with retailers. Window and counter dis- 
play cards are also provided, and various 
motion picture, television and radio pub- 
licity tie-ups are now being arranged for 
1948. 


Sheaffer Introduces ''Fineline" Pens 
In Conventional and Ball Point Types 





An intensive sales test of the new $1.50 
ball point and $1.50 conventional pen of 
the “Fineline” Division of the W. A. 
Sheaffer Pen Co., was undertaken in the 
highly competitive California market, be- 
ginning November 19, and key dealers 
there reported their initial shipments sold 
out in the first two days. 

Both pens are available in a choice of 
black, red, blue or green plastic trimmed 
with stainless steel bands and_ clips, 
mounted in assorted colors on counter dis- 
play cards with a dozen pens to a card. 
The one of conventional type has a selec- 
tion of four points—medium, fine, extra 
fine or shorthand. A refill for the ball 
point includes a new writing unit as well 
as the cartridge of writing fluid. 

Both of the two new products have been 
released for nation-wide distribution with 
deliveries beginning in January. 


——<—_ 


Al Davis Represents Manleigh 
Al Davis, 29 East Madison St., Chicago, 


who is well-known to the wholesale jewelry 
trade through many years in the field, is 
now representing Manleigh, Inc., in the 
Middle West, according to an announce: 
ment by Irving J. Hopfenberg at the Man- 
leigh factory in Providence. 
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"THE OLD RELIABLE 
WESGO PLATING OUTFITS 


You can't go “Wrong” on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literoture, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street o San Francisco 7, Calif. 






























For Sawing - Slotting - Milling 
__ Cutting Up Stock - Winding - Etc. 
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BED: Hand Scraped, “’V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
zontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 — 1400 — 2200 — 
3400 RPM using 1800 RPM Motor. 
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REYNOLDS HAS PRESSES! 
SCREW TI (> POWER 


‘ REYNOLDS REYNOLDS 
I( scREW PRESS 4 FOR POWER 
PRESSES 


REYNOLDS 
\FOR FOOT 
| PRESSES 


REYNOLDS macuinery co. 


303 EDDY STREET — PROVIDENCE 3, RHODE ISLAND 
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GILBERT «am CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


CLOCK MAKERS TO THE NATION SINCE 1807 


WINSTED, CONN. 
Laconia, N. H. 
141 W. Jackson Blvd. 
Chicago 4, TI]. 











551 Fifth Avenue 
New York 17, N. Y. 
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Gruen Watch Co. Introduces 
New Self-Winding Model 





The new self-winding Gruen "Autowind" 

which will be introduced this spring, will be 

available in both stainless steel and 14- 
Karat gold cases. 


The Gruen Watch Company will intro- 
duce in January the Gruen “Autowind,” a 
self-winding watch which will be available 
in both stainless steel and 14-Kt. gold 
cases. The movement embodies the Gruen 
Veri-Thin principle, giving the watch ex 
treme thinness and permitting smart mod- 
ern styling. 

The Autowind will be introduced to the 
public through ads in Esquire and the first 
issue of Coronet in which advertising will 
be carried, and in a nationwide schedule 
of spot announcements on numerous radio 
stations. A complete array of point-of-sale 
merchandising material, including news- 
paper mats. window cards and newspaper 
publicity material, will also be provided 
by Gruen to assist the local jeweler in 
merchandising the new timepiece. 

Timeliness of the presentation of the 
new model is corroborated by a recent na- 
tional survey which showed a marked pref- 
erence on the part of the public for the 
self-winding type of watch. 

Gruen salesmen will have samples to 
show on their spring selling trip. 


New Type Rings Fit Any Finger 


With an operating capital of $50,000, 
Gauvin-Lindstrom, Inc., was _ recently 
formed in California. Principals are Phil- 
lip S. Gauvin, president; Carl D. Lind- 
strom, vice-president and treasurer; George 
W. Neilson, secretary, and Hollis D. Lind- 
strom, assistant secretary. Fully equipped 
and modern, the firm’s daylight factory is 
located at 811 Yale St., Los Angeles. 

The company is producing and market- 
ing a new and “different” specialty—a flex- 
ible expansion ring one of whose three 
sizes will fit any finger from 3% to 11. 

The rings are made in white and pink 
14-Kt, gold, and are available in both wide 
and narrow styles. 


Carlson Joins National Silver Co. 


The National Silver Company has an- 
nounced the appointment of Wilbur D. 
Carlson, to the sales staff of its New York 
Branch. Mr. Carlson, a well-known figure 
in the silver industry for the past 15 years, 
will service accounts in the New England 
area. 
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International's "Ozzie and Harriet" 
Now Broadcast on Friday Evening 


Time of the famous “Ozzie and Harriet’’ 
radio show sponsored by International Sil- 
ver Co. is being changed, effective Janu- 
ary 2, from Sunday to Friday evening. The 
new time will be 9:30 to 10:00, E.S.T., 
for the entire Columbia network where 
the program will immediately follow Frank 
Morgan’s popular broadcast for Old Gold 
cigarettes and precede the weekly Philip 
Morris concerts by Dinah Shore. 

The new spot, in the opinion of com- 
pany executives, will result in a substantial 
increase in the listening audience partly 
because the later hour in the evening will 
insure more people being at home and lis- 
tening to their radios and also because 
Friday evening under Columbia’s new pol- 
icy, has been made a sort of “super spe- 
cial” of entertainment value featuring 
comedy and popular music. 

The new timing of the program will be 
widely publicized with a full-page adver- 
tisement in Life magazine, on January 2, 
a comprehensive brochure distributed by 
Columbia Broadcasting System and local- 
ized campaigns through all CBS stations to 
promote the new Friday evening set-up 
in each locality throughout the country. 


Extensive Advertising Planned 
For Acco's "Tex-Twist'" Watch Band 


FRED CORBI 


With excellent consumer acceptance al- 
ready assured for Acco Mfg. Co.’s new 
“Tex-Twist” expansion watchband, the 
company is planning an extensive and ag- 
gressive advertising program for 1948, 
president Fred Corbi announces. 

Revealing his plans at two December 
sales meetings, Mr. Corbi outlined the de- 
cision to back up the “Tex-Twist,” first 
with increased trade-paper advertising, 
then with national magazines. New, dra- 
matic point-of-sale display material is also 
nearing completion. 

Three-color, double-page ads have al- 
readv appeared as forerunners of the *48 
campaign. The ads feature the versatile 
and diversified Acco line in its entirety— 
in a setting of Acco’s eye-catching new 
“Book Display” which looks like a large 
library volume. Smaller editions of the 
“book” are used as gift boxes for indi- 
vidual watch attachments. 


-— 


Polk on Trip to West Coast 


Leonard Polk, who represents Frank 
Levine & Co., manufacturers of platinum 
watch cases, is leaving New York on Janu- 
ary 14, accompanied by Mrs. Polk, for a 
six weeks‘ business trip to the West Coast. 
Mr. Polk will divide his time in the West 
between California, Washington and 
Oregon. 








Bank Displays "Chic" Watch Bands 
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The attractive display, pictured above 
of Chic leather watch straps manufactured 
by the 20th Century Watch Strap Co., 535 
Vine St., Cincinnati, O., was on view in 
one of the windows of the Fifth Third 
Union Trust Co., in that city, during the 
last week in October. 

The Fifth: Third Union Trust Co., which 
is one of Cincinnati’s larger banks, and is 
located in the heart of the downtown shop- 
ping district where thousands of people 
pass the windows daily, makes a practice 
of placing in its windows displays of va- 
rious Cincinnati industries or products so 
that residents of the city will have an idea 
of the diversity of goods produced in that 
city, and this display was one of that 
series. 

It included every type of leather watch 
strap available today in all of the domes- 
tic and imported leathers from which 
watch straps are made, and received many 
favorable comments [rom local jewelers. 

So great was the inierest manitested in 
it that Twentieth Century Watch Strap Co. 
expects to produce a standard display of 
similar type suitable for jewelers’ window 
to be made available to their retailers. 


Bulova Increases Dividend 


The Board of Directors of the Bulova 
Watch Company, Inc., at its meeting of 
December 5, increased the quarterly divi- 
dend from 50¢ to 75¢ per share upon the 
common stock of this company, and also 
declared an extra dividend of 50¢ per 
share; both payable on January 2, 1948 
to stockholders of record at close of busi- 
ness on December 19, 1947. 


"Dainty Maid," "Dainty Miss” Lines 
Featured on Abbott & Costello Show 


A new radio promotion tie-in of Lustern 
“Dainty Maid” and “Dainty Miss” girls’ 
jewelry with the new “Abbott and Cos- 
tello Kid Show,” which is broadcast each 
Saturday at 11:00-11:30 A.M., E.S.T., over 
the entire ABC network, has been an- 
nounced by the Louis Stern Co., Provi- 
dence. 

Each week an item from the “Dainty 
Maid” or “Dainty Miss” lines of stone 
rings, bracelets, lockets and chains will be 
given away to a participant in the Abbott 
and Costello program, which will feature 
young radio, stage and screen stars. Local 
dealer tie-ins are being planned. 

The new promotion is in addition to 
Lustern’s present trade and consumer cam- 
paigns, including their tie-ins with several 
other radio shows, all of which will be 
continued. 
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WATCHMAKERS and JEWELERS 


e HAIRSPRING VIBRATING 
e DIAL REFINISHING 


e CRYSTAL FITTING 
e UNBREAKABLE ELECTRO-SEALS 


{One Year Guarantee) 


e WATCH JEWELS FITTED 
e WATCH CASES AND DIALS 


GENUINE AMERICAN MATERIALS @ GENUINE SWISS MATERIALS 
WATCHMAKERS TOOLS @ JEWELERS EQUIPMENT 


MAIL ORDERS 
OUR 
War, WN 
SPECIALTY ers for “hard-to-ge* 
Write for Catalog and Self-Addressed Envelopes—Dep't D. 











WRITE for our 1948 Cylindrical oer Catalog!!! 
LEADING IN QUALITY, DEPENDABILITY AND SERVICE! ! 
(It pays to do business with a long-established and highly-rated firm!) 





DIAL REFINISHING — 4 DAY SERVICE !! 





Note: Please furnish old collet and stud when sending in American 
hairsprings to be vibrated. Do not send complete movement. Send 


HAIRSPRING VIBRATING 


48 HOUR a 
FLATS—$2.00 BREGUETS—$3.00 


balance bridge and wheel. 








BALANCE WHEELS - $2.50 EACH 
{Complete with Hairspring, Staff, Roller and Jewel for 
the following models: 

A.S.—340, 723, 964, 970, 976, 984, 1001, 1012, 1017, 1023, 1111, 
1138. 1194, 1195, 1200, 1202, 1220. 

FONT.—25, 28, 52. 120, 150, 155, 170, 175, 189, 190, 200, 206, 8144. 

ETA.—735, 810, Be 980, 1000, 1010, 1045, 1051. 

FELSA.—6 L, 335. DERBY.—67 

BU REN.—35, 300, 370, 410, 480, 10% L. A. MICHEL—2389 














Assortment of 100 fine quality Curvex BRACELET BALANCE JEWELS 
(From 3% L. to 10% L.) PES nc vreveesaneee $3.50 








\ 


We are pleased to announce that we are now an Authorized Distributor 
of Genuine BENRUS Watch Materials. We have the entire line. Orders 
will be filled the same day received. WRITE FOR BENRUS CATALOG! 


) 





PAUL LINN 


Established sinee 1922 


5 SOUTH WABASH AVE. 
CHICAGO 3, ILLINOIS 
Jobber of Watch Materials and Jewelers’ Supplies—Crystal Fittiags 








15 MAIDEN LANE @® NEW YORK 7, N. Y. 











PIONS FOR or EXPORT 
BARBER axo SLUIS 


ST. ANDREW'S HOUSE 


32/34 HOLBORN VIADUCT 
LONDON, ae, ae 


CABLES: SLUBAR - LONDON 


nn © 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ano AMSTERDAM] 














FINEST OILS SINCE 1844 


FOR JANUARY, 1948 















COLLEGE 
OF 


Inc. 








FINEST AND MOST 
MODERN 
W ATCHMAKING 
SCHOOLS 





“NATIONALLY ACCREDITED" 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 
LAW 16 AND 346 


WRITE FOR FREE CATALOGUE 


83 NORTH SECOND ST. 


MEMPHIS, TENN. 


WATCHMAKING 


ONE OF AMERICA'S 
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New Accessories Kit by Ronson 


Cee 








A handy and ingenious new package for 
lighter accessories, the Ronson “Plastikit” 
has been released by that company, for 
national distribution. Small enough to fit 
easily into vest pocket or hand bag, the 
kit contains five Ronson “Redskin” flints, 
a wick, wick inserter and sparkwheel clean- 
ing brush. 

Each of the flints sets into an individual 
groove, while all the accessories are so 
arranged as to prevent moving about in 
the cleverly contrived solid plastic con- 
tainer. A Ronson lighter is reproduced 
in relief on the maroon-colored slide top. 

Made to retail at 25 cents each, the 
“Plastikit” is packaged to dealers in at- 
tractive cartons of 24 units. The opened 
carton, bearing the selling line “Best For 
All Lighters,” forms a good-looking self- 
selling dispenser which occupies very little 
space on or inside a counter. 

The new “Plastikit” is being presented 
to the trade via full page ads in the busi- 
ness press, and consumer ads will appear 
shortly. The kit will also be featured reg- 
ularly on the coast-to-coast “20 Questions” 
Mutual Network program sponsored by 
Ronson. 





Enders to Represent Metalfield 
In West Coast Territory 


ROBERT ENDERS 





Robert Enders has been appointed West 
Coast representative for Metalfield, Inc., 
of New York, manufacturers of compacts, 
combination lighter and cigarette cases and 
the “Weekender” traveling kit for men. 

Mr. Enders is well known on the West 
Coast where he has been representing va- 
rious other firms for the past 16 years. 

Heading an organization of four men and 
operating out of an office and showroom at 
607 South Hill St., Los Angeles, Mr. En- 
ders will cover a territory that includes 
Washington, Oregon, Idaho, Colorado, 
Nevada, Arizona, New Mexico and Cali- 
fornia. 
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Harvel Sales Manager Predicts 
Larger Shipments in 1948 


Jacques Monod, General Sales Manager 
of the Harvel Watch Co., has returned 
from a month’s business trip to Switzer- 
land with an optimistic outlook on the 
Harvel watch supply for 1948. 

In a statement upon his arrival at La 
Guardia Airport, Mr. Monod said, “Harvel 
jewelers should look to 1948 as a banner 
year, and the biggest in our history. While 
abroad I was able to contract for a supply 
of Harvel watches that should be substan- 
tially greater than our 1947 supply, re- 
gardless of the overall U. S. quota of Swiss 
watches. To me, this means more Harvel 
sales for our jewelers, and the opportunity 
for them to increase the value to them- 
selves of their Harvel franchises.” 





A New Aid to Diamond Grading 


Diamond dealers, manufacturing, whole- 
sale and retail jewelers who do not have 
a suitable natural north light for exam- 
ining diamonds will find very helpful a 
new type of window shade which has re- 
cently been placed on the market by the 
Solarpruf Shade Co., 228 Seventh Ave., 
New York, N. Y. 

Made of a translucent and chemically- 
treated fabric, it transforms the light from 
a window facing east, south or west into 
the same quality as that associated with a 
north light, providing full, clear daylight 
while excluding the direct rays of the sun. 
Judging diamond colors and inspecting for 
flaws, spots, etc., can thus be carried on 
satisfactorily in natural daylight by the 
use of this material, no matter which way 
the window happens to face. 

Prices and further details may be ob- 
tained by writing to the manufacturer. 





Alberta Brenner to Direct 
Wallace Educational Program 


Alberta Brenner, formerly secretary and 
manager of The Jewelers Group Service, 
has been appointed by Wallace Silver- 
smiths, Wallingford, Conn., to the newly- 
formed post of educational director, an- 
nounces Donald W. Leach, vice president. 
The new assignment calls for work both 
with Wallace dealers and with the ulti- 
mate consumer through the medium of 
women’s groups and civic organizations. 

Prior to the war Miss Brenner was asso- 
ciated with The Gorham Company, com- 
ing to them from her native Youngstown, 
Ohio, where her family has been prom- 
inent in the jewelry trade for several gen- 
erations. 


—_-  -— = 


New Appointments by Arnstein Bros. 


Herbert Weisberger, Martin Hirtz, and 
Edward Traubner have resigned from the 
firm of Arnstein Bros. & Co., effective Jan- 
uary 1, 1948. 

George Samter, whose duties included 
supervision of the firm’s American diamond 
cutting, will succeed Mr. Weisberger, who 
was one of their European buyers. 

Mr. Hirtz, who sold in certain eastern 
and midwestern cities, will be succeeded 
by Benjamin S. Arnstein in the eastern 
territory. Announcement will be made 
shortly concerning successors for Mr. 
Traubner in the midwest area, and New 
York City. 





New Radio Promotion for 
“Rhapsody” Diamond Rings 





Another radio promotion give-away of 
“Rhapsody” diamond rings has been ar. 
ranged by M. Sickles & Son, Philadelphia, 
as a regular feature of a new weekly pro. 
gram for the Philadelphia area. 

The program goes on the air each Sat. 
urday morning from 9:30 to 10:00 over 
Station WFIL, under the title “Breakfast 
At The Click.” It is M.C.’d by Leroy Mil- 
ler and originates at Frank Palumbo’s fa. 
mous “Click” cafe-theatre in Philadelphia. 
The Sickles firm plans to award a $350 
“Rhapsody” diamond ring each week to 
a lucky lady in the radio audience. Win- 
ner of the first give-away was pretty Ste- 
phannine Pastore, 5525 Woodland Ave., 
Philadelphia, who is pictured above with 
her prize. 





Flag of United Nations 
Featured in Doxa Advertising 


What is believed to be the first use of 
the flag of the United Nations in an ad- 
vertisement was made by the Doxa Watch 
Agency, 580 Fifth Ave., New York, in its 
December trade paper advertising. 

Special permission for the use of this 
emblem was granted to Doxa, says A. W. 
Davis, of Miller Advertising Agency, who 
handles the Doxa account, adding that 
Doxa was the first concern to be given the 
privilege of using a reproduction of this 
flag in this way. 

The emblem is a map of the globe drawn 
with the North Pole as the center so that 
all countries and continents are depicted. 
The globe is surrounded by a laurel wreath 
both of which are silver color on_a solid 
field of light blue. 





Round-the World-Trip 
By Sheaffer Vice President 


Grant F. Olson, vice president in charge 
of advertising and foreign service of the 
W. A. Sheaffer Pen Co., sailed for England 
on the Queen Elizabeth on November 1, 
as the first leg of a round-the-world-trip 
to foster closer understanding between 
Sheaffer’s American and Canadian plants 
and distributors abroad. 

Included in Mr. Olson’s itinerary are 
stops in the British Isles, the Continent, 
South Africa, Egypt, the Middle East, In- 
dia, China, the Philippines, Malaya, Java, 
Australia, New Zealand and the Hawaiian 
Islands. He is scheduled to return to the 
States the end of March, 1948, re-entering 
at San Francisco. 
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New Polishing Motor by L&R 





L & R Mfg. Co., Arlington, N. J., has 
added to its line of watchmakers’ and jew- 
elers’ equipment a new universal polishing 
motor rated at 1/10 H.P. at 6,000 RPM. 
It operates on a 110 volt circuit in either 
AC or DC current. The %-inch straight 
shaft is equipped with left-hand and right- 
hand tapered thread spindles which will 
take rag or felt wheels and wire or bristle 
brushes for polishing and buffing. The mo- 
tor, utilizing double-shielded ball bearings 
that require no further lubrication, is en- 
closed and sealed to prevent dirt from 
getting into the mechanism. 

The unit is mounted on a cast iron base 
with four sponge rubber feet which give 
it a firm grip on the bench and make other 
fastening unnecessary. The on-off switch 
is mounted directly on the motor, and the 
unit is furnished complete with a six-foot 
line cord. List price is $25.00. Also avail- 
able is a right-hand adapter suitable for 
grinding wheels, priced at $1.25. 

Additional details may be obtained by 
writing to L & R at 577 Elm St., Arling- 


ton, N. J. 


Cory Revises Price List 
Effective January Ist 


Cory Corporation has notified its dis- 
tributors of a price increase which will go 
into effect on some of the company’s prod- 
ucts shipped after January 1, 1948. 

This price increase, according to J. W. 
Alsdorf, Cory President, is necessitated by 
the still increasing costs of both labor and 
materials. He emphasized that the increase 
was nominal and would affect only certain 
items in the Cory line. 

For example, Model DNG, a 2'to 4 cup 
brewer will be raised from $4.75 to $4.95, 
and Model DCG, a 6 to 8 cup brewer be- 
comes $5.95 instead of present $5.75 price. 
A few other models are increased by similar 
amounts. Several models of replacement 
bowls will also be increased slightly, but 
the price of the electric stove remains un- 
changed. 

Notification of the new prices was mailed 
on December 1 in order to give distributors 
ample time to pass the information along to 
retailers well in advance of the actual date 
upon which the new retail prices become 
effective. 


—_————— +. 


Davis to Represent Felmore 


Al Davis of Chicago has been appointed 
sales representative of the Felmore Com- 
pany, Providence, for the Middle Western 
and Southern states, where he will handle 
the firm’s complete line of sterling cigarette 
cases, pocket knives and novelties in gold 
filled and sterling. 

Mr. Davis has already started calling 
upon the wholesale trade in his territory. 


FOR JANUARY, 1948 





Two New Representatives 
For Everfine Watch Attachments 


Everfine Jewelry Mfg. Co., Providence, 
makers of “Lord Everfine” and “Lady Ever- 
fine” watch attachments, announces the ap- 
pointment of two new representatives—Max 
J. Newman, 57 Post St., San Francisco, for 
the Pacific Coast, and George E. Roufberg, 
9 Maiden Lane, New York City for the 
East Coast. 

Both men have had extensive and success- 
ful experience in the watch attachment and 
allied fields. Mr. Roufberg is a veteran of 
many years with top manufacturers, and is 
well known throughout the East. Mr. New- 
man, who has covered the West-of-Denver 
territory for the past 20 years, is one of the 
pioneers in the metal watchband field, hav- 
ing started his jewelry career with the old 
Harvey Clap Co. of Attleboro, Mass., one 
of the first makers of metal watch attach- 
ments. 

Both representatives have already started 
swings around their respective territories. 





New Catalog Lists Specialties 
For Factory and Shipping Room 


The Markwell Mfg. Co., producers and 
distributors of stapling machines, indus- 
trial type tackets and staples, factory and 
shipping room specialties, etc., has just ra- 
leased a complete catalog-circular of their 
products. 

Information and copies of this catalog 
may be obtained by addressing Markwell 
Mfg. Co., Inc., 200 Hudson St., New York 
13, N. Y. Dept. IDC. 





M. A. Mead Adds to Sales Force 


To keep pace with growing demand for 
its nationally-advertised line of Boulevard 
Watches, M. A. Mead and Company, Chi- 
cago manufacturer and wholesaler of fine 
watches and diamond rings, announces the 
appointment of William J. Hartman to its 
headquarters sales staff effective January 1. 
Mr. Hartman, who has been associated with 
Waterbury Clock Company and U. S. Time 
Corporation since his graduation from the 
University of Illinois in 1938, and a Navy 
veteran of World War II, will act as sales 
representative for the Chicago metropolitan 
territory including northern Indiana. Ac- 
cording to Jack Montgomery, Mead sales 
manager, further expansion of sales and 
dealerships is planned for the near future. 





Casco Announces Personnel Changes 


J. H. Cone, President of Casco Products 
Corp., Bridgeport, Conn., has announced 
the company’s regretful acceptance of the 
resignation of A. OQ. Samuels as Director 
and Vice-President. 

Mr. Samuels stated that his future plans 
will be announced in the near future. He 
joined the Casco organization in 1940, and 
has served as Vice-President and General 
Manager since 1942, 

Mr. Cone stated that he himself has 
taken over the general managership of the 
company, assisted by L. E. Fenn, and that 
the Sales Management of the Appliance 
Division has been taken over by J. J. 
Reidy. Mr. Reidy was formerly Manager 
of Sales of the A. C. Sangner Company 
of New York City. 





British Industries Fair to Feature Diamonds 








IO OOO 


A perspective drawing of a proposed exhibition stand for the Diamond Corporation Limited, 
to be erected at Olympia in London for the British Industries Fair. The stand is to be a 
two-story structure in pale blue, gold and platinum with a central “fountain of diamonds." 


Diamonds and diamond jewelry will be 
a major feature of the British Industries 
Fair, to be held this year from May 3 to 
May 14 at Olympia in London. A spec- 
tacular exhibit, now being prepared by 
De Beers Consolidated Mines, Ltd., will 
present collections of rare diamonds of 
great value as well as some famous dia- 
mond jewelry rarely if ever shown to the 
public. 

The British Industries Fair is an annual 
trade show planned to draw world atten- 
tion to British products. This year, dia- 
monds are being given the prominence due 
the product which has recently_ accounted 





for more than one-fourth of all the much- 
needed dollars earned by British exports. 

A contest for the design and manufac- 
ture of diamond jewelry is part of the plan 
for the De Beers exhibit. The competition 
is divided into four classifications accord- 
ing to wholesale price—(1) under £100, 
(2) £100 to £250, (3) £250 to £750 and 
(4) over £750. The winning pieces will be 
on display. 

Industrial diamonds, diamond tools, dia- 
mond mining and cutting methods and an 
actual day’s production, unsorted, from 
one of the South African mines, are other 
details planned for the De Beers display. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted”-—“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.0 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cemts per word. 

Nam€; address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 


$1.25 for first 25 words, Se. for each addi- 
tional word; minimum charge $1.25. 








FRENCH designer of fine specialized 
jewelry, is seeking immediate position. 
Address “F., 202,” care J C-K. 





SALESMAN, Swiss watches, experienced, 
with good following, wants connection 
with reliable importer. Address “H., 
235,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 





jeweler; excellent references. Address 
“D., 83,°° care J C-K. 
JEWELRY repairman, diamond setter 


and engraver; many years experience: 
excellent references; desires connec- 
tion with fine retail store. Address » = 
148,” care J C-K. 





WATCHMAKER, 37 years’ experience on 
all makes watches, close timing, com- 
plete tools; capable taking full charge 
repair department. Address “C., 205,” 
care J C-K. 


BOOKKEEPER, 15 years’ jewelry ex- 
perience, full charge, correspondence, 
taxes, payroll; five-day week; $60 
start; excellent references. Address “‘C., 
199,” care J C-K. 








JUNIOR executive, capable, experience in 
watch production, distribution, sales, 
purchases, etc.; thorough knowledge of 
watch and jewelry business. Address 
“A., 204,” care J C-K. 





YOUNG man, 24, veteran, good knowl- 
edge of diamonds, sales ability; con- 
scientious, seeks position with future: 
ee Address “E., 201,” care 





A-1 watchmaker, stone setter and en- 
graver, with 25 years’ experience, de- 
sires permanent position in North 
Carolina; salary or commission. Ad- 
dress “L., 215,” care J C-K. 





JEWELRY repairman; ring sizing and 
jewelry repair, also clocks: anxious to 
learn engraving and diamond setting: 
best of references. Address “H., 172,” 
care J C-K. 





JEWELER’S bookkeeper; full charge, 
general ledger, trial balance; efficient, 
capable, executive ability; nine years 
last connection; attractive; Manhattan 
only. Address “G., 151,” care J C-K. 


WATCHMAKER, 16 years’ experience on 
all makes watches; also on chrono- 
graph watches; prefer Florida. Charles 
— 1246 Park Ave., New York 

ity. 





COLLEGE graduate, N.Y.U.; 24, account- 
ing background, desires position with 
future with manufacturer, jobber or re- 
tailer. Seymour Cooper, 2118 Wallace 
Ave., Bronx, New York. Un 3-7235. 





REGISTERED jeweler, A.G.S., 45 years 
of age, 15 years’ fine retail store ex- 
perience, desires an opportunity as as- 
sistant to owner; all over store train- 
ing. Address “T., 185,” care J C-K. 





YOUNG lady desires to connect with rep- 
utable concern; experienced handling 
diamond jewelry, also loose goods; 
familiar with office detail work. Ad- 
dress “‘*M., 55,” care J C-K. 








SALESMAN, 30, married, desires retail 
position within 20 miles of Irvington, 
New Jersey; capable, industrious, per- 
sonable; thorough knowledge of jewelry 

business. Address ‘“M., 86,” care J 





DIAMOND expert, buying, apprais- 
ing, desires connection with dia- 
mond or wholesale firm; 25 years 
general experience; best of refer- 
ences. Address “A., 100,” care 


J C-K. 





ASSISTANT-MANAGER, 10 years’ ex- 
perience in watches, wholesale and im- 
porting business, familiar with manip- 
ulating and assembling of watches and 
jewelry; excellent references. Address 
“O., 220,” care J C-K. 





JEWELER, married, seeks position in 
first class store or shop, preferably 
South or West; 30 years’ experience in 
general jewelry work, special order 
work, ecclesiastical; also engraving. 
Address ‘“T., 155,” care J C-K. 





BOOKKEEPER, full charge secretary- 
stenographer, long diversified experience 
in all phases office detail, desires per- 
manent connection with progressive 
diamond or jewelry concern; trust- 
worthy; highest references. Address 
“D., 76,” care J C-K. 





MANAGER, credit jewelry, top-notch 
salesman, credit and collection man, 
thorough knowledge all phases of 
business, advertising, merchandis- 
ing, inclusive, over 15 years experi- 
ence; available January. Address 
**A., 68,”’ care J C-K. 





YOUNG veteran wishes position under 
watchmaker in a store; graduate ac- 
credited watchmaking school; experi- 
ence in school’s shop; own tools; prefer 


Middle West. Kenneth Tottenhoff, 
305% S. First Ave., Marshalltown, 
Iowa. 





COMBINATION watchmaker, engraver 
and plain stone setter, wants per- 
manent position in dry climate of 
Southwest for wife’s health; 12 years 
with present employer; conscientious; 
thorough; sober. Address “S., 184,” 
care J C-K., 





SALESLADY, experienced in selling 
diamond jewelry, wholesale or re- 
tail, desires position with reputable 
concern; familiar with office detail; 
excellent references; available Jan- 
re 15. Address “M., 247,” care 

-K. 





WATCHMAKER ; background of 15 years’ 
experience, in charge watch repair q. 
partment with leading jewelers: a 
ecutive ability; quality workmanship . 
Bradley training; excellent references. 
South or Midwest. Address “w. 183” 
care J C-K. ' 








———————_______ 


SALESMAN, 31, married, one child, de. 
sires retail position in Southern Cali- 
fornia; fine appearance, ingenuity, jp. 
tegrity, dependability ; fully qualifiea i, 
all phases of retail jewelry; can furnish 
excellent references ; will consider posi- 
tion if interested party will consider 
securing living quarters. Address on 
87,” care J C-K. 








WOMAN, desires position as assistant 
to owner; experienced handling diamond 
jewelry, watches, silver; able to take 
in repair work, trim windows, replace 
bands, straps, restring pearls; owned 
shop in South; capable of responsi- 
bility; excellent character references 
Please write, Juliette B., 90-25 Rim. 
hurst Ave., Jackson Heights, L. I, 
_ os 








MANAGER, available for retail credit 
jewelry store on or about January 
15, possesses over 25 years diversi. 
fied experience in jewelry industry; 
thoroughly acquainted with buying, 
merchandising and every phase and 
operation of a modern retail credit 
jewelry store; excellent trade ref. 
erences; age 44 and_ married, 
Address “P., 133,’’ care J C-K. 





MANAGER, buyer, desires change; seeks 
permanent connection with progressive 
firm where ability, resourcefulness, ca- 
pacity for work will be appreciated; 
thorough knowledge buying, selling, ad- 
vertising, merchandising, promotions; 
accustomed to handling large person- 
nel: can furnish excellent references 
for progressive firm seeking a young 
executive with outstanding qualifica- 
tions; am resident of New York City. 
Address “V., 156,’”’ care JC-K. 





CREDIT storemanager, with success- 
ful record, available January 1; 
presently managing $200,000 unit; 
throughly acquainted with every 
phase and operation of a modern 
credit store; 17 years diversified 
experience; 36 years of age; mar- 
ried; confident and of personable 
appearance; can furnish excellent 
references from present and past 
employers. Address “V., 106,” care 


J C-K. 


a 





ATTENTION cash jewelers; do you ~ 
that you would have done more busi- 
ness in 1947 had you extended credit 
to your customers? If interested In in- 
stalling a modern credit plan in your 
store, my 18 years of retail credit 
store management’ which includes 
selling, buying, merchandising, window 
dressing, ete., is available after Jan- 
uary 15, on a percentage basis: would 
be willing to make cash investment. 
Address “‘N., 219,” care J C-K. 





WATCHMAKER, 20 years’ experience, 
now employed as watchmaker of largé, 
old established firm, desires change; €X- 
pert on R.R., small watches and 
chronographs; use Watchmaster, un- 
derstand all Swiss and American ma- 
terial systems; capable of instructing 
watchmaking; do ring sizing and light 
jewelry repairing; sober, dependable; 
can give best of references; will con- 
sider only connections with good work- 
ing conditions and top salary. Address 
“B., 163,” care J C-K. 
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Lines Wanted 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 

















-_ 
wanted, from competitive 
DIAMOND eter or importer by Califor- 
aa wholesaler. Address “J., 241,” care 


J C-K. 





3MAN seeks manufacturer’s line of 
—¥} gold-filled jewelry for Metro- 
solitan area and New Jersey; zood 
following among better jewelers. Ad- 
dress “H., 240,” care J C-K 





————— 
SALESMAN, seeks line, from reputable 
concern, can guarantee — volume; 
have established following in Metro- 
politan New York. Address “‘F., 44,” 


care J C-K. 


FACIFIC Coast salesman desires a dia- 
‘mond line; am very well known in 
territory; am financially responsibie,; 
can offer trustworthy references. Ad- 
dress “J., 174,” care J C-K. 














PACIFIC Coast representative calling on 
better grade stores over 20 years; 
have line, desire another; diamonds, 
platinum or 14K goods; best of refer- 
ences. Address “K., 175,” care J C-K. 








ATTENTION | silverware manufac- 
turers: West Coast sales organiza- 
tion seeks additional sterling or 
plated hollowware, or novelty lines; 
commission basis. Address “G., 


141,” care J C-K. 








SALESMAN selling direct to established 
retail accounts in California, Oregon, 
Washington, Idaho, Montana, Utah, 
open for manufacturers’ or importers’ 
lines. Address ‘“‘T., 96,’’ care J C-K. 





GOLD or gold filled line wanted by 
salesman with extensive following 
among jobbers in New York City, Phila- 
delphia, Baltimore, Washington, Bos- 
ton and Pittsburgh. Address ‘‘A., 227,” 
care J C-K. 





WANTED lines to sell wholesale trade, 
on regular commission basis; Texas, 
Oklahoma, Arkansas and Louisiana: 
furnish full information regarding line 
and commission paid. Jno. A. Waldrop, 
P. O. Box 15, San Marcos, Texas. 





OHIO ; sales representative with well es- 
tablished following among jewelry and 
department stores, desires to represent 
only manufacturer of outstanding 
jewelry line on commission basis. Ad- 
dress “B., 13,” care J C-K. 





SAN FRANCISCO representative open 
for manufacturers’ merchandise, for 
domestic and export; 250 potential 
buyers; sold trade past 20 years, Chas. 
Grellmann, Mutual Bldg., San Fran- 
cisco, Calif. 
nh 


MANUFACTURERS’ representative, with 
large established following amongst 
wholesalers and jobbers around Chicago 
and Midwest, seeks additional good 
factory line. Address “Circular 1536,” 
Room 1415, Heyworth Bldg., Chicago 2. 

SE ececesieeeeneeemmeeseee 


SALESMAN, Chicago resident, covering 
rvlewest territory, desires manufac- 
pring line for department and jewelry 
rae tn also jobbing accounts; strong 

owing, high type representative. Ad- 
dress “H,, 212,” care J C-K. 
einai 


CALIFORNIA representative, resident 
onice, large following, open for tools, 
machines, material, etc., for watch- 
makers and jewelers; interested only 


In reputable h “6 >» 
care J CLK ouse. Address “R., 94, 


<Cnenenininenitseeecee 














SALESMAN, with well established fol- 
lowing amongst jobbers and large chain 
stores in New York City, Newark, 
Philadelphia, Baltimore, Boston and 
Providence, desires to represent relia- 
ble manufacturer. Address “A., 144,” 
care J C-K. 





SALESMAN, high sales record, 
cessfully sold watches, rings, 
jewelry, wishes connection with 
nationally advertised jewelry and 
watch concern; Southern territory; 
owns car. Address “W., 225,” care 


J C-K. 


WEST COAST representative, resident 
office, hundreds of accounts among 
jewelers, watchmakers and department 
stores, desires quality merchandise 
from manufacturer or reputable house; 
also zircon jewelry; references; com- 
mission. Address “S., 95,’’ care J C-K. 


suc- 








WEST Coast jobber desires connection 
with manufacturers of platinum 
watches, platinum watch attachments, 
mountings, emblem rings, antique 
jewelry and other interesting specialties 
suitable for better retail trade. Ad- 
dress “K., 242,” care J C-K. 





SALESMAN, having about 200 estab- 
lished accounts in Western Pennsyl- 
vania, Western New York and Ohio, 
as result of 15 years effort, now repre- 
senting manufacturer of gold filled 
jewelry, would like additional line, such 
as watches, compacts, or what have 
you. Address “E., 139,” care J C-K. 





MANUFACTURERS’ representative with 
office in New York City, desires one 
or two, exclusive distributionships for 
the East; have following with retail 
jewelers; marvelous opportunity to in- 
crease business; expanding organiza- 
tion. Murrey’s, Wholesale Jewelers, 766 
Third Ave., New York City. 


MANUFACTURERS’ representative, 
with large established following 
among jobbers only in Middle West 
and South, permanent Chicago of- 
fice, desires gold and gold-filled 
jewelry line; will be East for inter- 
view. Address, “Circular 1535,” 
Room 1415, Heyworth Bldg., Chi- 
cago 2. 








SALESMAN, age 30, covering better 
type retail stores throughout the 
Midwest, by car, with Newark, New 
Jersey manufacturer’s line of 14kt 
jewelry and ladies’ colored stone 
rings, desires another non-conflict- 
ing manufacturer’s line going to 
the same trade. Address “C., 74,” 
care J C-K. 





SALESMAN, high calibre volume pro- 
ducer, well established following 
all West Coast jobbers, all California 
better retailers and large chain 
stores, desires to represent several 
short line *“‘Name Brand” manufac- 
turers in either category; high earn- 
ings prove real producer; excellent 
references even from present em- 
ployer. Arch. Rider, 3805 Los Feliz 
Blvd., Los Angeles 27, Calif. 





MANUFACTURERS’ agent with as- 
sistant, wants manufacturers’ lines; 
quality watches, attachments, 
mountings, gold and platinum rings, 
jewelry, silverware, leather goods, 
findings; well established territory, 
Denver West to Coast; retailers, 
chain and department stores, job- 
bers; over 20 years successful sell- 
ing and jewelry experience; can 
contact suppliers during January in 
East; references. Address “F., 149,” 
eare J C-K. 











Side Lines 


Minimum charge (25 words) $2.50 
Additional words, 10 cents a word 








SALESMEN wanted, to carry side line of 
popular priced Swiss watches; only ex- 
perienced men need apply. Address “‘D., 
1,” care J C-K. 





SALESMAN to carry sterling and gold- 
filled ladies’ and gent’s costume rings, 
on commission. U. S. Ring Co., 105 
Nassau St., New York, N. Y. 





SALESMAN, to carry line of diamond 
rings, mountings, wedding rings, as side 
line; sell to retail stores: territory 
open; experience preferred. Address 
“V., 224,” care J C-K. 





SALESMEN, South and Southwest, for 
trade-marked line of gold filled 
chains and other items; nationally 
— Address “J., 214,” care 

C-K. 





SALESMAN for platinum and gold dia- 
mond rings and watches, as side line; 
give territory, experience and refer- 
ences; strictly commission basis. Ad- 
dress “‘A., 115,” care J C-K. 





SALESMAN, traveling West Coast ter- 
ritory, wanted to carry fine line of 
platinum diamond ring mountings 
for old New York establishment. 
Address “B, 1399,” care J C-K. 





ESTABLISHED salesman for imported 
sterling silver jewelry; careful procure- 
ment and pricing policies enable us to 
pay high commissions. P. O. Box 2228, 
Washington, D. C. 





SALESMEN to carry fine line of ladies’ 
diamond mountings, also matched bridal 
sets, popular priced; in New York and 
Middle West. Address “W., 99,” care 
J C-K. 





PROGRESSIVE manufacturer of a com- 
plete line in pearl necklaces and fash- 
ionable pearl jewelry, wants salesmen 
with following among retail trade. Ad- 
dress “B., 39,” care J C-K. 





SALESMAN, to sell celluloid ring tags, 
watch repair tags, Kum-Kleen price 
labels: sample card only to carry; 
commission. E. S. Pergament, 3224 
Grand Concourse, New York City. 





COMPLETE manufacturer’s line gold 
wedding rings; we have established 
following and opening on West Coast 
for experienced man; commission basis. 
Address “D., 114,” care J C-K. 





WANTED, salesman, traveling, covering 
retail stores; diamond engagement and 
wedding rings from manufacturer ; also, 
name-brands gold filled line; commis- 
sion basis. Address “F., 169,” care 
J C-K. 





SALESMEN wanted; all territories, to 
carry short single tray of unusual 
14K hand carved wide wedding 
rings; state territory desired, refer- 
ences, experience. Address “E., 43,” 


eare J C-K. 





SALESMAN to carry side line of well 
priced Swiss watches directly from im- 
porter, established Los Angeles. Box 
R 222, care The Jewelers’ Circular- 
Keystone, 5410 Wilshire Blvd., Los 
Angeles, Calif. 





(Continued on page 348) 
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SALESMAN wanted, by long estab- 
lished manufacturers to carry side 
line of mountings and semi-mount- 
ed rings, to sell better retail trade 
in Middle West. Address “D., 147,” 
care J C-K. 





SALESMEN wanted, calling on jewelry 
retail stores, to carry outstanding, ex- 
tensive line of fraternal gold emblems ; 
exclusive territories granted; commis- 
sion basis. Address “D., 137,” care 
J C-K. 





EXPERIENCED salesman, calling on re- 
tailers in Metropolitan and adjoining 
areas, for manufacturer of 14K gold 
jewelry; straight commission basis; 
give full details. Address “L., 54,’ care 
J C-K. 





WANTED, traveling salesmen to sell 
diamond wedding rings and bridal sets, 
popular numbers in 14k, to retail 
trade, on commission basis; all terri- 
tories open. Queen-O-Love Diamond 
Rings, Inc., 64 Fulton St., New York 
City. 





SALESMEN for Middle West and West 
Coast, as a side line to the better 
retailers and credit stores, fine line 
of emblematic and fraternal rings; 
wonderful opportunity for the right 
men. Gold Line Co., 23 W. Mary- 
land St., Indianapolis, Ind. 





SALESMAN wanted, by manufacturer of 
ladies’ and gents’ 10k and 14k gold 
stone rings, diamond mountings, 
crosses; on commission basis; men 
with experience among jobbers, for New 
York: also man for Chicago; give full 
details. Address “F., 116,” care J C-K. 





SALESMEN ; fast selling, popular priced 
zircon rings, ladies’ and gent’s: and 
also zircon wedding bands; offered as 
side line to active traveling salesmen, 
covering the retail trade; all territories 
open; commission. Address “W., 158,” 
care J C-K. 





SALESMEN for manufacturer’s popular 
priced chain line, in Metropolitan New 
York, Middlewestern and Southwestern 
territories; must be thoroughly ac- 
quainted with the jewelers and depart- 
ment stores in areas; state full details. 
Address “S., 103,” care J C-K. 





SALESMAN for jewelry box: positively 
beautiful line, all special shapes; vel- 
vets, silks, and special papers; strictly 
for better jewelers, department, spe- 
cialty and credit stores; exclusive terri- 
tory ; constant reorders; give references 
and territory desired in first letter. 
Address “O., 57,” care J C-K. 





SALESMAN in territories East, West and 
South, to carry fine line of platinum 
and gold mountings and wedding rings, 
and many other styles of merchandise 
the better jewelers would purchase, in- 
cluding cultured pearl necklaces; must 
have experience and established trade; 
we are established 30 years. Address 
“S., 135,” care J C-K. 





CAN offer a fine complete line of 
sterling silver jewelry to resident 
men in Middle West and Pacific 
Coast, calling on the better jewelry 
and department store trade; estab- 
lished territories; give complete in- 
formation and reference in first 
letter. Address “‘D., 166,” care of 
J C-K, 


SALESMEN wanted by manufacturer of 
new line of sterling silver table acces- 
sories, nationally advertised and al- 
ready favorably accepted by leading 
jewelry and department stores through- 
out the country; must have successful 
following among silverware _ buyers; 
good territories open; commission 
basis. Address “‘N., 1253,” care J C-K. 





SALESMEN; add to your income carry- 
ing as side line our red hot line of 
fast selling account openers and traf- 
fic promotions for credit stores in big 
demand now; large reorder business; 
write giving lines carried, experience, 
references, territory covered, etc.; sev- 
eral territories open beginning Janu- 
ary. Address “Circular 1537,’ Room 
1415, Heyworth Bldg., Chicago 2. 


SALESMEN wanted, to carry as side 
line, from well known manufac- 
turer, a popular priced line of 
ladies’ cast and stamped gold and 
platinum mountings and wedding 
rings, to the jobbers; liberal com- 
mission and exclusive territories; 
only those who have the right con- 
nections and can produce _ results, 
should reply. Address “J., 1297,” 
eare J C-K. 


SALESMEN; nationally known con- 
cern offers profitable complete side 
lines of popular priced diamond 
rings and engraved wedding rings to 
men with established retail follow- 
ing; some territories still open; 
your inquiries treated with utmost 
confidence; give full particulars in 
first letter; our salesmen know of 
this ad. Address “M., 127,” care 
J C-K. 


MANUFACTURER wants experienced 
salesmen with large following 
among retailers, credit stores and 
chains, to sell an outstanding line 
of gold-filled watch bands; this line 
is designed for volume business, and 
pays very high commissions; write 
us fully about your past experience, 
and let us know what lines you now 
earry. Address “M., 178,’ care 
J C-K. 














WATCH salesman experienced to rep- 
resent long established watch im- 
porter with complete well-known 
and up-to-date Swiss watch line in 
California, Oregon and Washing- 
ton; we have the right line for ca- 
pable man with following who can 
do good job, no objection to non- 
conflicting side lines; full particu- 
lars in first letter. Address “D., 231,” 
care J C-K. 








SALESMEN ; novel new sales plan gives 
you what jobbers ordinarily make; 
earn 20%-33 1/3% commission on 
well known manufacturer’s line of 
staple bracelets, lockets, crosses, 
chains, ete.; made in all metals, 
sold direct to jewelry stores; con- 
tinue handling present lines; several 
territories still open; wonderful op- 
portunity. Address “J., 22,”’ care 
J C-K. 


EXPERIENCED watch salesman _ to 
represent watch importer with com- 
plete Swiss watch line in Texas, 
Louisiana, Arkansas, New Mexico 
and surrounding territories; only 
man with following capable of do- 
ing big job need apply; no objec- 
tion to non-conflicting side lines; 
references and full particulars in 
first _— Address “‘F. 232,” care 
J C-K. 





MANUFACTURER of po 
line of 14k earrings for plored a 
non-pierced ears, wants two “aa 
men calling on the better retail 
and department stores; one man t 
cover the city of St. Louis, Mo, “a 
vicinity and one man cOvering the 
city of San Francisco, Calif. and 
vicinity; should average from $100 
to $150 per week commission; best 
references required. Address oP 


223,” care J C-K. 








—____ 


TWO representatives, one for Texa: 
Oklahoma and Louisiana, and one 
for Pacific Coast, wanted to repre. 
sent long established manufacture; 
of fine comprehensive line of 14K 
and platinum wedding rings, plain 
and fancy, with and without dia. 
monds; also platinum mountings: 
must have good following and ex. 
perience with the better jewelry and 
department stores; please state ex. 
perience and full particulars; com. 
mission basis. Address “F., 80,” 


care J C-K. 








SALESMAN, side line; commission 
basis, with an established clientele 
among the better class of retail 
jewelry, silverware and department 
stores; our line of “Non Tarnish. 
ing’ flannel containers for silver. 
ware, established in 1898, is well 
and favorably known from coast to 
coast; samples weigh about six 
pounds; open territory South, Mid- 
dlewest, and Pacific coast; man or 
woman with proper connections can 
increase earnings with this line. Ad- 
dress “S., 1429,” care J C-K. 


Help Wanted 


Minimum charge (25 words) $2.50 
Additional words. 10 cents a word 











WANTED: two A-1 watchmakers; per- 
centage basis only. Address “T., 1460, 
care J C-K. 


een 





WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461, 
care J C-K. 








JEWELER on mountings, platinum and 
gold; $2 per hour, and bonus; a very 
fine opportunity; reply in detail. Ad- 
dress “Q., 192,” care J C-K. 








JEWELRY engraver and chaser, to take 
charge: fine position and a good city 
in which to live: give information In 
detail. Address “L., 193,” care J C-K. 








MANAGER-salesman for high type credit 
store: must be experienced top man; 
excellent opportunity. Browns Jewel- 
ers, 395 Main St., Stamford, Conn. 








WATCHMAKER, experienced, with Wis- 
consin license; pleasant working condi- 
tions; top salary: permanent position. 
Blum’s Jewelers, 128 State St. Madr 
son 3, Wis. 











WATCHMAKER, Stamford, Conn., ¢x: 
perienced man; permanent position, 
good salary; state age, qualifica- 
tions, references, etc. Address “V. 
1431,” care J C-K. 
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to carry jewelry boxes for 




















SALES Mem, competitively priced, good 
er earnings; commissions and 
srawings. Address “B., 1268,” care 
J C-K. 

—— 

WANTED, first class watchmaker ; 
permanent position; wanted im- 
mediately; $100 weekly. Wire, 
Phillip’s Bros., Lynchburg, Va. 
Send references. 

__ 

WATCHMAKER, dependable and capa- 
| opportunity; pleasant 


ble; excellent 
working conditions ; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 





EE 

SALESMEN; manufacturer of hollow- 
ware seeks men with experience 
only; all territories open. Write, 
Box “JCK 974,” 113 W. 42nd St., 
New York. 

sateen 

WATCHMAKER, for permanent position 
with good working conditions, in town 
of 1600, 35 miles from Washington, 
D. C.: no cheap watches or clocks. 
Cc. R. Lytle, Leesburg, Va. 











ENGRAVER, must be good; trade shop 
experience; salary $1.50 per hour; 
more if worthy. Lowell G. Hays, 
701 Farnsworth Bldg., Memphis, 


Tenn. 








MANUFACTURER wants salesmen call- 
ing on wholesalers and large retail 
stores, for line of plastic ring and 
watch boxes; territories open. Address 
“B., 145,” care J C-K. 


DIAMONDS; good opportunity of- 
fered experienced salesman, with 
established following, covering New 
York City and vicinity. Address “Y., 


159,” care J C-K . 








WANTED watchmaker; one who can do 
plain engraving preferred; permanent 
position; state salary expected and 
send references. S. S. Kaufman, Fred- 
ericksburg, Va. 





FIRST class model maker or journeyman 
watchmaker, for long established watch 
company; state age, experience and 
—- desired. Address “O., 91,” care 

C-K, 


_" 


WATCHMAKER, to work in shop of fine 
retail cash store; years of experience 
essential; state salary expected. W. D. 
Webb, Inc., 117 Greenwich Ave., Green- 
wich, Conn. 











TWO watchmakers and two clockmakers 
wanted, for a steady position; good 
working conditions; salary, or 50-50 
basis. Frank Laine, 667 Hancock St., 
Wollaston, Mass. 








WANTED; experienced salesmen: Swiss 
watch importer; all territories open; 
drawing and commission; give full in- 
formation in first letter. Address “K., 
1286,” care J C-K. 








JEWELRY engraver and chaser; man 
having from three to five years’ experi- 
ence; wonderful opportunity and a fine 
chance for advancement. Address “T., 
191,” care J C-K, 








MANAGER, Dayton, Ohio, jewelry store 
and pawnbroking; largest firm in city; 
wonderful opportunity for right man 
able to take complete charge. Address 
E., 1403,” care J C-K. 





LEATHER watch straps; production and 
factory manager wanted; must be ex- 
perienced and capable; unusual op- 
portunity for right man; New York 
area. Address “A., 161,” care J C-K. 


— 





, 


WATCHMAKER, jeweler and engraver 
combination man; permanent position ; 
dependable, capable mechanic; good 
salary; air conditioned store. H. T. 
Purvis & Son, Jonesboro, Ark. 





SALESMAN for high class retail cash- 
credit jewelry store; excellent opportu- 
nity; give outline experience and ref- 
erences first letter. Rider Jewelry Co., 
831 Ryan St., Lake Charles, La. 





SALESMEN wanted, by well established 
importer of popular’ priced Swiss 
watches, for Midwestern and South- 
western territories; must have good 
retail following. Address “C., 1367,” 
care J C-K. 





WANTED, first class jeweler .and 
engraver, combination man prefer- 
red; air-conditioned shop; top 
salary; permanent position with old 
established firm in Arkansas. Ad- 


dress “R., 1113,” care J C-K. 





MANAGER; new jewelry store in heart 


of Cincinnati desires competent man; 


100% location; excellent proposition ; 
no connection with any local store; all 
replies confidential. Address “L., 8,” 
care J C-K., 


WATCHMAKER; dependable, capable 
mechanic; permanent position; 
good working conditions; no janitor 
work; good salary; in Southern 
Wisconsin City of 35,000. Address 
J. W. Anderson, Jeweler, Beloit, Wis. 








WANTED, manufacturers’  representa- 
tives or distributors, by two veterans, 
retail experience; now own retail 
store; want to open Midwestern and 
Western territory. Address “G., 170,” 
care J C-K. 





WATCH salesman wanted with fol- 
lowing for West coast; popular 
priced Swiss watches; commission 
basis; references required; no ob- 
jection to non-conflicting lines. Ad- 


dress “Y., 226,” care J C-K. 





SALESMEN; established watch import- 
ers, popular priced line, have opening 
in several territories including West 
Coast and Eastern areas; non-conflict- 
ing side line permitted. Address “‘J., 
84,” care J C-K. 





DIAMOND wholesaler to carry dia- 
mond line from manufacturers, 
cutting from quarters to carat sizes 3; 
only rated firms or with high class 
references. Address “C., 113,” care 


J C-K. 





SALESMEN wanted, to represent manu- 
facturer with a fine line of platinum 
watch cases and attachments, to call 
on jobbers in New York, Middle West 
and the Pacific Coast. Address “H., 
142,”’ care J C-K. 





SALESMEN wanted; a New York manu- 
facturer of high grade costume jewelry, 
wants salesmen with non-conflicting 
line, to sell to jobbers and wholesalers ; 
commission basis. Address “C., 1489,” 
care J C-K., 


SALESMAN, with’ established trade, 
wanted to handle ring and mounting 
line; no objection to handling non-con- 
flicting other lines: give full details in 
first letter, including territory desired. 
Address “V., 1485,” care J C-K. 





JEWELRY chain store organization, with 
headquarters in New York, desires man 
with jewelry store experience to work 
out of New York office, in merchandis- 
ing and accounting matters; state ex- 
perience. Address “9,” care J C-K. 





SALES representative; Southern terri- 
tory; manufacturer’s gold and platinum 
mounting line; platinum attachments; 
for better retail stores; commission 
basis; state experience and present con- 
nections. Address “F., 208,” care J C-K. 





ATTENTION, salesmen; would you like 
to increase your income? You can do 
it with a single tray of our ladies’ fast 
selling zircon rings; many territories 
open; please state all details first let- 
ter. Address “‘T., 1430,” care J C-K. 





AN excellent opportunity for extra com- 
mission for man interested in carrying 
unusual new, nationally advertised line 
for A-1l jewelry stores; give back- 
ground, experience and territory 
covered. Address “R., 183,” care J C-K. 








BUYER to have full charge of sterling 
silver flatware and hollowware depart- 
ment; must have experience in selling; 
good opportunity for good salary. Rost 
Jewelry Co., 25 N. Illinois St., Indian- 
apolis, Ind. 





SALES _ representative; West Coast; 
manufacturer’s gold and platinum 
mounting line; platinum attachments; 
for better retail stores; commission 
basis; state experience and present 
—— Address “G., 209,” care 





SALESMAN; old established manufac- 
turers of ladies’ and gent’s mount- 
ings, semi-mounted, and diamond 
bunch rings, desire salesman with 
good retail following in Middle 
West; excellent opportunity. Ad- 
dress “C., 146,” care J C-K. 





SALESMAN, with better retail store fol- 
lowing, in Middle West; manufacturer's 
complete line of diamond platinum and 
gold jewelry; old established concern ; 
excellent opportunity; write details; 
— Address ‘“H., 210,” care 
J C-K. 





SALESMAN, for southern territory, 
with jewelry, gift and department 
store following, to represent estab- 
lished manufacturer of silver and 
chrome plated holloware, small 
electrical appliances and giftware. 


Address “C., 15,”’ care J C-K. 


SALESMAN, for high grade jewelry and 
watch lines: traveling by car, experi- 
enced, aggressive, references; with re- 
tail following, covering New York, 
Pennsylvania, Ohio, Michigan, Illinois; 
commission. Address ‘A., 5880,” care 
J C-K, 








SALESMAN, with retail experience, 
especially diamonds, wanted by one 
of Western Michigan’s leading 
stores; permanent, with excellent 
opportunity for qualified man, Ad- 
dress “Circular 1533,”’ Room 1415, 
Heyworth Bldg., Chicago 2, Il. 


ESTABLISHED, silver jewelry novelty 
manufacturer, desires salesmen as Mid- 
western and Western representatives ; 
preferably residents, of those terri- 
tories having automobiles. Kingsland 
Jewelry Mfg. Co., 105 Sixth Ave., New 
York City. 








EXFERT watchmakers to work for New 
Orleans’ leading jeweler; permanent 
positions in air-conditioned modern 
workshop; our watchmakers earn from 
$100 to $150 per week. Write, wire or 
phone, Adler’s, 722 Canal St., New 
Orleans, La. 





(Continued on page 350) 
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JEWELRY salesman; must be thoroughly 
familiar with high quality diamonds 
and watches, fully capable of handling 
watch and diamond customers; position 
pays well and good opportunity to ener- 
getic salesman. Rost Jewelry Co., 25 N. 
Illinois St., Indianapolis, Ind. 





SALESMAN, experienced, wanted by 
rated New York novelty, jewelry whole- 
saler; powerful low and medium priced 
line; several territories, also Metro- 
politan New York open; drawing 
against commission: car allowance. Ad- 
dress “B., 160,” care J C-K. 





JEWELER-engraver who would be _ in- 
terested in managing, or part owner- 
ship of a jewelry repair shop in city 
of 30,000 in Middle West; good op- 
portunity for the right man; give full 
information in first letter. Address “B., 
109,” care J C-K. 


JEWELRY wholesaler wants traveling 
salesman to carry’ excellent line; 
straight 10% commission paid: gives 
man chance to make excellent money: 
all right for man to also carry side line 
of his own or other firms. Address “TL.., 
5148,” care J C-K. 


——— 


SALESMAN, to represent manufacturer 
of better line sterling hollowware, on 
the West Coast and South; our prod- 
ucts are well known to the jewelry 
retailers; no objection to non-conflict- 
ing side line: reply in confidence. Ad- 
dress “P., 129,” care J C-K. 











SALESMAN wanted to cover established 
trade, Far West and Pacific Coast, 
with our well known line of diamond 
merchandise, mountings and jewelry: 
excellent opportunity for experienced 
man. Michael Levy Jewelry Corp., 20 
W. 47th St., New York 19, N. Y. 


COMPETITIVE manufacturer of flannel 
rolls and bags, to protect silverware, 
has" a few States open for salesmen 
calling on department stores and jewel- 
ers; rare opportunity: our sales staff 
knows about this ad. Address “G., 19,” 
care J C-K. 











AGENTS wanted to visit retailers; high 
class Swiss watch line, 14kt gold, 10kt 
gold filled; territories open outside New 
York; commission basis: state refer- 
ences. Interatlantic Trading Corp., 155 
John St., New York 7, N. Y. White- 
hall 3-5035. 


WANTED, two salesmen for Southern and 
Southwestern territories, with estab- 
lished following among retail jewelers: 
travel by car; excellent opportunity: 
commission basis; reply full details: 
old, established, substantial firm. Ad- 
dress “T., 105,” care J C-K. 


WELL established manufacturers of 
gent’s and ladies’ stone diamond and 
bunch rings, one of the best made lines 
in the country, are looking for depend- 
able salesman for Southern and West- 
ern States, eventually, as side line. Ad- 
dress “H., 173,” care J C-K. 











HOME furnishings organization, in busi- 
ness over 35 years, desires manager- 
buyer for credit jewelry department: 
must have five years or longer experi- 
ence; pleasant working conditions: 
send complete information. Edelstein’s 
Better Furniture, Brownsville, Texas. 





SALESMAN to cover long, well estab- 
lished territory in Middle Western 
States, for old established concern, 


with a line of jewelry, including where good workmanship is appre- rf 
costume; liberal commission basis; give ciated; European trained or gradu- ‘elties: mission: give 2a 
full particulars. Address “Circular ate of fine American school preferred ;: — eu. an saat “,, 
1532,” Room 1415, Heyworth Bldg., state salary and references in first tal Powe rst ietter. 

Chicago 2. letter. Desjardins, Manchester, N. H. 125,” care J C-K. —— 








PACIFIC COAST representative ac- 


customed to earning $7,000 to 


$10,000 annually for nationally 
advertised line of watch attach- 
ments; personal acquaintance with 
jobbers; in reply mention lines now 
handled. Address “P., 221,” care 
J C-K. © 





MANAGER, experienced, for retail credit 
jewelry store; must have’ thorough 
knowledge of every phase of operation 
in modern credit store, window trim- 
ming; excellent opportunity; good sal- 
ary, plus commission; can start Janu- 
ary. Lincoff’s Credit Jewelers, 240 E. 
Eight Ave., Homestead, Pa. 





SALESMAN, calling on better type of 
retail stores through the South, to 
represent manufacturer of 14kt line 
of jewelry and ladies’ colored stone 
rings, in conjunction with any other 
non-conflicting line going to the 
same trade. Fisher & Co., 14 Oliver 
St., Newark, N. J. 





EXCELLENT opportunity for top plati- 
num worker who does own layout: 
modern air conditioned shop, good 
light; participates in our pension, in- 
surance and profit sharing plans; two 
weeks’ paid vacation; salary commen- 
surate with ability. Apply Linz Bros., 
Dallas 1, Texas. 





MANUFACTURER of outstanding 10K 
ring line desires experienced sales- 
man calling on retail trade, with 
following in Southeast; other terri- 
tories open; no objection to one 
non-conflicting line; straight com- 





mission. Address “G., 83,” care 
J C-K. 
SALESMAN, with following in better 


class retail stores in Texas, Oklahoma, 
Arkansas, Louisiana and Mississippi, to 
carry complete line of diamond rings, 
wedding rings and mountings; excellent 
opportunity for man with car, living 
in the territory; give full particulars. 
Address “G., 82,” care J C-K. 





SALESMAN, operating from New York 
traveling through country, to carry 
exclusively manufactured imitation 
jewelry as side line; liberal com- 
mission for traveling and selling; 
write for interview giving a_ short 
account of experience. Address “R., 


134,” care J C-K. 





WANTED an experienced jewelry sales- 
man to take charge of a long estab- 
lished jewelry store in a Southwestern 
resort town; must have sales promo- 
tional experience as well as credit busi- 
ness experience; wonderful opportunity 
for proper man. Apply, Box 465, Hot 
Springs National Park, Ark. 





SALESMAN, Chicago and Midwest, to 
carry a popular line of ladies’ and 
gent’s stone rings, ladies’ and gent’s 
diamond mountings, signets and 
emblem rings, only experienced 
men with following among whole- 
salers need apply. Address “A., 
194,”’ care J C-K. 





A-1 WATCHMAKER wanted; must be 
capable of taking complete charge of 
repair department in fine modern store 





MANAGER to take compl 
sibility; large chain yo 


with unlimited opportuni oe 
gress; permanent position; }; 


salary and share of gy 
complete details in i — 
replies confidential, Address sn’ 
73,”’ care J C-K. D, 








—e,,, 

WANTED: first class w 
salesman with good personae — 
able and capable of taking charge — 
owner 1S away; pleasant working 2 
ditions, good pay, and good opportuni 
for part ownership; write full qualifi : 
‘ions to Jones & Whetsell, Jewelers oa 
Javis Ave., Elkins, W. Va. oe 


EXPERIENCED 
traveling sal 
with good following and I ~ 
handle a very fine line of custom 





made watch straps; __ recognize 
product; guaranteed _ territoria! 
rights; state territories cove 


Jack Kreuter Co., 516 Fifth = 
New York 18, N. Y. : 











SALESMEN, to represent manufacturer 
high quality hand set sterling jewelry 
with many active accounts from Maine 
to Florida; must have following of 
better jewelers and department stores: 
commission basis; excellent references 
and ten years’ experience required ; cop- 
fidential. Address “B., 206,” care J C-K, 








SALESMAN; firm’ with established 
trade in Ohio offers unusual oppor. 
tunity for man with following, with 
jewelry or jewelry and department 
stores in Ohio, to carry general line 
of jewelry and novelties; commis. 
sion; give all details in first letter. 


Address “*J., 124,” care J C-K. 





WANTED, for a North Carolina town, 
watch repairmen, clock  repairmen, 
jewelry repairmen, engravers, stone 
setters: can use a good man for repair 
department manager; must be experi- 
enced with Watchmaster; sober and 
willing to work: good commission or 
salary. Address “B., 650,” care J C-K. 








A-1 watchmaker wanted; must be capa- 
ble of taking complete charge of re- 
pair department in fine, modern store, 
where good workmanship is_ appreci 
ated: should have at least five years 
or more experience; state salary and 
references in first letter; this position 
is near Reading, Pa. Address “B., 0, 
care J C-K. 





SALESMAN, Western and Southern 
territories, to represent New York 
manufacturer of ladies’ and men’s 
14K stone rings, mountings and 
wedding rings; excellent opportun- 
ity for large earnings; state exper! 
ence and history; replies strictly 
confidential. Address “N., 128,” 
J C-K. 











WANTED, young married man, ener 
retic, who wants to grow up in the 
jewelry business; prefer veteran study- 
ing gem courses of G.I.A. or with 
some knowledge of industry; this 3 
an excellent opportunity for an honest, 
dependable person who wants a future; 
sive complete information first_letter. 
Moon Jewelry Co., Tallahassee, Fila. 








SALESMAN; firm with established 
trade in Pennsylvania offers wt 
usual opportunity for man with 
following, with jewelry and depart 
ment stores in Pennsylvania, 
earry general line of jewelry 4 
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HELP WANT ED—Continued 
; 
7 ening in our organiza- 
“i ae cated “in South Atlantic States, 
os young man, preferably married, 
for assistant manager and buyer; ex- 
perience in jewelry business necessary, 
y lary $400 per month with an _ op- 
portunity for advancement; give full 
particulars in first letter. Address “'C., 


930,” care J C-K. 


__ 


SALESMAN desired for representa- 
tion of a nationally known ring 
house, with established accounts for 
Pennsylvania and some tributary 
States; in making reply, which will 
be treated confidentially, please 
state past experience and all other 
essential details. Address “‘C., 164,” 


care J C-K. 














—_—RRe@&&Q&QrrF — 


SALESMEN wanted by well established 
importer of popular priced line of 
watches: only experienced _men with 
good following among retail jewelers 
and department stores need apply; 
many territories now open, state ref- 
erences and experience in first letter; 
no objection to other non-conflicting 
line. Address “E., 168,” care J C-K. 








—_—_—_ 


A long established manufacturer of 
ladies’ fine popular priced fancy 
rings, is seeking a top-notch sales- 
man with following among retail 
jewelers, throughout the Middle 
West; our organization is prepared 
to offer a most liberal arrangement; 
replies will be held confidential. Ad- 
dress “F., 1493,”’ care J C-K. 





el 


WANTED; top notch salesmen de- 
sired to represent a_ nationally 
known manufacturer of 14K jewelry 
induding watches, rings, ring 
mountings, chokers, bracelets, ete. ; 
in making your reply, state fully, 
petticulars of past experience, ter- 
riiory; confidential. Address ‘“M., 


1203,” care J C-K. 


a 





JEWELRY instructor wanted, to teach 
jewelry repairing in an old established 
school; want man who knows his busi- 
ness; teaching experience not neces- 
sary; best salary, good hours and 
pleasant working conditions: a lasting’ 
position if you want it, with steady 
advancement: state age, experience and 
references. Address ‘“N., 1424,” care 
J C-K. 


(ee 





WATCH salesman; experienced, with 
good following, to represent well 
established importer with a com- 
plete up-to-date popular priced 
Swiss watch line, including novelty 
watches; several territories open; 
no objection to non-conflicting side 
line; state all particulars in first 
oo Address “B., 195,” care J 











WANTED, experienced die sinker or steel 
engraver, to cut hobs and clean up dies 
after dies have been cut on Gorton Pan- 
tograph Engraving machine; we can 
also use one more apprentice steel en- 
eraver, with one or more years’ exper- 
lence; plenty of work and a steady 
Job for the right man. The D. T.. Auld 
vow Fifth Ave. and Fifth St., Columbus, 

io. 

ee 


TOP-NOTCH man to handle delivery 


line mounted and loose diamonds, 
ior territory from Denver West; 
must be able to show active follow- 
ing of rated accounts in this terri- 
tory; old, well established house has 
generous proposition for right man; 
write for interview stating qualifica- 
tions, recent volume, etc. Address 


“E., 77,” care J C-K. 





SILVER plated hollowware; salesmen 


wanted by manufacturer of popular- 
priced quality line, must be experienced, 
with following department stores, 
jewelers, gift shops, etc.; highest com- 
missions; wonderful opportunity for 
producers, productive territories. Write 
fully: all replies confidential. Address 
P. O. Box 365, Church St. 8, New York 
City. 





SALESMEN, for Middle West, also 


East Coast, established following 
with retail jewelers; successful 
background assures lucrative earn- 
ings with complete diamond jewelry 
line; see advertisement on another 
page this issue of Circular; state 
qualifications, experience; replies 
confidential. Seidman & Company, 
31 West 47th St., New York City. 





EXPERIENCED salesmen with proven 


sales record with department, jewelry, 
gift, and specialty store following, 
wanted by leading wholesale costume 
jewelry house to start January 13; 
drawing account against liberal com- 
mission: mention territory desired; 
give complete details in first letter; our 
salesmen know of this advertisement. 
Address “S., 1440,” care J C-K. 





WE have some excellent established 


territory open for experienced 
salesmen; our line of rings and 
Rhodigem diamond mountings is 
one of the leaders in the field; you 
will be backed by a well known firm 
with one of the country’s top lines; 
inquiries confidential. Goodman & 
Co., 42 W. Washington St., Indian- 
apolis 4, Ind. 





ALL around, capable jewelry salesman 


wanted by a high grade popular priced 
jewelry store, in one of the large key 
cities of the Pacific Northwest: an ex- 
cellent opportunity for a man with the 
right experience; one capable of hold- 
ing his own in any sales transaction, 
without high pressure; permanent posi- 
tion with good salary to start. Address 
“K., 122,” care J C-K. 





MANUFACTURER wants experienced 


salesman, with car, to call on retail 
jewelry stores with delivery line of 
ladies’ and gent’s 14k and 10k birth 
stone rings, diamond rings and wed- 
ding rings, also 14k crosses; on com- 
mission; Chicago, vicinity; and sales- 
man for San Francisco; other terri- 
tories open; no objection to carrying 
non-conflicting lines: give full particu- 
lars. Address “‘P., 92,” care J C-K. 








IF you are a top-notch salesman, with 


following among retail jewelers 
throughout the Middle West, a long 
established manufacturer of ladies’ 
finer made popular priced fancy 
rings, with and without diamonds, 
is prepared to offer a most liberal 
arrangement; our _ organization 
knows of this ad; any replying in- 
formation held confidential. Ad- 
dress “H., 1494,”? care J C-K. 


FUTURE managers: are you now a 


salesman or assistant manager and 
feel you can take complete charge 
of an installment jewelry store; we 
want several men who would be 
willing to prove to us they have the 
necessary ability; large chain organ- 
ization with real opportunities; tell 
us in your first letter all about your- 
self; replies confidential. Address 
“E., 72,” care J C-K. 





SALESMAN wanted by nationally 


known manufacturing silversmith; 
protected territories throughout the 
United States; high commission 
rates and quick turnover, for a full 
line of sterling and plated hollow- 
ware, which will be ready for dis- 
tribution January 1948; if inter- 
ested write us full particulars 
immediately. Address “H., 121,” 
eare J C-K. 





SALESMAN, Southern States; old es- 


tablished wholesale diamond house 
wants an experienced road man with 
established following among retail 
jewelers, to travel, by car, with large 
delivery line of diamond rings; ex- 
cellent opportunity for large earn- 
ings; commission basis; give com- 
plete history in first letter. Mack 
M. Burnstine, 220 W. Fifth St., 
Los Angeles, Calif. 





SALESMAN, watches; well established 


firm of importers and distributors 
of nationally advertised brand of 
quality watches, requires services of 
fully qualified salesman; thoroughly 
experienced and well known to 
trade; to start January, or later; 
territory may be arranged to suit 
applicant; reply in own handvwrit- 
ing, giving full details of back- 
ground, territory preferred, etc. Ad- 
dress “D., 200,” care J C-K. 





SALESMEN wanted; Pacific coast and 


Southern territories, including 
Texas; manufacturers of complete 
line of fine gold jewelry and dia- 
mond rings, with established distri- 
bution among better stores, require 
services of experienced salesmen 
who have traveled these territories; 
capable men with successful back- 
ground desired; give details in first 
letter; all replies confidential. Ad- 
dress “B., 1498,” care J C-K. 





SALESMAN, jewelry; nationally adver- 


tised manufacturer, quality better 
ec‘ass tailored costume jewelry, 
known nationally, established ac- 
counts; exceptional opportunity for 
top notch man with following in de- 
partment and better jewelry stores; 
Pennsylvania, New York, Mid-west, 
and Northwest territories exclusive 3 
drawing against commission; reply 
confidential. Address “H., 5302,” 
care J C-K. 








(Continued on page 352) 
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SALESMAN wanted; by manufacturing 
wholesale jeweler, with established 
clientele among first and second rated 
jewelers throughout Oregon, Washing- 
ton, Wyoming, Colorado, Idaho, Utah; 
preferably one who travels by automo- 
bile, to carry complete line of ladies’ 
and gent’s solid gold stone rings, signet 
rings, mountings, crosses, pendants, 
cameos, brooches and baby rings; 
straight commission; no objection to 
carrying another non-conflicting line. 
Address ‘“‘J., 48,’’ care J C-K. 





SALESMEN, capable of taking over 
long, well established territories for 
one of the largest and best known 
general wholesale jewelry houses in 
the country; territories open in 
Texas and several Middle West 
States; opportunity for ambitious 
men; give experience and _ back- 
ground in letter; all replies treated 
confidential; our salesmen know 
about this ad. Address “Circular 
1534, Room 1415, Heyworth Bldg., 
Chicago 2. 





SALESMEN wanted by large manu- 
facturer, to carry an entirely new 
line of gold-filled watch bands; 
styled and packaged beautifully and 
backed by national advertising and 
complete sales promotion plan; only 
experienced, aggressive men with 
established following in the retail 
jewelry trade need apply; unusually 
high commission; drawing account 
and bonus arrangement to high pro- 
ducers; reply in full detail to “N., 
179,” care J C-K. 





FEINSTEIN Bros., 5 S. Wabash Ave., 
Chicago, Ill., Los Angeles office, 220 W. 
Fifth St.; salesmen wanted with estab- 
lished following among retail jewelers 
and department stores, to represent out- 
standing watch material and supply 
house in business for 23 years; com- 
plete lines of watches, diamonds, solid 
gold rings, clocks, tools, better jewelry, 
J-B bracelets; distributors of watch 
cases and other nationally advertised 
merchandise; excellent opportunity for 
the right man; open territories Mid- 
west, West, South and Central States. 





SALESMAN wanted; manufacturer of 
gent’s and ladies’ popular priced 
gold stone rings, wants experienced 
salesman with established following 
among retail jewelers; excellent op- 
portunity for large earnings; will 
turn over well established territory, 
with territorial rights, to acceptable 
man; no side lines; car necessary; 
liberal drawing account; give com- 
plete history in first letter and ter- 
ritory desired; all correspondence 
strictly confidential. Address “E., 
1398,” care J C-K. 





WATCH salesman for nationally adver- 
tised line of Swiss watches: excellent 
opportunity for man with established 
following among jewelers; car essen- 
tial; capable man can produce volume 
business with this quality line and earn 
satisfactory remuneration on commis- 
sion basis; advertising and local sales 
promotion support to help in sales con- 
tacts; territories open, New England, 
South, Northwest, Pacific Coast: write 
and state experience and class of trade 
ord upon. Address “G., 117,” care 





SALESMEN, three, wanted to sell out- 
standing line of popular-priced watches 
for men and ladies in New York metro- 
politan area, Chicago area and Pacific 
Coast; exceptional opportunity for 
large commission earnings to right 
men; must have record of successful 
experience in jewelry field and estab- 
lished following among retail jewelers 
in the territory to be covered; no ob- 
jection to side line; write in detail 
and in full confidence; our salesmen 
have been informed of this advertise- 
ment. Address “B., 229,” care J C-K. 





SALES executive wanted; established 
manufacturer of watch bands seeks 
the services of a progressive watch 
band executive for their sales divi- 
sion; this man should be acquainted 
with modern trends in design; he 
should have a personal acquaintance 
with American watch manufacturers 
and Swiss watch importers; this is 
a splendid opportunity, and _ re- 
muneration will be based on your 
qualifications; all replies will be 
held in strictest confidence. Address 
“P., 180.” care J C-K. 





OPENING now, or early part of 1948, 
for energetic, progressive, experienced 
jewelry man, with growing jewelry con- 
cern in North Carolina, as manager for 
large jewelry store and supervise two 
others within short radius; must have 
full managerial experience and ca- 
pabilities with complete knowledge of 
merchandising, window trimming, ad- 
vertising, creative ideas, etce.; Wwon- 
derful opportunity for right party will- 
ing to work and progress; kindly state 
full particulars as to age, experience, 
references, etc., in first letter. Address 
“A., 1381,” care J C-K. 





LIFETIME opportunity for top-notch 
salesman; join staff of dynamic manu- 
facturer, gold and gold-filled jewelry 
and watch attachments, ladies’ and 
gent’s; the man we want is accustomed 
to five-figure earnings; has sound re- 
tail jeweler following, seeks brighter, 
more permanent future; he will carry 
fast-selling proved line, backed by in- 
tensive promotion; we offer’ liberal 
drawing, a choice of fine territories, or 
your own; non-conflicting side line may 
be carried, but must be subordinate to 
our line; give complete details first 
letter, or contact us in New York. im- 
mediately at Longacre 5-0342;: con- 
fidential: our staff knows of this ad. 
Address “R., 93,’ care J C-K. 








For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 








DIAMOND cutting plant, including me- 
chanical tongs, 25 benches and wheels, 
sawing and girdling machines. Ad- 
dress “E., 207,” care J C-K. 





JEWELRY store, North Westchester 
County; established 17 years; excel- 
lent income repairing and selling: clean 
stock: Bulova, Longines, Elgin direct; 
$10,000. Address “F., 140,” care J C-K. 





FOR SALE, fully equipped jewelry store 
with new display cases together with 
inventory ; located in the heart of North 
Carolina; reason for selling, owner’s 
health. Address J 'J., 238,” care J C-K. 





FOR SALE, jewelry store; best location 
in city of 15,000, near Los Angeles; 
splendid opportunity for watchmaker- 
jeweler; price $6,000; good reason for 
selling. Address “V., 187.” care J C-K. 

















































































FOR SALE; large profitable jewelry 
store, long established in New y rk 
City; fine clientele, marvelous ¢ 
portunity ; requires about $150 4 
owner wishes to retire, Address, 


“R., 1459,” care J C-K. 


——————_____ 


MODERN jewelry store, 100% locatin. 
reasonable rent for additions ot 
years; located in an_ industria] city 
in Western New York; authorized Pro 
er in nationally known watches: req. 
son, owner does not have enough time 
to supervise the business properly: fo, 
sale. Address “N., 132,” care J C-K 








—————_____ 


JEWELRY factory for sale; long ¢. 
tablished and could be made a very 
profitable business; would require 
an initial investment of about $65,. 
000; only those fully capable and 
financially responsible will he 
answered. Address “Q., 190,” care 


J C-K. 








ESTABLISHED store, New Jersey: fix. 
tures and material; solid gold stock 
and diamonds only; no bills to pay: 
no cut prices on leading watches and 
Eversharp goods; opportunity; no 
brokers, no auctioneers; reason, leay- 
ing for Europe. Address “L., 244,” care 
J 





JEWELRY store, cash-credit, modern, 
well established in Central Philadel- 
phia, clean stock; approximate inven- 
tory price $25,000, plus fixtures: all 
national lines; excellent opportunity 
for responsible buyer; illness forces 
immediate sacrifice. Address “L., 176,” 
care J C-K 





FOR SALE, jewelry store in Rockland, 
Me.; population 190,000, drawing 30,- 
000; inventory $18,000; accounts re- 
ceivable $6,000; did $50,000 last year; 
$35,000 this year; can do much better 
if you are a live wire; new fixtures, 
good lease; will sacrifice for quick 
sale; reason for selling, unable to man- 
age two stores. Manhattan Jewelers, 
139 Main St., Bangor, Me. 





JEWELRY store, established 10 years, in 
Southern California leading industrial 
center, near Los Angeles; clean up-to- 
date stock, newly remodeled, enlarged 
and modernized light maple fixtures; 
gift shop, radio and appliance depart- 
ment; 20 foot front; well advertised 
cash and credit business; good lease, 
$50,000 will handle, or reduce to sult. 
Address, M. Rhein, 827 W. 43rd St. 


22S ALOMAR RR I 
For Sale 


Tools, Equipments 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 





CENTRIFUGAL casting outfit, complete, 
in excellent condition, $700. Room 41, 
90 Nassau St., New York. Worth 
2-7536. 








FOR SALE; used auto engraver, model 
D-3; good condition with three sets of 
letters; $150. Address “C., 112,” care 
J C-K. 





ARCH CROWN celluloid and pareh- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St, 
Newark 2, N. J. 
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FOR SALE—Continued 





war surplus; stone-cutting 
<« mo 80, Felker Di-Met, with 
wooo adjustment feed tables, %4 sin- 
— hase motors and coolant pumps ; 
gle V rinders, prosser with Norton dia- 
woe § wheels; lapping machines, with 
- head motors, immediate de- 


r er : 
% gee used; perfect condition. New- 


ae et E. 21st St., Brooklyn, N. Y. 


en 
’ di ards, jewelers’ dia- 
es or oe eae jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks ; printed sup- 
plies of every description. Write for 
samples. Dauer Frinting Company, 
Manufacturers, Printing, Engravers, 31 
East 22nd St.. New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 
te eatericemitiacinciasiatesansionis 
HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 1% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object) $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Il. 














Business Opportunities 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock ; for details see our adver- 
tisement page 33. 








WANTED to buy, small jewelry store 
with g00d repair business; Eastern 
locality ; will pay cash; all information 
el Address “Y., 189,” care 








AUCTIONS successfully and ethically 
conducted anywhere in the country 3 
12 successful sales in 1947. Write 
or wire, Maynard Levy, 5200 Black- 
Stone Ave., Chicago 15. 








WANT to buy, old established jewelry 
store in East or Middle West for cash ; 
must have good reputation; all in- 
formation strictly confidential. ‘Address 
R., 130,” care J C-K. 

tiene. 


WANTED to buy, established jewelry 
store in town of 8,000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





AUCTION with profits; auction sales 
conducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished; stocks bought. Herman 
Schwadron, 11 Midwood St., Brooklyn, 
N. Y. 





Opportuniies,  etce., 





COLMES' BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





AUCTIONEERS: auction with guaran- 
teed profits; make money liquidating 
your stock with dignified auction sale; 
high experienced auctioneers. William 
Herzfeld and Associates, Auctioneers, 
Cash Buyers, 17 W. 45th St., New 
York 19, N. Y. 





JEWELRY store wanted; must have 
good repairs; will invest up to $15.- 
000 cash; prefer store in Florida or 
nearby States; write me reason for 
selling and all details; any replies 
strictly confidential. Address “R., 
1222,” care J C-K. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write, 15-17 Maiden 
Lane, New York. Telephone, Rector 
2-5928. 





AUCTIONEERS with 30 years’ of leader- 
ship for jewelers who care; sold for 
Feagans, Los Angeles; Ben _ Tipp, 
Seattle, Bunde & Upmeyer, Milwaukee ; 
Pfeifer Bros., Little Rock; Haltom’s, 
Ft. Worth; two group auctions for St. 
Louis, leading jewelers; 10 auctions, 
two million dollars. America’s Foremost 
Jewelry Auctioneer, Thomas J. Faus- 
sett, Howell, Mich. 





WANT to buy, old established jewelry 
business in city, in South Georgia, 
South Alabama, or Florida; preferably 
on or near coast; around $25,000; want 
store with silver agencies or reputation 
good enough to obtain them; no borax 
type credit store considered; approxi- 
mately $25,000 to invest. Edgar B. 
Elebash, 512 W. Walker, College Park, 
Ga. 


ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Ill. Dearborn 1684. 








JEWELRY stores wanted; large chain, 
now operating 24 units, looking to pur- 
chase additional stores; will buy for 
cash, desirable individual or groups of 
stores doing volume of $75,000, or more 
per year, anywhere in the United 
States; we will pay a good price for 
your inventory, accounts receivable, 
good will, fixtures and lease, to con- 
tinue as a going business; we are a 
AAA-1 rated concern; all correspon- 
dence and inquiries will be held in 
strictest confidence. Write, wire or 
phone, M. J. Fisher, Markson Bros., 100 
7 ce St., Boston, Mass. Hubbard 





MR. JEWELER; if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less today, 
let me show you how it can be done, 
with one of my dignified auctions; 
I guarantee that there will be no 
loss and that your prestige will even 
be enhanced in your community; 
or if you want to sell your stock out- 
right, I will buy it at the highest 
price; write or wire for details; all 
correspondence strictly confidential ; 
bank and trade references on re- 
quest. M. C. Maxwell, 1429 Board- 
walk, Atlantic City, N. J. 








WOULD you like to retire from busi- 
ness; if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold for 
more than the wholesale cost; our 
service will secure a cash buyer for 
your store as it stands today as a go- 
ing concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business; un- 
questioned bank references, also 
references from clients who have 
‘used our services recently; no 
store too large or small to use 
this service; write for competent 
appraisals and complete details 
without obligation. McRae & Shaw, 
168 N. Michigan Ave., Federal Life 
Insurance Bldg., Chicago, Il. 








Wanted to Purchase 


Minimum charge (25 words) $5.00 
Additional words 20 cents a word 








DIES wanted; want to buy used dies for 
making fancy silver flatware; give de- 
tails and price. Jeans Curio Shop, 
1287 Sixth Ave., New York 19, N. Y. 





JEWELRY store wanted in North Caro- 
lina, with chance to build up good re- 
pair business, by all around high class 
workman. Address “K., 216,” care 
J C-K. 





WANTED: all types tools, old books and 
catalogs pertaining to watch and 
jewelry trade; highest prices paid: 
cash waiting. Lee Mercy, Dept. J, 218 
E. 59th St., New York 22, N. Y. 


Gs 





SILVERWARE, sterling or plated: we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active sterling, 
engraved or not; have a waiting list 
for hundreds of patterns and am will- 
ing to pay for as merchandise and not 
as scrap. Vroman’s Silver Shop, 520 
W. 7th St., Los Angeles 14, Calif. 





JEWELRY store, having good name, 
good location; doing either cash or 
credit business, in town of popu- 
lation of 20,000 and up; prefer- 
ably in Middle West or vicinity of 
Kansas City; will pay cash; wanted 
by private individual; give full de- 
tails. Address “M., 217,” care 
J C-K. 





(Continued on page 354) 
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ANTI RE E RES BIC A ONE SRO CNN TEES, 


Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 











(Continued from page 353) 





WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





ONE week’s service; all watches timed 
on Watchmaster; reference and price 
list upon request. Gerace Jewelers, 
4248 Frankford Ave., Philadelphia, Pa. 





WATCH repairing to the trade; reliable; 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es- 
planade 2-2963. 





WATCH repairing, for the discrimi- 
nating jeweler only, one week’s ser- 
vice; specializing in mail orders. 
Max Kinberg & Sons, 1910 Arthur 
Ave., New York, N. Y. Lu 3-5865. 





RELIABLE repairs reasonable, on Swiss 
and American watches, crystals, clean- 
ing, staffs, mainsprings; complete or 
partial repairs, Milton Wagner, P. O. 
Box 332, Reading, Pa. 





EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; quality, 
efficiency, dependability. Harr Watch 
Repair Co., 2 E. 45th St., New York. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 


Qua 





CHRONOMETERS, complicated watches 
and clocks our specialty; mail orders 
and estimates solicited ; pick-up service 
on Long Island. H. Simon, Box 116-C 
Central Islip, N. Y 





DON’T take my word, ask my custom- 
ers; references, and prices on request; 
30 years’ experience. A. B. Tammen, 
Watchmaker, Room 814, 93-99 Nas- 
sau St., New York 7. | 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





WANTED, two good accounts who can 
supply 20 watches a week; price list 
sent upon request; all work guaran- 
teed; every watch stripped when 
cleaned. Irving Cohen, 2246 65th St., 
Brooklyn 4, N. Y. 





WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Il. 





JOSEPH J. POST & CO.; a quality name 
in watch repairing to the trade since 
1920; timing and adjusting by elec- 
tronics; member of Jewelers Board of 
Trade. 55 E. Washington St., Chicago 2, 
Ill. 


FIRST class watch repairing done by 
expert watchmakers ; Watchmaster 
tested and timed; prompt service for 
city or out-of-town; excellent refer- 
ences. Arthur Blatt, 19 W. 44th St., 
New York 18. 





WATCH repair headaches; here’s a sure 
cure, The D’Emilio Co.; high quality 
watch repairing timed on ‘“Watch- 
master”; guaranteed workmanship; re- 
liable service; price list upon request. 
D’Emilio Co., 707 Walnut St., Phila- 
delphia, Pa. 





JACOBSON Watch Repair Service, 424 S. 
Broadway, Los Angeles 13, Calif. ; 
guaranteed expert workmanship; West- 
ern Electric Watchmaster used to check 
and time watches for accuracy; one 
week delivery ; member of The Jewelers 
Board of Trade. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





WELL rated jewelers, who desire ex- 
ceptionally fine watch repairing, prompt 
service, economically charged and un- 
conditionally guaranteed, on a monthly 
statement basis, please communicate 
with Manna Bros., established 1918, 
1142 Sixth Ave., New York City. City 
jewelers serviced daily by our bonded 
messenger. 





HAIRSFRING vibrating; same day ser- 
vice; flat $1.75, Breguet $2.50; pinning 
point; send job for estimate fitted to 
bridge; no leveling necessary; check 
poise to avoid position error; write 
today for heavy mailing envelopes. 
Charles Thomas & Co., P. O. Box 330, 
Union City, N. J., formerly in charge 
of hairspring department for Bulova 
Watch Co. 





WATCH and jewelry repairing, beads 
restrung; wateh case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 
Canton, Ohio. 








COMPLICATED and fine watch re- 
pairing, specializing in  chrono- 
graphs and repeaters; chronograph 
cleaning $8; plain watches, moder- 
ate prices; one week’s service; all 
watches timed on Watchmaster; 
crystals, dial refinishing; material 
at cost; no service charge. Felders, 
1173 52nd St., Brooklyn 19, N, Y. 
Windsor 6-5300. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 werds) $5.00 
Additional words, 20 cents a word 











HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, Tex. 





ORNAMENTAL engraving, letterin 
carving, hub cutting and specig] g, 
~~, Pi years’ experience, Tu af 

ewelry Service, P. O. Box 
boro, Mass. 644, Atle. 





cri 


TOOL and die work, for th 
expert workmanship in modern 
well equipped shop; write for quo. 
tations on your work, J, A. Buch. 


roeder & Co., Columbia, Mo. 


e trade : 





— 


BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser. 
vice; can furnish references. Mrs 
Helen E. Stump, 202 State St., shin. 
ington, Pa., near Reading. 





ee 


PEARLS restrung either plain or knotted: 
crystal beads on chain; can furnish 
clasps; quick service; careful work. 
manship; reasonable prices. Wood. 
man’s, 55 Eddy St., Providence, R, 1. 








JEWELRY repairing, diamond Setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








ALL under one roof ; complete jewelry 
repair service including sizing, spe- 
cial orders, setting, engraving, plat- 
ing; everything else the retail 
jeweler requires; rapid mail ser 
vice. Quality Jewelry Co., 24 Wil- 
liam St., Newark, N. J. 


0 OLE LEE LEER ELL LLE LPL L ALA ELLE NADAL ES 
Wanted to Rent 


Minimum charge (25 words) $5.00 
Additional words, 10 cents a word 





—<e 
———$— 


























y to rent: location for jewelry 
a shop, city 10,000 to 50,000; 
immediate or future occupancy , 
Georgia, Florida, Carolinas, _Virginias, 
Kentucky, Ohio, preferred. Van Jewel- 
ers, Dawson, Ga. 


SENATE A NEES RES 
To Let 


Minimam charge (25 words) $5.00 
Additional words, 20 cents a word 


<a. 





> 9 . : l- 

TO rent: space in a fully equipped jewe 
ry shop, machinery and centrifugal 
casting; reasonable; references 7 
quired. Address ‘“‘A., 196," care J C-K. 


A EE ACTER ALOT ET 
Miscellaneous 


Minimum charge (25 words) $5.00 
Additional words, 20 cents a word 








WATCHMAKERS; read our Wateh- 
makers’ Journal; contains helpful hints 
on watch repairing; send 15¢ for copy: 
Dean Watch Co., 116 Nassau St., New 
York 7, N. Y. 
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Jewelers’ Cireular Keystone 


S AN added service to readers who may wish to refer to articles in previous issues 
of THE JEWELERS’ CIRCULAR-KEYSTONE we present, herewith, the first annual 


All articles of major and permanent interest have been listed in this index, includ- 
ing certain important items from the general news section. However, “Speaking of the 
Jewelry Trade,” “My Display Problem,” “Gift Chats,” minor news items and the edi- 
torials have not been included. 


Generally speaking, articles have been entered in this index under one heading only 
—that indicated by the article’s major emphasis. However, an attempt has been made 
to cross-index the major classifications since certain articles could, conceivably, be 
entered under a number of separate headings such as “merchandising,” “promo- 


tion,” ete. 


References in this index refer to month and page number. Thus, 1:216 indicates 
that the article appeared in the January issue, page 216. 


A 


ADVERTISING . 
(See also ‘Promotion’) 


General _ 

Make Your Ads Pay Off 1:216 
Radio & Newsp Ads Emphasize 
Small Store’s Quality 3 :346 

The Ad-Viser 9:300 


Billboards 
Create Consumer 
8 :216 


Direct Mail 
Sends Out 10,000 Ads Monthly 
2:204 


Acceptance 


Is Friendly Salesman 4 :220 
Vacations Pay Dividends 7 :282 
The Ad-Viser 11 :284; 12:236 


Newspaper 
Little-Known Fact Ads_ Build 
High Readership 1 :232 
One-Item Spot Ads Build Traf- 
fic 2:240 
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The Ad-Viser 3:290; 4:254; 
5:254; 6:220; 7:228; 8:254; 
10:258 

Sell Quality Goods Too 5:222 

Store Traffic Is the Key 5:240 


National Advertising Builds 
Prestige Locally 6:212 
Good Humored Ads _ Insure 


Wide Readership 8 :226 

Names Make News—Also Good 
Ads 8:308 

Six-Cylinder Noun Woos Read- 
ers In Baltimore 8:316 

Customer Courtesy Pathway to 
Success 9:242 

What’s In a Name? Answer— 
More Sales! 10:324 

Ad Ideas Keyed to Yuletide 
Spirit 11:184 

Super-Styled Ads Beamed at 
Young Customers 11:210 

Mats Are Versatile—If You 
Know How 12:160 


Radio 


Series on Jewels Build Gem 
Interest 1:206 





Feature Appraisals by Panel of 
Experts 1:230 

Mountain Music ‘‘Sends” His 
Customers 2 :246 

8-Week Program Successful for 
11 years 3:262 

He Pulls ’Em In By Radio 
6:214 

Jeweler Acts As Cupid’s Follow- 
Up 8:250 

Personal Approach Holds Radio 
Listeners 9:228 

‘Feudin’ & Fightin’’ Makes 
Quiz Show Excitin’ 10:186 

‘Society Column Sells the Ladies 
12 :186 

Man-on-Street Program Brings 
Store to Customer 12:158 


ASSOCIATIONS 

Directory 1:266; 4:334; 8:: 

History 8:328; 9:302; 10:272, 
11 :298. 

American Gem Society 5:224 

American National Retail Jewel- 
ers Assn. 3:394; 8:222; 9:365 

Horological Institute of America 


. _ 





Jewelry Industry Council 1 :203; 
2:203; 3:231; 5:203; 11:183; 
12:151 

National Assn. of Credit Jewel- 


ers 2:357; 5:364; 6:171; 
7:180; 9:222 

National Wholesale Jewelers 
Assn, 7:19 


United Horological Assn. of 
America 7 :352 


BOOK REVIEWS 


Rarer Metals (DeMent-Dake) 
7322 


Jewelry Making & Design 
(Rose-Cirino) 1:322 

Modern Store Design (Burke- 
Kober) 1:322 

Marriage of Diamonds & Dolls 
(Lewis-Dignam) 4:341 

A Century of Silver (May) 
6 :254 

The Bride’s Book (McLeod) 
6 :254 
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Jewelers Pocket Reference Book 


(Shipley) 6:254 
Advertising For Profit (Dore- 


mus) 6:254 
Scientific Timing (Purdom) 
7:270 


Adventure in Jade (Kraft) 
7:271 


BUSINESS CONDITIONS 
Depression On Way? Who Says 
So? 4:215 


BUSINESS HAZARDS 
Keep In Front of That 8-Ball 
2 :234 
Legal Decisions of 1946 3:276 
Lay That Hammer Down, Babe 
5 :238 


The Buyer Must Beware 6:192 
Watch Those Christmas Checks 
11 :264 


C 


CASTING 
Jungerson Patent Ruled Invalid 
By Federal Court 3 :394 


CLOCKS 
Grand Central Clockmaster 
1:252 
COMPETITION 


Here Comes Competition 1:238 

Store Makes Buying Easier— 
Gets Lion’s Share of Trade 
2:222 


Friendliness Antidote for 3:322 
Co-Ops Deprive U. S. of $3 Bil- 
lion Yearly 10:306, 11:288 


CONSTRUCTION 
(See also ‘Modernization’) 

Beware Before You Build 3 :268 

Materials Shortage Got You 
Down? Try Temporary Re- 
modeling 2:230 

A Mere $500 Built This Store 
11 :222 


CREDIT SELLING 
Jeweler Takes Initiative 2:252 


Credit Plan Cinches Hesitant 
Customers 5:296 
Diplomacy, Not Duress, for 


Collections 6:218 
Charge Accounts By Mail 7 :266 
“"— — for Credit Selling 
:220 


Layoffs No Bogey to Credit- 
Buyers At Tipp’s 12:194 

Over-The-Counter Credit Ups 
Volume At Less Cost 12:202 


D 
DESIGN 


Britain Her 

1:228 
Design Cues Appeal 4:236 
Graduates Display Work 5 :226 
New Jewels From Old 8:230; 


Shows Design 


9 :232; 10 :232; 11 :198; 
12 :166 
Custom Designing Pays Divi- 
dends 9:256 
Birds, Bees & Flowers 11:200 
DIAMONDS 
General 
The Industry in 1946 7:198; 
8 :232 
Imports 
Higher in 1946 1:355 
U. S. Stone Imports in °46 
5 :228 


Valued at $13,000 during first 
quarter 7:210 

Over Million Carats in Second 
quarter 10:250 


Prices 
Admit Slight Drop 1:355 


DISPLAYS 
Single Earring Display Concen- 
trates Selling Effort 2:232 
Let’s Take Inventory 8 :296 
More Attention to Case Displays 
11:196 


DOOR-TO-DOOR SELLING 
Anti-Peddling Laws Need Teeth 
In ’Em 7 :280 
Door-to-Door Peddlers Can Be 
Licked 11:276 
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E 


EMPLOYEE RELATIONS 
(See also ‘Wages’) 
Employee Suggestions Increase 
Store Efficiency 1:222 
Suggestions Boost Morale, Speed 
Service 3 :266 
Sales Manual Keeps Employees 
on Toes 4:272 
Which Gets Best Results, Salary 
or Commission? 5 :212; 6:180; 


S2e 
Bull Sessions Boost Morale 
8:258 
Morale Affected By Many Fac- 
tors 8:312 
Incentive Is Key to Employee 
Relationship 9:258 


ENGRAVING 
New Ideas in Monograms 1:310 


b 


FASHIONS 

New ‘Dress Up’ Fashions De- 
mand Lavish Jewelry 1:218 

Period Movies Spur Interest In 
Glamorous Jewels 3 :244 

Hollywood Jewels Create Char- 
acter for Stars 4:230 

Screen Stars Work For You 


Movies Guide Taste to Better 
Living 6:266 

Colored Stones Add Spice to 
Precious Jewelry 8 :244 

Jewelry, ccent to Fashion 
9 :234 

Diamonds For the Dance 9:250 

Jewelry Tastes Simpler Survey 
Shows. 10:230 

Simplicity, Elegance, Individual- 

in 


ity 10:234 

Femininity Accented New 
Jewelry Fashions 10:248 

Publicity Worth <A _ Million 
12:172 

1948 Jewelry Makes Debut at 


Diamond Show 12:162 
FEDERAL TRADE 
COMMISSION 
Proposed Rules for Watch Cases 
2 :342 


Restricts Watch Claim Terms 
5 :360 


Liberalizes Ruling on Use of 


Term ‘Sheffield’ 8 :375 


G 


GEMS 
Agate 6:200 
Benitotite 8 :242 
Brazilian Garnets 3 :270 
Chalcedony 7 :204 
Garnet 1:224; 3:270 
Hematite 1:242 
Quartz 2:224; 5:236 
=" From the Reservation 
7250 


GEMOLOGY 

New Test For Specific Gravity 
2 :242 

New X-Ray Tube Changes Gem 
Colors 3:248 

Sees Bright Future for Colored 
Gems 3 :286 

Rare Gems on Display 3 :409 

Identification of Gems by X-Ray 


Two New Polariscopes for 
Jewelers 4:246 

First Gem Lab in US Cele- 
brates 15th Year 4:262 
Physical Properties Used in 
Determination of Jewelry 
Stones: 


1. Refraction 9 :264 
2. Polarization 10:266 
3. Dichroism 11 :206 
Star Sapphires and Rubies Pro- 
duced Synthetically 10 :246 


New Synthetic Emeralds Far 
Surpass Pre-War Stones 
12 :176 


GEMS, IMPORTS 
U. S. Stone Imports in 
5 :228 
Diamonds Valued at $13,000 Im- 
ported During First Quarter 


"46 


7 :210 
Over Million Carats of Diamonds 
Imported in °47’s Second 


Quarter 10:250 





GIFTWARES 
(See also ‘Promotion’ ) 

From $5 Lampshade to Luxury 
Merchandise 1 :204 

Variety of Giftware Stock Per- 
mits Customer to Browse 
1:248 

Much New Merchandise... at 
California Gift Show 1 :346 

*‘Woman’s Intuition’ Proves Gift 
Department Value 3:374 

Giftwares To The Fore 6:286 

Exotic Atmosphere Accents 
Gifts 7 :304 

Merchandising the Unusual Is 
Doorway to Profits 9 :246 

Bride Cards Establish Store as 
Wedding Headquarters 9:312 

Brides A-Plenty for Year 
’Round Promotion 10:220 

Dollar Tables Clear Inventory 
11 :234 

Hand-Wrought Pottery Proves 
Traffic Builder 12 :284 


Gifts Prove Asset to Sales 
Volume 12:282 
H 
HOROLOGY - 
Adjusting a Balance Staff: 
2. Reducing Thickness of 
Pivot 1:384 
3. How to Polish Pivot 
1 :386 
4. Use of Pivot Lathes 2:370, 
3 :426 
5. Reducing Thickness of 
Roller Posts 4:410 
6. Adjusting Hairspring Col- 


let to Fit Staff 4:412 
Untangling Hairsprings 5:258 
Replacing a Pallet Jewel 5 :394; 

6:332; 7:356; 8:404; 9:402 
Making a Stem 10:400; 11:364; 
12 :332 


M 


MANUFACTURING 
Modern Factory Combines Qual- 
ity With Quantity 3 :324 


Making Watches is Precision 
Business 4:222 
Skilled Workers Turn Out 


Rings 5:210 

Diamond Cutting Is An Exact- 
ing Craft 6:178 

Tourists Spur Locally Made 
Jewelry 6:196 

Handcraft Essential in Making 
Silverware 7:188 

From Sand to Sandwich Tray 

:2 


:218 
Specialization Really Pays Off 
7256 


8: 
Hand Skills Create Hollowware 
Art 11:188 


MARRIAGES 
1946 Marriages 
Record 1:308 
Housing Shortage Didn’t Keep 
Marriage Rate From Soaring 


Will Break 


7308 
Marriages in 1946 Hit All Time 
High 3:240 


MEDICINE, GEMS IN 
Ancients Believed That 
Possessed Medicinal 
ties 3:252 


MERCHANDISING 
(See also ‘Promotion’) 
General 
Little Things Can Count In 
Building Friendly Business 
1 :226 


Gems 
Proper- 


Customers Pay the Jewelers’ 
Salary 1:246 

Resort-Town Business Calls For 
Diversified Merchandising 
4 :304 . 

Product Quality Is Must for 
Successful Firm 7 :224 

Inventory Must Be Paced by 
Selling 11:294 

Clean Merchandise Woos Cus- 
tomers 12:264 

Every Customer a Friend of 
This Store 12:152 


Customer Experience Makes 
Success of Unusual Venture 
12:198 

Appliances 


Extra Lines Stimulate Jewelry 
Volume 9 :219 


Baby Jewelry . 
e 





Baby Sterling Need Only 
Seen 12:254 








Cameras 
Jewelry Store ‘Camera 


Center 
raws Sh e 
7210 a 


Interest 
Camera Enthusj t 
Buyers, Too rere Jewelry 
Cameras Are Profitab] 
Camera Department S 
2 ee 8 :348 
ublicity Type Ads Bui 
Camera Department 1] 2°" 
Diamonds 


© 5:216 
ure Traffic 


Diamond ‘Evaluator’ 

. Customers 6 :186 OF Protects 
tress on Diam 
ae 7 :206 -_ Built 

ey Saw How Dj 
Cut 7:214 oe 
Luggage 
Display Is Key to Luggage 


: Sales 11 :226 
suggage Means Big V ; 
Boston 12:234 ‘6 Volume in 


Radios 
Merchandising Radios ¢%; 
lates Jewelry Sales a 


Care in Buying and Merch 
. . . an- 
rey | Cue for Radio Success 
Extra Lines Stimulat 
Buying 9:219 > om 
Rings 
Display Gadget Ups Ring Inter. 
est 7:212 7 
Ring Mountings 
Effective Merchandising Sells 
Ready-Made Mountings 4.244 
Silver 
For Better Silver Retailing 
7316 
MODERNIZATION 


(See also ‘Construction’) 
Innovations Achieved Withoyt 
Losing Dignity 1:208 
Conservative Modernization {o; 
the Farm Area 1:254 
Divided For Selling 2 :206 
Picture Frame Windows Center 
Attention on New Store 2:22 
Designed to Facilitate Trafic 
Flow 2:244 
Enlargement Provides for New 
Departments 2:250 
Styled to Conform With New 
rend In Jewelry Shopping 
3:232 
Systematized Groupings Facili- 
tate Service to Customers 
3 :236 
Separate Shops Feature New 
Atlanta Store 3:258 


Lighting and —__— Arrangement 
Makes Displays Readily Avail: 
able 3 :274 

Ingenuity Beats  Shortages— 
Bank Becomes Jewelry Store 
3 :340 

Small Space Goes a Long Way 
4:248 


Modernizing the Jewelry Store 
4:218; 5:206; 6:174 

Dollars to Diamonds 4 :224 

They're Not Modernizing 4:24 

Modern Treatment Highlights 
Small Store 4:266 

In Step With Modern Merchar- 
dising 4:330 

Ceiling Set-Backs Give Added 
Space 5 :230 

Seats Pressed Jeweler Puts 
Every Foot to Double Duty 


5 :242 
They Moved In First, Moderni- 
zation Could Wait 5:292 
Specialized | Departments Get 
Customer Acceptance 6 :188 
Illumination Keynotes Atmos 

phere of Store 6:216 
Curved Walls Give Smoot! 
Flow to Display Space 7:26 
Semicircular Display indow 
Makes Traffic ‘Flow’ ® 
Entrance 8:238 
Roanoke’s Newest Is a Modern 
Gem 8:292 ) 
Lady Luck Crowds Store Open 
ing 9:215 
Open to the Public 9 :266 
In Step With The Times 9 :230 
Engineered a! eae Mer- 
chandising 10: 
Consider Your Store A Promo 
tion Asset 10:224 
Seven Floors of Selectivity 
Service 11:214 wil 
Silver Displays Feature of * 
Store 12:262 
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Door 
tomer Contact From 
Ci Counter 12:182 


P 
pLATINU®* platinum Used to Save 


Money 5 :234 


ION achceal 
, BOO ho ‘Merchandising’) 


Oe e's Customers’ Flock 


To This Store 10 :218 


eserved Opening Promotion 
. Attracts Select Customers 
2:190 
thee ut For New Year’s 
12:232 
iversary 
Tt ooned Jubilee Proves A 
Bonanza 7:320 
One-Day Penny Fiesta Ups 


Year’s Sales 8:220 _ 
Stowell’s Grew Up With Boston 


8 :320 


Three Generations of Customer 
Services 9:268 
Accent on Silver for 70 Years 
10:314 
Modern and Antique Jewels 
Draw Crowds to Anniversary 
11:218 
Cartier Showing Observes Cen- 
tenary 12:180 
Christmas 
‘Early Christmas’ Spurs August 
Sales 10:254 
It Isn’*t A Moment Too Early 
to Start Christmas Plans 
10 :270 
Cooperative Campaign Makes 
Town Christmas Conscious 
11 :204 
Costume Jewelry 
Gift Packages Spur Sales of 


Costume Jewelry 3 :294 


Contests 
— Contests Bring Traffic 
3:354 
The Easier The Better Gets 
— in Contest Promotion 
They Came to Vote and Stayed 
to Buy 12:238 
No Off Season With Year 
"Round Promotion 12:154 


Diamonds 
Diamonds Are His Specialty 
2:218 


Concentrated Promotion Plan 
oo Sale of Diamonds 
Stress on Diamonds 


Builds 

Business 7 :206 

They Saw How Diamonds Are 
Cut 7:214 

‘Direct From Holland’ Theme 
Sells Diamonds 10 :238 

Every Diamond a Personal Sale 
10:242 


Every Sale Has a Sequel 12:170 
Accents Interest in Diamonds 
12:168 
Giftwares 
Contest, Demonstration Center 
Interest on Gifts 4:356 
Modern Merchandising Touch 
Keeps Volume High in China, 
— 5 :348 
pen Display Gives Close-Up to 
Gift Shoppers 6 :172 . 
Odds ‘N’ Ends Sell Quickly As 
Luxuries 6:250 
Gift Department Doubles Vol- 
ume, Store Traffic 10:328 
Specialized Shops Concentrate 
Attention on Gifts 10:344 


Jewelry 
oe Create New Interest 


Lectures 
There’s Money In Talks 9:324 


Talks Fix Customer Attention 
on Needs 12:156 
Perfume 


‘Treasure Chest’ of Perfumes 
a Quality Customers 


Silverware 
Sterling Promotion for All 
7296 


1: 
High Annual Marriage Rate 


sives Cue for Silver Promo- 
tion 2:290 
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The Bobby Soxers Are Think- 
ing of Their Silver 2:298 

Unique Window for Silver Dis- 
plays Rates High Attention 
3 2332 

Individual Promotions Keep Sil- 
ver Appeal High 4:314 

Modern and Antique Share In- 
terest in Exclusive Setting 


4:322 
He Had Whole Town “Sissing”’ 
5 :320 


Telling Complete Story Builds 
Sterling Volume 6 :260 

He Got Better Results Than 
He Bargained For 6:270 

Long Range Program Insures 


Constant Silverware Sales 
11:278 
Permanent Sterling Window 


Builds Reputation 11:282 
Midsummer Silverware Contest 
Acts as Three-Way Promotion 


12 :258 
Merchandising Plan Considers 
Silverware Family Affair 
12 :250 
Special 


Mother’s Day Gifts Should Be 

Jewelry 4:216 

Suggested Father’s Day 5:256 

Grab-Bag Clearance 9 :260 

“a Marriages, Provide Idea 
726 


Summer 
Summer = _ Specials 
Christmas 7 :194 


Tie-In 
‘Oklahoma’s’ Return a Promo- 
tion Natural 1:260 


Watch Repair 
Promotion Features Watch Ser- 
vice Plan Akin to Insurance 


Prep for 


2:258 

Use of ‘Horologist’ Title Im- 
parts Dignity to Small Store 
4:270 

For Efficient Watch Repair Ser- 
vice 9:298 


‘Get Acquainted’ Idea Builds 


Customer List 10:260 


Watchbands 
This Display Sold Watchbands 
4:268 


Important Enough to Rate Own 
Display Window 8 :362 


PUBLIC RELATIONS 
(See also ‘Advertising’ ) 
The A BC of 4:264 
Free Newspaper Publicity Supple- 
ments Advertising 10:358 
se e On Customer Complaints 
12:188 


R 


REGULATION W 
(See also ‘Credit Selling’) 
Most Firms Observe Spirit of 
1 :363 


REPAIR DEPARTMENTS (See 
also ‘Promotion,’ ‘Horology,’ ‘Store 
Operation’ ) 

Repair Counter Displays Build 
Service Volume 5:218 

They’ll Fix Anything 5:298 

Built on Service & Confidence 
9 :238 

Good Repair Work Is Rx for 
Store Traffic 10:222 
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SALES, STATISTICS 
"46 Retail Jewelry Store Sales 
Gained 19% 3:395 


SALESMANSHIP 
Sales Strategy for Today & To- 
morrow 2:21 
Six Steps in Selling 
1. Attract Attention 3:238 
2. Arouse Interest 4:226 
3. Carry Conviction 5 :246 
4. Create Desire 6 :204 
5. Closing the Sale 7:272 
6. Building Permanence & :324 
Learn Selling Methods While 
Still in High School 3 :348 
Sales Manual Keeps Employees 
On Their Toes 4:272 
Good Salesmen Are Made 5 :204 
Suggestive Selling Plan Makes 
Customers for Jewelers 7 :232 
Bull Sessions . . . Builds Morale 
and Boost Sales 8:258 





Customer Courtesy Pathway to 
Success 9 :242 

Store Personality Comes First 
11:190 

Inventory Must Be Paced by 
Selling, 11:294 

Better Selling for Better Profits 
10 :262 


9 Making 2 Customers Grow 


Where One Was_ Before 
11 :230 
2. Analyze Your Sales Methods 
12 :204 
SCHOOLS 
Directory 6f Schools 2:306; 
6:276; 9:339 


Design Graduates Display Work 
5 :226 


Education or Enterprise? 9:338 
Watchmaking Schools Defended 
10 :304 


SILVER 
100 Years of Silverplate 1:300 
The Silver Market in 1946 2:302 
‘Extra Silverware Items Going 
Production 5 :308 


SILVERWARE (See ‘Merchandis- 
ing’ and ‘Promotion’) 


STORE OPERATION (See also 


‘Merchandising’ ) 

General 

Courtesy Can be Overdone 
1 :256 

Specialized Service Keynotes 


Success 3 :282 
Save Money,On Your Printing 
Bills 6:252 


Location 

Selecting Your Location First 
Step in Planning 2:208 

Busiest Location in Town As- 
sures Traffic 8:364 

NACJ Members Favor Maxi- 
mum in Percentage Leases 
1 :244 


Record-Keeping 
‘Case Histories’ For Watches 
Insures Careful Workmanship 
1 :262 
Turnover Check System Keeps 


‘Shelf Warmers’ at Minimum 
3 :234 
Cost-Profit Relationship Com- 


puted by New  Yardstick 
8 :262 


‘Data Package’ Simplifies Repair 
Paper Work 10:228 


SMALL STORES (See also ‘Con- 
struction’, ‘Modernization’ ) 
~— Space Goes a Long Way 
4:248 


Space-Pressed Jeweler Puts 
Every Square Foot to Duty 
7242 


Small Store Packs Big Business 
Wallop 9:216 

Modern Treatment Highlight’s 
Small Store 4 :266 


SUBURBAN STORES 

Branch Requires Different Sales 
Technique 4:258 

. . - Should Know Customers By 
First Name 6:208 

Fifth Ave. Decor In the Sub- 
urbs 7 :186 

Suburbs Go To Town 11:320 


T 


TARIFF 
Reciprocal Information Commit- 
tee Hears Need of Jewelry 


Trade 3:397 
23 Nation Tariff Agreement 
12 :313 

TAXES 

General 


A Post-War Tax Program for a 
Solvent America 3 :358 

Proposed State Sales 
Threaten Added 
Burden 4:332 


Taxes 
Retailing 


Jewelers’ Excise 

Will Remain In Effect 2:338 

Returns Hit New High 4:375 

Collections Show 21% Gain for 
Fiscal ’46 5:378 

NEMJA&SA Seeks Relief 6 :299 

See Scant Hope for Relief 
7 :320-C 

Cut May Come in ’48 8:369 





Committee Plans Drive to Elim- 
inate Tax 9:365 

Relief Held Unlikely 11:329 

Trade Members Seeking Relief 
12 :297 


TRADE MARKS, Marking, Etc. 
New Federal Trade Mark Law 
9 :332 
Industry Committee Progressing 
on Proposed Stamping Law 
12 :297 


TROPHIES 
Hollowware for 
Trophies 4:328 
Big Potential Market for 9:316 


WwW 


WAGES (See also ‘Employee Rela- 
tions’ ) 
Wage Data for Jewelry Field 


More Practical 


Released by Labor Depart- 
ment 8:215 
WATCHES 
General 


Braille Watches Aid Blind Vets 
1 :264 


American 
Watch Manufacturers Pledge Coa- 
tinuance of Fair Trade 1:358 


Imported 

U. S. Share of Swiss Watches 
Smaller 1:214 

Watch Imports Drop 


1:312 

Large Number of ‘Swiss’ 
‘“‘Watches” Actually Shipped 
as Clocks 8 :268 

Swiss Watch Imports in 1946 
Exceed 1945’s Record Quan- 
tity 3:360 ; ; 

Direct Imports of Swiss 
Watches Close to Agreement 
Figure 4:306 

Indirect Imports of Watches 

Only 2%% of Total 7 :236 


Import Controversy 
Swiss Importers and American 
Manufacturers Argue 6 :299 


WATCHMAKER LICENSING 
Urged for Colorado 1:361 


WINDOW DISPLAY 
Window of The Month 
Valentine’s Day 1:200; 12:148 
St. Patrick’s Day 2:200 
Easter 3:228 
Mother’s and _ Father’s 
4:212 ; 

Graduation -_ a 5 :200 
Summer Jewelry 6: 
Water a Watches 7 :184 
Back to School 8:212 
Fall Jewelry 10:213 
Christmas 11:181 


General 

Planning Is Important for Wia- 
dow Showmanship 1:210 

‘Daily Specials’ Build Traffic 


Sharply 


Day 


1 :240 . 

Displays In Motion Make Win- 
dows Sell 2:214 

War Taught Many Display Les- 
sons 2:248 

Mass Display With a Purpose 
2 :280 ; 

Silver Window Rates High Cus- 
tomer Attention 3:332 

Unique Uses for Waste Display 
Space 3 :344 

Animated Scenes Keep Windows 
Alive 3:352 

Get Window Ideas Now for 
June Bride Promotions 4:318 

Windows With a Theme Create 
Sales 5 :208 

Edit Your Windows for Head- 
liners 6:176 

Can A Small Store Do a Good 
Display Job? 7:196 

Elevator Windows Provide 
Quick-Change Displays 7 :216 

Window Fantasy Stirs Buying 
Urge 8:228 , 

Windows Are His Link With 
The Public 9:212 

Windows From Abroad 9:262 


Window Forecasts Expansior 
9 :330 
Thanksgiving Windows Put 


Accent on Christmas 19:215 
Daily Window Display Changes 
Keep Customers on Alert 
10 :320 
Christmas Setting for Holiday 
Selling 11:192 
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FOR DEALERS ONLY 


WE ARE COMPLETELY in sympathy with the view set 
forth in a resolution adopted at a recent meeting of the 
New Jersey Retail Jewelers’ Association. 

Pointing out that the disclosure by manufacturers or 
wholesalers of their net prices to the retailer in catalogs, 
mailing pieces or ads in the trade press makes the material 
less useful, and often actually injurious to the retail jew- 
eler, the resolution asks that suppliers quote only Keystone 
or suggested retail prices in all of their printed matter. 

The request seems to us an entirely reasonable one. 
Even aside from the risk of such printed matter acciden- 
tally falling into the hands of the general public, which 
has little or no realization of the jeweler’s cost of doing 
business, occasions often arise where the retailer would 
like to show a wholesaler’s or manufacturer’s catalog or 
literature to a customer. 

Mrs. Smith, for example, is shopping for an item that 
the jeweler doesn’t have in stock, but that he remembers 
seeing in his wholesaler’s catalog. If he could show the 
illustration and description to Mrs. Smith he could prob- 
ably get her order, but he hesitates to do it, because the 
catalog lists his cost figure instead of the retail price. So 
he loses the sale. 

Quoting on a Keystone basis would eliminate all such 
incidents, and redound to the benefit of both retailer and 
supplier, as well as building good will for the latter. 

THE JEWELERS’ CIRCULAR-KEYSTONE has always quoted 
retail figures whenever items of merchandise are shown 
in our reading pages, and has urged its advertisers to do 
the same in their paid announcements. We hope that the 
practice will become a universal one. 


WHO WOULD BE HURT? 


IT’s A LITTLE difficult, sometimes, to fathom the think- 
ing of those jewelers who oppose the idea of examining 
and licensing watchmakers. 

For example, an editorial in the current issue of the 
official organ of one of the retail jewelry associations 
raises the objection that to license watchmakers would 
tend to create a monopoly in the watch repair business. 
Just who the monopolists would be isn’t stated, but pre- 
sumably they would consist of those men who had success- 
fully passed a reasonable test of their competence and 
so obtained licenses. 

Is that bad? And if so, for whom? 

Certainly not for the owners of jewelry stores. If we 
were running a jewelry store, we’d be very happy indeed 
to be assured that when we hired a new watchmaker he 
would be a capable craftsman of proven ability, instead 
of having to run the risk, as at present, of getting a half- 
trained or incompetent workman who could cost us a lot 
of money and good will. 


360 





And speaking as a consumer who has a watch to be 
repaired now and then, we'd be delighted if no one but 
a skilled watchmaker were permitted to work on it. Call 
it a monopoly if you like—or any other epithet you want 
to apply to it—as a member of the public we’re for it. 

The editorial goes on to say that watchmaker licensing 
“has the potential of destroying businesses and depriving 
citizens of their means of earning a living.” 

How does it do that? Every bill that has ever been pro. 
posed includes a provision that everyone who is already 
engaged in the practice of watch repairing is automatical- 
ly entitled to a license. No one would be put out of busi- 
ness or deprived of his present occupation, and to say 
that they would is to mis-state the facts. 

The only people who would be prevented from repair- 
ing watches would be those who from then on were unable 
to meet a reasonable test of their competence. Do the 
opponents of licensing really want such men handling 
their repair jobs? 


AND NOW FOR ‘48 


AS WE LOOK BACK over the year now drawing to a close, 
the jewelry industry appears to have a good deal for 
which to be thankful. 

True, there have been problems and difficulties—as 
there always have been, and always will be—some of them 
serious ones. We are still plagued by the burden of war- 
time excise taxes, it is still difficult to get sufficient supplies 
of some much: wanted items, surplus inventories of slow 
moving merchandise have had to be worked down, and 
competent and willing help is often hard to find. 


Nevertheless, measured by any normal standard the 
year has been a good one. Sales, according to estimates 
based on tax collections and surveys by the U. S. Depart- 
ment of Commerce are well ahead of the average of even 
the five preceding years, which were all hailed as years of 
good business, and less than ten percent below the 
all-time record set in 1946. Prices have been relatively 
steady, inventories are not excessive, and the industry as 
a whole is in healthy condition. 

So as we close the books and cast up our balance sheet 
on the year’s operations, let’s be thankful for having 
enjoyed another year of prosperity, and look forward to 
1948 with hope and determination. 


A prosperous and a happy New Year to you all. 


Tre Vo GE 


THH JEWELERS’ CIRCULAR-KEYSTONE 
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